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Jardware Age 


Founded 1855 





To All Dealers ‘a 


This striking LIFE-SIZE Window 

Display in full color will be available 4 
next season to all dealers handling #4 
any of. the PENNSYLVANIA 9 


brands. 


Just write us promptly, giving your 
name and address, your jobber’s 
name, and the PENNSYLVANIA 
brands you carry, and we will 
arrange to send you one of these 
attractive new business-getters, to- 
gether with our complete package of 
1928 dealer helps. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street, Philadelphia 
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The Greenfield Tap and Die Corporation believes in the hardware jobber because 
so far as we can see he is doing a real job, and doing it better than any of the 
various agencies which have attempted to wrest his job away from him. 


Fifty years is a long time measured by business life in this country. If we call 
attention to the fact that our business history goes back to the early seventies, 
it is only to give weight to our belief in the jobber. We have known him all that 
time. As Mark Twain (or was it somebody else?) said—“We know all about him 
and like him just the same.” 


We have seen jobbers make what we thought were mistakes—sometimes they 
turned out to be real mistakes, sometimes not. 


We presume our jobbing friends can say the same of us. But one other thing 
we have seen—We have seen the jobbers of this country working earnestly to 
better conditions, not only in their own personal business, but in the industry as a 
whole. We have seen them growing in appreciation of the problems of their 
customers, and of the manufacturers from whom they buy. 


The recent convention at Atlantic City has proved anew, if proof were needed, 
that the Lardware jobber is alert, cognizant of his difficulties and determined to 
better them by the exercise of intelligent judgment. 


As we said to begin with, we believe he is doing a good job. He is an economic 
necessity and without him the cost of distribution would increase, not decrease. 
We propose to continue to support the hardware jobber, as has been our policy 
in the past. 











GREENFIELD § TAP AND DIE 
CORPORATION 


GREENFIELD, t MASS., U.S.A. 








New York—15 Warren St. Chicago—13 So. Clinton St. 
Detroit—224-226 W. Congress St. 
Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 


October 27, 1927 
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Ames—Aids to Sales 














It is easy to sell the 
0. AMES line—there 
is a tool for every 
shovel purpose. | 
































Selli 
Seven points 


1. THE AMES BEND—the perfect 
Shovel balance; often copied, never 





duplicated. 
2. Blade of heat-tre ated oe oy steel 
with wear. 


3. Finest edithianiehd a as = details 
of finish readily prove 

4. Lightest weight construction con- 
sistent with strength. 

5. Best handle known, genuine North- 
ern Ash, second growth. 

6. All Dee - Handles, supplied in 
OLIVER AMES Split Dee, I-D-L, 
—r Wright Metal or Wooden 


7. de by only the foremost 
wholesale and retail dealers. 





USE THESE IN YOUR 
SALES TALKS 











SHOVELS SPADES- SCOOPS 


AMES SHOVEL AND TOOL CO. . . . Ames Bldg., Boston 
Owner of Oliver Ames & Sons Corp., North Easton, Mass. Est. 1774 


Black Shovels Cost Less and Wear Longer 


1342 
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THESE ROLLERS HOLD PIPE IN 
POSITION AND FLATTEN. BURR 
WHILE PIPE IS BEING CUT @ 





mnie! 


Two Sizes Now Available, to 





Cut Any Pipe, Up to 2 Inches 


_ Show the Walworth Roller 
Cutter to any mechanic who has 
pipe to cut and its easy-working 
features will catch his eye at 
once. The rollers which fit 
against the pipe and hold the 
cutter in position also serve to 
flatten off the burr left on the 
pipe by the cutting edge. 


A steel insert re-inforces the 
cutter block against the wear- 


ing pressure of the adjusting 
bar. 


The cutting blade is made of 
extra hard carbon steel and is 
carefully tempered. 


Two sizes to cut any pipe up 
to 2 inches in diameter, now 
available. A larger size, for 3- 
inch pipe, will be ready soon. 
Your regular Walworth jobber 
can supply you. 


WALWORTH 


Walworth Company, General Sales Offices: 51 E. 42nd St., New York 
Plants at Boston, Mass., Kewanee, IIl., Greensburg, Pa.; and Attalla, Ala. 


. . - Distributors in Principal Cities of the World... 
Walworth Co. Limited, 10 Cathcart St., Montreal, P. Q. 


Walworth International Co., New York, Foreign Representative 
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THE HARDWARE VETERAN TELLS HOW HE 


SELLS A DISSTON LIGHTWEIGHT SAW 


Whenever a saw user comes into 
the store (the Veteran was saying) 
I make it a point to say impres- 
sively—“We have something in the 
saw line which just arrived. I want 
you to look it over.” 

Then I get down one of my Diss- 
ton D-8 Lightweight Saws, and a 
regular D-8. I place them together 
on the counter to let him see the 
difference in the width of the blades. 
(See illustration below.) Then I 
let him hold the Lightweight while 

y: 

“Mr. Davidson, every thrust on 
your saw, every return stroke,— 
takes some of your strength, A 
heavy saw, of course, takes more 
strength than a lighter one. 

“You know theré is little heavy 
cutting to do these days. So for 








modern sawing Disston has devel- - 
oped these Lightweight Saws. 
“They have less width; they 
weigh less. They are easier on your 
arm for any sawing. You get every 
Disston feature. The only differ- 
ence is in the width and the weight. 
“Feel the balance: the way it 
seems to fit right in with the natural 
motion of your arm. You have 
plenty of saws, I know, but if you 
add this Lightweight I’ll bet you'll 
find yourself using it most of the 
time.” 
Dealers: Ask your jobber about 
= Disston line of Lightweight 
ws. 


== 
ss, ln 
vw 
7 






The Disston D-8 Lightweight Saw 
compared with a regular D-8. 
(Dotted line denotes regular D-8) 





PIONEERED IN 
DISSTON SAW SALES 


Mr. C. R. Keating, of Mount Ayr, 
Iowa, in sending his application for 
membership to the Disston 25-Year 
Club comments: 


“I was born and reared in the 
hardware business. My grandfather 
and father started a store in Iowa 
in 1855. On September 11; 1864, I 
was born. Among my earliest rec- 
ollections of the old store the name 
Disston stands out very clear. 


“In the Fall of 1882 I commenced 
working in a hardware store in an- 
other city, and it was about that 
time that I sold my first Disston. 
I have been the owner of the pres- 





ent business since 1892 and have al- 
ways had Disston Saws in stock.” 


HOW YOU CAN SELL 
COMPASS SAWS 


You have many customers in your 
neighborhood who would buy a 
compass saw if they understood its 
many advantages. 

Think of it as a saw that has 
many uses around home. Explain 
those uses to men, and you will do 
a profitable compass saw business. 

Explain that a compass saw is in- 
tended to cut curves or holes in 
wood; for making fancy shelf 
brackets; round - cornered book 
shelves, curved-top taborets. Also 
for cutting holes to receive plumb- 
ing or gas pipes; cutting floor 
boards (just drill a hole and insert 
the saw); cutting plaster or base- 
board to install switch boxes, in- 
stalling a mail chute, etc. 


ALERT DEALERS 
WELCOMETHIS OFFER 


You'll agree that you could sell 
more saws to householders—espe- 
cially such saws as rip saws, com- 
Pass saws, coping saws, hack saws 
and back saws—if you had the time 
to explain to each customer the 
many needs he has for them around 
home. 

But you are a busy man. And the 
householder goes on doing all his 
sawing-in some fashion with his one 
old saw. 

Here’s help for you,—to educate 
these. men in the uses of different 
saws, to teach them an appreciation 
of the fact that the right saw for 












the job makes work easier and does 
it neater. 

Disston will supply you with a 
quantity of Disston Ser Charts on 
which are illustrated and described 
many facts about saws and their 
uses. Distribute these to your cus- 
tomers, and you will soon get calls 
for these saws which you usually 
sell to mechanics only. Just use the 
coupon to get your free supply of 
Charts. Ask only for the quantity 
you can profitably use, please. 





This educational chart will develop saw 
sales for you. 


Henry Disston & Sons, Inc., 
: Dept. 1, Philadelphia : 


(How many) 


Charts without cost. 
, ee a er re 
| Ne ee ee 











. fo — A. V. HLAVA R. F. WILLIS 
olga, S. D. 4 .» Inc. 
“"T've pe more Disston A. V. Hlava Hwde. Co. al Monday Pca * aa 


Saws than all others put 


Ravenna, Nebr. 








[eens 


Disston Dealers for” 


together 47 Years a Disston Dealer 26 Years 


We Welcome the Above Members to the 
Disston 25-Year Club 


Published by- HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U. S. A- 





WM. FIELDER 
Harper & Mclintire Co., Inc. 
Ottumwa, Iowa 
Have handled Disston prod- 





Cc. R. KEATING 
Mount Ayr, Iowa 

Sold Disston Saws since 
ucts for 70 Years 1892 


tte es ree << <enceusse--- 
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20,000 ,0:0 0 
A Week! 


|WENTY MILLION People Every Week will hear about 














GOLD STRAND BRANDS OF SCREEN WIRE 
CLOTH. 


National advertising will tell your customers about it. 
Heretofore they have purchased Screen Cloth as they purchased 
nails, with little thought of the brand or the maker’s name. This 
season your customers will ask for GOLD STRAND BRANDS of 
Screen Wire Cloth. They will know the name and recognize the 
goods by the GOLD THREAD in the selvage. Every foot of 
Screen Wire Cloth made by the American Wire Fabrics Corpora- 
tion and the Wickwire Spencer Steel Company will be identified 
by this distinctive GOLD STRAND. 

Broadcasting to over twenty million Screen Cloth users each week, 
with the best musical and vocal talent will create good will for 


you and GOLD STRAND BRANDS. Magazine advertising will 


emphasize the message. 











AMERICAN GALVANOID CLINTON GALVEX 
AMERICAN BRONZE CLINTON BRONZE 
AMERICAN PAINTED CLINTON PAINTED 
Stations: 
WJZ New York Woc Davenport 
WBZA Boston wow Omaha 
WBZ Springfield WDAF Kansas City 
WBAL Baltimore KVOO Oklahoma City 
WHAM _ Rochester WHAS Louisville 
KDKA Pittsburgh WBT Charlotte 
WR Detroit WSB Atlanta 
WLW Cincinnati WFAA Dallas 
WEBH Chicago KPO San Francisco 
KSD St. Louis KFT Los Angeles 
WGMS Minneapolis KFOA Seattle 











AMERICAN WIRE FABRICS CORP., Subsidiary of 
WICKWIRE SPENCER STEEL CO. 


General Offices: Western Sales Office: 
41 East 42nd St., New York 208 So. LaSalle St., Chicago 


Worcester Buffalo Cleveland Detroit San Francisco Los Angeles Seattle 


ey” WICKWIRE SPENCER 
v PRODUCTS 





MSE RICAN 



























Representative Jobber 





Indiana Steel &Wire Co. 


Sold Onl vient: Res 


Retailer 


ular Wholesale 


~ Retail Channels/ 


U. S. Poultry Fence is strictly a hardware 
item. Its market has never been invaded by 
chain store competition. 


As a dependable, profit-producing line, it 
is worthy of aggressive merchandising. It 
carries a margin of profit above the average. 
It sells readily and with minimum effort. One 
sale invariably leads to another. 


U.S. Poultry Fence is sold ONLY through 
the regular wholesale and retail channels--- 
never through chain stores, catalog or mail 
order houses. 


Representative jobbers in 93 cities stock 
it. Their strategic location in the principal 
distributing centers of the country insures 
prompt service to the dealer at all times. 


These jobbers carry adequate stocks to 
meet all normal demands. This means speedy 
deliveries, less stock for you to carry, quicker 
turnover. Back of these jobbers’ stocks are 
our own enormous factory stocks ready for 
quick shipment. 


U. S. Poultry Fence distributors, through 
their salesmen, are now booking orders for 
spring. Let us urge that you give careful con- 
sideration to your requirements for the coming 
season and place your order with your jobber 
now. Besure tospecify U. S. Poultry Fence--- 
not just “poultry netting.” It costs no more. 


__ If you do not know the U. S. Poultry 
Fence Jobber in your territory, write us for 
his name. 


Indiana Steel & Wire Company 


Muncie, 





“She Netting Shat Stands 


Indiana 
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SSA Sell Hack Saws. 
Faster at a 


Good Profit 
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to carry 
Less Cash 
tied up 


“JIFFYSELLER” Assortment 


An easy, convenient and more profitable method to carry and sell Hack Saw Blades. The new 
SIMONDS way, which reduces to a minimum your investment, yet gives you a full assortment of 
high-grade blades in all the best selling lengths and number of teeth. A simplified sales plan which 
dealers everywhere are taking advantage of. If you have not tried this more convenient and less 
expensive method send in a trial order now for “JIFFYSELLER,” Simonds Hack Saw Assortment 
in the convenient container. It permits you to sell Hack Saw Blades quickly and at a profit, with 
a small stock investment, directly from the container—conveniently arranged in the wanted lengths, 
8, 10 and 12 inch, and the proper number of teeth—18, 24 and 32—one gross in all. 





Tell your jobber you want “JIFFYSELLER” Assortment, SIMONDS high quality hack saw blades. 


SIMONDS si. 


oS EP we STEEL CO. 


Hardware Department Fitchburg, Mass. 
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HEADQUARTERS 
For Better Tools 
For Over Half a Century 





HREE generations of the Vaughan Family have 
earned an international reputation, as makers of 
Good Tools. Grandfather, father and sons have 
stuck to their guns, in a consistent campaign for Qual- 
ity; never tempted by the lure of volume to cheapen The “Quality Group” 


| their products. They figured that there was ‘always 
room at the top,” and were Satisfied to let other makers of Vaughan Tools 


take care of the demand for cheaply-made, low-priced give “Class” to any 
tools. Retail Tool Stock | 











Ce 











Many patents testify to their genius as inventors of 
refinements in tool design and construction. The wax 
hole in hammer handles; the expansion wedge for all 
handled tools; the hand-shaving of handles, are orig- 
inal with them. 


They were first to perfect the drop forged nail ham- 
mers, and they originated many improvements, in ham- 
mer design, such as the crowning of the sides. They 
pioneered in the production of forged }’anadium tool 
steel hammers, -and have perfected methods of heat- 
treating this steel which secure noteworthy results. 


In the manufacture of planes, they were the first to 
use forged steel bottoms and have made a number of 
noteworthy improvements in plane design and con- 
struction. 


These are only a few of many important betterments 
which the tool using crafts owe to “V & B”. 


IT PAYS TO SELL 
V & B GOOD TOOLS 


—all of them. It’s a good idea to have at least a sample of each of 
many different Vaughan tools, so you can sell from the sample, 
and send your order in to your jobber when you make each sale. 


Though we are most widely 
famed for our VANADIUM 
STEEL HAMMERS and DROP 
FORGED STEEL’ PLANES, the 
“V & B” line includes: - 


Axes Nippers 

Bits Pineers 

Braces Planes 

Chisels Pullers 

Drills Punches 
Hammers Serapers 
Hatchets Scutches 
Hooks Star Drills 
Nail Sets Wrecking Bars 


Each line of tools embraces many dif- 
ferent styles. For instance, we make 32 
different styles of Hammers; a dozen 
different kinds of Chisels and fifteen dif- 
ferent types of Hatchets—all in a full 
range of sizes—and all the BEST of 
their kind. 


GET OUR 
1927 CATALOG 


Hang it in your tool department for quick 
reference whenever a mechanic calls for a tool 
you do not have in stock. You'll win many 
a friend and steady customer by ordering a 
tool for him. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 





mea 
2114 Carroll Ave.~ 


rs of Fine Toots 
~ Chicago, Ill. U.S.A. 
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And the TRUTH 


A great army of carpenters, masons and bricklayers 


are carrying SAND’S Levels. They know that : 
SAND’S Levels tell the TRUTH—that’s why they 
carry them. 


There are thousands of these mechanics and so the 


TRUTH goes marching on. 


SANDS advertising in leading class publications car- 
ries the TRUTH still further. It continually spreads 
the story of the ABSOLUTE ACCURACY of 
SAND’S Levels. This accuracy is permanently 
“Built-in” at the factory. It cannot be tampered with. 








Every other detail of SAND’S Levels is just as de- 
pendable as the easily read, correctly set and thorough- 
ly protected Spirit Tubes which make this accuracy 
possible. 


Sands Levels, Plumbs & Tools 


Sands Levels Tell the Truth. 


Kar SANDS “Any 
LEVEL & TOOL CO. 


EST. 1895 


2ETROIT, WO: 





HSMM. 


ihe SASS 











HarpwareE AGE for OCTOBER 27, 1927 








Nearly five hundred Jobbers carry large stocks of 
SAND’S Wood and Aluminum Levels because 
thousands of Hardware Retailers are constantly de- 
manding them for customers. 


SETS ce eSaNNbERS? 


. When you consider the millions of dollars in buildings 
; being erected all over the country and realize that 
every one of them must be plumbed and leveled, you 
will appreciate what a STAPLE tool the Sand’s 


level is. 


DES ithe 


Keep up your stock. The big SAND’S Level plant— 
the largest exclusive level plant in the world—will 


always keep up the Quality. 


: 


Any good Jobber will supply you 


Sand’s Level and Tool Co. 


8629-37 Gratiot Ave., Detroit, Mich. 


Sand’s sole distributors of Stevens line levels! 


Sands Levels, Plumbs & Tools 


Sands Levels Tell the Truth 


i 
| 
| 
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building compels the use of fine hard- 
ware. The idea that solid brass and 
solid bronze hardware gives the owner 
the soundest of long term investments. 

Talk better hardware to your cus- 
tomers. You’ll find Sargent advertis- 
ing is preparing them for your sales 
talks, and making it easier for you to 
sell them your best. 

Just one more point: Sargent Hard- 
ware of solid brass and solid bronze 
lives up to, and makes possible, 


hardware that exceeds expectations 


told the year round by advertisements like these to builders, 
and manual training teachers 


Sargent advertising. Write today for 
information about free newspaper elec- 
tros, window cards and folders for 
mailing and counter use. Sargent & 
Company, Hardware Manufacturers, 
New Haven, Conn.; 92-98 Centre St., 
New York; 150 N. Wacker Drive (at 
Randolph), Chicago. 


SARGENT 


LOCKS AND HARDWARE 
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NET-WICK 


The New Form Poultry Fence 
A Superior Product Made By 


WICKWIRE BROTHERS 


In the fifty-four years of continuous manufacturing experience of 
WICKWIRE BROTHERS Wire Products, the reputation of 


every Jobber and Dealer customer has been carefully safeguarded. 


WICKWIRE BROTHERS perform every operation from raw 
materials to finished product—every product being made under 
their personal supervision. 


This precaution means that whenever a New Product is brought 
out by this company, the trade and the public know they can de- 
pend upon its being 100 per cent right. 
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The Fence that Never Sags 


In NET-WICK, the New Form Poultry Fence, you can 
state authoritatively that it wi// not sag. 


It is a new combination of mesh and gauge wire produced 
by a method that insures a really perfect poultry fence. Note 
features: 


Requires no rail at top or bottom. Hangs straight and stays 
tight—both the horizontal and perpendicular wires are the 
same gauge. 


Just enough wave in horizontal wires to allow for contraction 
and expansion. The twist is complete, it cannot be opened 
by unwinding with pliers. 

Lays flat without waves when unrolled. And beauty clinches 


the sale—it is unquestionably the most attractive Poultry 
Fence on the market. 


Galvanized before weaving or after weaving. The latter is 
4 recommended because of its greater durability and rust-proof 
qualities. 


Put up in bales of 150 lineal feet in 2 in. and | in. mesh in 
six inch widths from 12 to 72 inches. 


JOBBERS: 


We expect an unusually large demand 
for NET-WICK for the coming season 
and suggest that all Jobbing Orders be 
placed by the first of the New Year. 


eRe G2 A 


Our Other Products Include 
Cortland Black Enameled 
Gray-Wick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Screen Cloth 
Hex Poultry Netting and Staples 
Misc. Nails and Brads %4-'2-1 lb. Pkgs.; 
25 and 50 Ib. Boxes 


Write your Jobber for full information 


BE LALOR ARATE SS 


OFFIic Ss 


BROTHERS! 


NTIPE FACTORY 
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The Questions 








Ca eRe ay Bel gp tear 


LI There are three important factors 
> for a dealer to consider in deciding 3 
the best line of tools for him to sell 
(and for his customers to buy). F 





1—Will they sell readily? 










2—Are they well known? 


ARSE RR Ee seo 


SS 


3—Do they prove satisfactory? 








| 
Order through ' 
KELLY AXE! 


CHARLESTON, | 


3 





Fe 
; 




















HARDWARE AGE for. OCTOBER 27, 1927 17 














Kea 


World Wide Reputation 


The Answers 


1—They sell so readily that the 
Kelly factory has grown from a 
small beg.nning to the World’s 
Largest in its line. 


2—They are the best known and 
are known as THE BEST not 
only in the United States but in 
most of the World’s markets. 


3—Yes. 
To both the dealer and the user. 
They are UNIFORMLY 
GOOD — PERFECT TEM- 
PER—obtained by the new 
automatically controlled elec- 


tric tempering process. They 
GIVE SATISFACTION. 








your jobber 


& TOOL CO.”: 


W. VA., U. S. A. 
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Bethlehem Products 
Important to Hardware Dealers 


Cambria Fence is a hinge-joint, cut-stay, — Cc am b Y 1 a F ence— 


standard field fence made of selected steel 
wire, heavily coated with zinc. The hinge 












joints keep Cambria Fence uniform after ince-Joint 
erection. The long wraps at the joints hold . en ~ 
the stays firmly in place. Standard 


. Field Fence 
Cambria Steel Fence Posts— 


Cambria Steel Fence Posts are made from 
rail carbon steel and are the strongest fence 
posts obtainable. All posts are protected 
against rust by a heavy coat of red paint. 


—Wire and 
Wire Products— 





In addition to Cambria Fence, Bethle- 
hem Wire and Wire Products include 
plain, galvanized and annealed Wire; all 
styles Barbed Wire; bright, cement- 
coated, blued and galvanized Wire Nails; 
Wire Bale Ties and Wire Staples. These 
products have the same high quality that 


Other Bethlehem Products for Hardware Dealers is found in Cambria Fence. 


include Structural Shapes; Merchant and Con- 
crete Reinforcing Bars; Alloy and Tool Steels; 


Small Tool; Botts and Nuts; Drop Forsees' Structural Shapes— 
Bars, Tool Steels - - 
Bolts, Nuts, Boiler Tubes 


BETHLEHEM STEEL COMPANY General Offices: BETHLEHEM, PA. 
District Offices: 


New York Boston Philadelphia Baltimore Washington Atlanta Pittsburgh Buffalo 
Cleveland Detroit Cincinnati Chicago St.Louis SanFrancisco Seattle Los Angeles Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter of Our Commercial Products 


BETHLEHEM 
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“Attaining NEW HEIGHTS 
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Kansas City War Monument 
Towering Memorial 

to World Veterans 

under night 

» ullumination 


Gexvgox engineers, dedicated to 
the task, have steadfastly adhered to 
the loftiest standards in juvenile vehicle construction. 
Witness the model 144 replica of the widely known 
Whippet auto shown above; certainly here is an 


outstanding example of Gendron craftsmanship ex- 
emplified in every line and curve. 






Let your search for highest quality end here because the 
Gendron line throughout represents the topmost attain- 
ment in juvenile vehicle art See construction details 
on the next page .... send for catalog .... address . 


THE GENDRON WHEEL COMPANY 
TOLEDO, OHIO 
New York Office: 7 E. 17th Street 












Utter 55 years ~ ~ ~ 
still is leader 
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(HIS boy’s—eye-view illustrates the 

driver’s compartment in the Model 
144 Whippet Roadster. See the all-steel 
instrument board, the numerous acces- 
sories which complete the realism of 
this model. Note the steering mechan- 
ism and the hand operated brake. The 
driving pedals are adjustable to the 
“reach”’ of the young driver. 


GENDRON SHOWN HERE 


LINE ow 


ONLY FIVE 

















The hand brake operating 

on both rear wheels is so 
constructed as te provide 
for quick stops with the 
least wear and tear on 
the vehicle. 





Here is an All Steel instru- 
ment board that has all the 
features found on a big car 
dash. There are many instru- 
ments plainly visible, includ- 
ing an imitation speedometer, 
all neatly contained within an 
unusual shaped panel. 
One of the biggest 
features ot the Whippet 
Model is the pressed steel 
radiator shell, with the 
Pines Winter Front and the 
famous Whippet radiator cap. 
This radiator is the exact replica of that used on the 
famous Whippet auto, and Gendron has the exclusive 
right to manufacture. 


The Pioneer Line of Great Variety 





No. 77 Velocipede 








No. 13 Sidewalk Cycle 


‘Pioneer Line” 
“Uehicles for Children 
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_Now Ready 











ke CAMPERS | 
“\. HUNTERS 
TOURISTS 
SCOUTS | 


OFFICIAL | 
lore) Uhue- 0 4-1 ) 


ha | | | 
2PLUM 


PLUMB’S Scout Axe Unit “C” 
with Display Stand 


H 
paps Plumb Scout Axe This attractive display stand 
tl 
| 
i 
! 




























ee eS eS DS SS SS SE ee re ee le ee 


- now ready. Ivory holds an actual Scout Axe in 
A Real ort = ; 
is . r Black Head with the Plumb the striking action pose shown 
a Christmas Gift name and Scout Emblem rich- above. 
i Display it in your store. ly stamped in gold; tested 
5 Add it to your Christmas hickory handle, highly finished You pay only the regular 
3 List of “Gifts of Utility”. in red and decorated in gold. price for the four Scout Axes, 
ee —the demonstrating display 
A corking gift for : * 
3 To stimulate your sales, you * i. free, You get a steady year- 
y uddy can now secure a complete % ; 
3 Daddy an A : round seller, ideal for camp- 
merchandising Unit of this : 
: Brother Seis ables teil ers, auto tourists, scouts and 
: Any Outdoor Man 8 general household use. | 
a Keep the Christmas Dollars Scout Axe Unit “C” contains: ° : 
3 in your store. 4 Plumb Official Scout Axes ean Gy compen pn lpcing 
e] uh Seashat shinnilin: Pei OR2 sales maker. It will be fur- 
‘ with leather sheaths, No. 002. = nished through your regular | 
st il th fe . ° ‘ 
repentant empha 1 lithographed display stand. jobber. | 
FAYETTE R. PLUMB, Inc. | 
Philadelphia, U. S. A. : 
i 


Fayette R. Plumb, Inc., Phila., U. S. A. 













Ded Mis CONGR 5: - 5.2.25. 622 ....5.2 ee ease Een -----.---2-- \ 





Jobber's Address 
One Plumb Scout Axe Unit “‘C”, 


S| “ 
ie ia Fs B 
ie jee : 


DOUBLE LIFE 


Hammers Ratchets 
Files Sledges Axes 
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EVEREDY 


ITEM/ 


Will be backed up 
; by Compelling 
LN ational Advertising 


mam. ‘Lhis latest addition to EVEREDY PROD- 
UCTS will not only be backed up by 
advertising to the millions of readers of the great 


national magazines, but will have the further 
advantage of the immense good will and sales influence enjoyed by 


other EVEREDY PRODUCTS 


Note the strong selling points of the EVEREDY 
Silent Door Closer on opposite page. And 
note also that you do not have to purchase a 
demonstrator. We supply you with a Demon- 
stration Mount on which to attach the EVER- 
EDY Silent Door closer—FREE. 





EVEREDY 
STRAINER SET 
Wonderful help in putting up 


jellies, preserves, sauces 

erages. a better job 
easier. Consists of Stand, 
Strainer bag and Filter bag. Fits 
any size kettle or crock. Folds up 
when not in use. In individual 
display carton. 


Price, complete, $1.25 





The combination of EVEREDY Quality, 
Price, Prestige and Advertising is bound to 
result in nationally stimulated sales, fast turn- 
over and quickly realized profits. Place your 
order with your jobber to get the profit advan- 
tage which the new EVEREDY insures you. 


EVEREDY 
SYPHON FILTER 
Fills a long needed bottling want. 
Filters as it syphons as easily and 
as quickly as syphoning alone. 
Consists of metallic float, filtering 
cloth disc, stretcher ring and hose 
clamp. Hose not included. In 

individual display carton. 
Price, complete, $1.00 
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Biggest Door Closer Value 
Ever Offered to the Trade 


Note EVEREDY Silent Door Closer Features below. Convenient and Useful in the Home. 
Needed by all Your Customers. Profitable to You. Never Before has a Screen and Light 
Door Pneumatic Closer of such Outstanding Quality been offered to retail at One Dollar 


Unique valve action unlike anything of its kind now on the 
market. A twist of the wrist regulates it. 
Turning the cylinder adjusts valve to keep door open, or to close 
quickly or slowly or as desired. 
Permits door to open wider than any other screen or light door 
closer on the market. 
Simple and easy to attach or detach—only a screw driver necessary. 
Designed for use on either right or left hand doors, thus especially 
adaptable to double screen or light doors. 
Postcard Requisition enclosed 
in each shipping box of one F 
dozen closers, giving us your 
mame and address, brings you 


MOUNT FOR 
DEMONSTRATION 


Extra heavy spring handles both screen and ordinary house doors. 


Strongly built, foolproof, nothing to get out of order, handsome 
dull nickel finish. Lasts for years. 

Packed with complete instructions in attractive 2-color carton for 
shelf and counter display—sure to get attention. 

You are not required to buy a Demonstration Mount on which 
to attach the EVEREDY* Silent Door Closer. This is supplied you, 
as below, FREE. 

Order a Dozen from your 

Jobber, fill in Postcard Requisi- 

tion and mail to us. We send 
demonstration mount same day. 


All EVEREDY Products carried by Leading Jobbers. Order from Your Jobber—or Write Us. 


THE EVEREDY COMPAN Y—FREDERICK, MARYLAND 


_EVEREDY 
BOTTLE CAPPER 
The most popular capper in the 
country today and the best selling 
item of its kind in The Trade. Caps 
any size bottle. Spring handle lift. 
All-steel construction with non- 
stretch post and padded steel base. 
New Low Price, complete, $1.25 

Other Models $1.00 and $1.15 


Manufacturers of the EVEREDY Line of Household Products 


EVEREDY f 
DOUBLE DUTY New! 
BOTTLE CAPPER 


Double post, double geared and 
double spring lift handle. Greater 
leverage than any other hand capper 
on the market and only heavy duty 
capper with spring handle lift. Caps 
12-oz. to quart sizes. All-steel, 
practically unbreakable heavily 
nickeled. 


Price, complete, $2.00 
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ATKINS suve 


“THE FINEST ON EARTH" 








SoS teh Ea a2 eS 


OVTetsams OA2Z—-BCoaorntcwz>=z zamoosz 


BUILD FOR THE FUTURE 


ct. &. Ata eS 


Atkins | THE SILVER STEEL SAW PEOPLE 


Always orton INDIANAPOLIS. 


HAMILTON, ONT, 


Ahead BRANCH 
ATLANTA MEMPHIS CHICAGO SAN FRANCISCO. MINNEAPOLIS SEATTLE 
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STEEL > AWS 


“A Perfect Saw for ae ecse 





QAmMmMoOrnr ma NEPFOW W2Z—$KSPF> MxX>Zz 





~ STOCK ATKINS PRODUCTS 


& COMPANY 


ESTABLISHED 1857 It Pays 
INDIANA, U. S.A. —— to Buy 
HOUSES: Atkins 


NEW ORLEANS VANCOUVER, B. C. NEW YORK CITY PORTLAND, ORE. = PARIS, FRANCE 





25 
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THEY WORK EASIER 


You don’t have to bear down hard. The 
screw pulls the cutters into the wood for 
even cutting with little pressure. 


THEY WORK FASTER 


The spur cuts the edge of the chip cleanly 
and quickly. The cutters pass the chip back 
through the open throat. You don’t have 
to back up and start over again. An 
Irwin Bit clears itself and keeps on going. 


THEY WORK BETTER 
Precision in manufacture gives Irwin Bits 
remarkable accuracy. They cut a 
clean hole without fuss. The 

solid center—an Irwin inven- 


tion—keeps proper align- 
ment. The entire Bit is 
balanced for best work. 





THEY DO MORE WORK 
They are tough and enduring. They will 
stand plenty of grief—will bore more 
holes and remain in condition. They 
stand more sharpening and last longer. 
Bit for bit, they do more work. 


THEY 
SERVE EVERY NEED - - 


With a full range of boring heads—vari- 
ations of screw pitch and full range of 
sizes, Irwin Bits serve all needs. Specials 
are available for special work, to cut fast 
or slow, to bore longer holes or short 
ones. That’s why Irwins outsold all 
other Bits for a generation. 
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GREATER DEMAND »* » 


More workmen ask for them by name 
than any other bit. Turnover is quicker. 


THE MOST COMPLETE 


LINE Many dealers sell Irwins ex- 

clusively because the full range 
of bits serving every need may be carried 
in one compact stock. This eliminates 
any need of carrying a number of brands 
as every bit buyer can be given complete 
satisfaction in the one line. 


A LEADER LINE: « » 


The majority of dealers carry the Irwin 


AUGER BIT CO. 
OHIO, U.S. A. 


line because it is a leader line—the right 
merchandise to give character to a tool 
department. Irwins lead in new custo- 
mers in several important trades who 
buy much other merchandise. 


THEY 
GIVE SATISFACTION - - 


Dealers like satisfied customers — come- 
backs from Irwin sales are comebacks to 
buy—not to complain. 


A KNOWN VALUE - 


Irwins have outsold other bits for a 
generation and are gaining in prefer- 
ence every day. They are standard JZ 
merchandise, recognized as / Cla 
superior, accepted in all wood gy = 
working trades, and asked Of 

for by the kind of work- yy 


men who set the pace. ¥ 
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The Leader of Them All 


‘ Hardware stores sell more of this 
than of any other comparable drill 






















Enameled Iron * 
Breastplate, Mal- 
leable Iron Frame, 
black enameled. 
Polished Hardwood 
handles. Machine-cut 
que teeth. Steel pinions. 
wo ~ ~ with shift- 
erknob. Hardened end 
Spindle, running in cone 
ma 3-jaw steel 
chuck, for round shanks 
0 to %inch. 





















E Aretat don’t find drills like this displayed in the promiscu- 
ous heap of cheap hardware set out in front of the gyp 
dealer’s store. 
The tinge of rust, the cut price ticket—and the 
customer who comes back to kick—are not asso- 
ciated with Goodell-Pratt Drills. 

They’re profitable to you not only on their mark- 
up, but in the satisfaction they give your customer— 
which brings him back to buy again. 

No. 6 Goodell-Pratt is the standard breast drill of the 
American hardware trade. More of this number have been 
sold than of any other comparable drill. 

Like all Goodell-Pratt Tools it is thoroughly well-made. 
Provision to prevent wear on the spindle—steel pinions— 
unusually strong and reliable speed-shifting mechanism — 
these make it a long-lived tool and one you can recommend 
with confidence. 

Its nice finish, in red and black enamel and polished 
steel—and its moderate price—make this drill easy to f 
sell to the man who wants good tools. 


















No. 


ts 16 inches long and 
weighs 444 pounds 













List Price f : 
$6.20 . y 
Goodell-Pratt make a complete line of automatic, Write for free 400-page illustrated catalog. See our 
hand, breast and electric drills, and other good current advertising in Popular Mechanics, Popular 
tools for carpenters, machinists and professional Science Monthly, Carpenter, Automobile Trade 


and amateur mechanics. No finer tools are to be Journal, Motor Service, American Machinist, 
had than those that bear the name of Goodell-Pratt. and Machinery. 


GOODELL-PRATT COMPANY -%vZ0rnil/s, GREENFIELD, MASS. 


GOODELL PRATT 


1500 GOOD TOOLS 
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FRONT VIEW 


THE DISPLAY 
STAND THAT 
AGTLUALLY 
SEELS CLOCKS 








REAR VIEW 


Ticks Off a Clean *2°®& Profit 


D6 FT isn’t often that you can sell a $5.00 item— _ efficiently; at the same time saving coal. 
nd acer, reed east oes Your adr for 6 Tie Furc lc (1840 
$2.00 “ 66.24% P entitles you to one of the handy demonstration 

+ 4 8 OOD stands that actually sells clocks. 


The Tidey owes its great success to these im- Made under exclusive license from Samuel E. 
portant features: First, it isa sturdy,dependabletime  Tidey bythe makers of the famous Tidey Thermostat 


piece, rust-proof, dust- and the nationally known 
proof. It opens up drafts, GREENE, TWEED & Cx). Greene-Tweed line of 
closes checks, wakes up the FOUNDED 1863 Builders Brass Hardware 
furnace easily, quickly and 109 Duane Street » NewYork City and Brass gift novelties. 


_ oe 


Pid 


TL sr 
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at a 


price that 
* Wa 
can afford 


HE Regal Cleaner is a QUALITY 

product, made by a manufacturer 

oO yo held the QUALITY leader- 

ship i in the vacuum cleaner field for 
over fifteen years. 

By utilizing unprecedented manufac- 

turing advantages, the Regal Cleaner 

UALI product through 

“a through—can now be sold at 


REGAL 


is full-size, powerful, efficient—a standard high- 
grade product in every detail. It is not “built 
down to a price.” It is not skimped. We have 
simply taken advantage of the engineering and 
manufacturing facilities of our huge plant to meet 
the price demand of the popular market with this 
cleaner on which we are proud to place our name. 


Sold only through Jobbers and Dealers 
Pays better than usual profit on this priced cleaner 


gee P. A. GEIER Co. 


Manufacturers of QUALITY Electric Cleaners for over 17 Years 
540-560 EAST 105th STREET - CLEVELAND, OHIO 


Manufactured in Canada by CONTINENTAL ELECTRIC CO., Lid. 
Toronto, Ont. 





























Dealer’s 
Discounts 


tear off this 
coupon, pinit to 
your letterhead, 
and mail to 


Tbe 
P. A. GEIER CO. 
540-560 East 105th Street 


lanufactured in Canada 
SS Electric Co. 
Lid., Toronto, Ont. 
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ONEY in a sound 6% bond 
means a profit. 


Money in slow moving shelf warmers 
means a 10% downright loss per year 
in carrying charges, interest on in- 
vestment, depreciation, insurance, etc. 


In paint and varnish it’s the wrong sizes, 
unsalable colors and unknown, unad- 
vertised items that stick on the shelves! 


The policy of the Paint-Varnish Divi- 


sion of the Pittsburgh Plate Glass Com- nl Alyy 
pany is not to keep out competition by oo... \\\\\\\_//// 
loading your shelves, but to aid youto << \\ // 
stop losses and make money by stocE~ \\\ \\ |/ /7 
simplification. Talk with our salesmanf——— S' Ml 










\ 


PITTSBURGH PLATE GLASS Co. 


Newark, N.J., Portland, Ore., Los Angeles, Cal. 
PI SBURGH WY // i] i ii \| \ M4 


Products 
Glass-Paint-Varnish-Brushes YY, 


yy if /; Yf / N\\\ 
VM YH on \\\ 
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What we are trying to do 






for jobbers and dealers who sell hickory handles 

























































Here is a prescription for 
making money out of the 
hickory handle business, 
offered by a concern who has 
made money in it and whose 
advice is therefore practical. 

90% of all handles sold are 
of the highly competitive, non- 
profitable types. Only 10% 
are first-grade quality specials. 
Costs of buying, selling, ware- 
housing are as much on a cheap 
as quality handle. 

Two years ago we brought 
out a merchandising idea to 
meet this situation of declining 
jobber-dealer profits. We 
went to two or three jobbers 
whose handle department was a 
sore-spot, showed them how to 
increase quality sales from 10% 
to 35% with the special selected 
and individually boxed Ameri- 
can King line and they pros- 
pered. 

They offered the dealer a 
hand-shaved special, specially 
selected hand-split out of the 
butts of young trees, four out 


| 

i) , Ameri 
| 

| 

iH 


highl 


























po hs a ends. 


of a log, not more than 17 
rings of annual growth per inch 
of radius. 

The American King was then 
and is now the highest grade 
axe handle ever offered dealer 
or consumer, and it enables the 
dealer to take out of a clean, 
printed box a beautiful piece of 
hickory, which, compared with 
the average, makes an instan- 
taneous appeal to the buyer. 

The experience of others 
should prove of interest to 
every dealer and jobber. Profits 
are the bug-a-boo in every line 
today. We have other lines, of 
course, giving a price and grade 
of handle to meet every condi- 
tion. But the question is— 
how can you make handle de- 
partments profitable? 

Write for jobber sales helps 
—we will have something new 
to offer. 

If we can help you to in- 
crease your quality sales, isn’t 
it worth talking about? 





The American Handle Co. 
Jonesboro, Arkansas 
Chicago Office ° < 


174 N. Wacker Drive 





are hand 


andles 
shaved con le a Oy out of live 4 
having not over 17 rings of annual growth 
= inch of a heavy t, free from 


aoe Only one eft is shaved 


A each quarter of the log. All —. 
are uioroughiy, 


ly air dried Pew ll receivin 
= waxed finish, eit o 





Four Patterns 


Missouri River 
Pattern 
Northern Pattern 
Standard Pattern 
Pattern 





Western | 




















Note: This 
Molly hammer 
has our Pat- 
ented Security 
Lock Wedge, 
Patented Hand 
Fit Handle, 
Patented Screw 
in adze eye, 
wax hole, 
crepe Rt aper 
wrap on 
handle, __Indi- 
vidually boxed. 
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The Evansville 
Line includes: 


Nail Hammers 
Machinists’ 


















We were right. Hardware dealers agree with us that 75% of 
A NAIL HAMMER IS ITS CLAW. 


That’s why they are ordering our No. 916 Molybdenum (Molly 
Steel) Hammer with the MILLED CLAW. 


There are no slivers, no roughness anywhere. Just a claw 
that will bite and pull the heaviest nail or the finest brad. 


The quality of Evansville,Tools is not a matter of revolution 
but evolution. We have specialized in Hammers, Hatchets 
and Small Axes for over forty years and are the oldest manu- 
facturers of this line in the middle west. 


With a constant desire to improve we have developed a special 
machine to mill the claws of our Nail Hammers. We, actually, 
individually test every Evansville Tool thatjleaves our factory 
and if conscientious effort counts, no better tools can be 
purchased than are turned out by our orgé@wization. 


Our line is complete and includes tools for every purpose— 
from the finest made to those you can retail at fifty cents. 
My personal guarantee assures every dealer of absolute satis- 
faction. Send for catalogue and prices. 


PRESIDENT 


Evansville Tool Works, Inc. 
sForgers of Good Service Tools 
y EVANSVILLE, IND. 





EVANSVILLE TESIED TOOLS 
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For eighteen years we have been making bolts and 
nuts and cap screws, but we are thought of as a 
source of supply for bolts rather than a complete line. 


We therefore want forcefully to impress on the trade 


that the same skill and experience that we apply to 


bolts is likewise used to make a complete line of 
nuts including 





HOT PRESSED NUTS 
COLD PRESSED NUTS 
SEMI-FINISHED NUTS 


All Foster semi-finished nuts are milled from the 
bar. Send us your nut requirements. Our line 
is complete and you can be sure of the same fine 


service and high grade product as when you 
order bolts or cap screws. 


The Foster Bolt & Nut Mfg. Company 

CLEVELAND CHICAGO 

Union Ave. and East 72nd St. 6249 to 6265 West 65th St. 
Telephone Broadway 840 


Telephone Hemlock 4484 











BOLTS» NUTS 
CAPSCREWS 
Personal Service 


in Big Business 
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SNe ae ate 


Courtesy of The International Harvester Co. 


WEED TIRE CHAINS 


Now is the time of the year to feature 
WEED Chains. Winter and snow are 
near, and WEED Chains are the most 
necessary accessory—for safety and 
traction. 

Complete your stock, and remind cus- 
tomers now that they should have a 
set of WEED Chains in their car, in 
readiness for the first snow. 


ORES TTS 
Beis yee 











Ask your job- 

Come in now and buy your Jj 
berforasupply 

wae tae a of WEED 
Chain window 





or counter displays. They will remind 
your trade and help you sell WEED 
Chains. Remember, WEED Chains 
are the “most profitable of all acces- 
sories.”’ 





a 

















? 


Every industry and every 
farmer needs this popular 
and profitable chain 


Loading, binding and hauling jobs of every 
description are done best with this depend- 
able chain. Its many uses make ““ACCO” No. 
120 Log Chain a general utility chain. It can 
be sold to every industry and every farmer. 


Links are electrically welded by advanced 
methods, assuring uniformity of strength and 
quality. Mention these facts to your trade. 


In sizes from 4 inch to % inch—furnished self- 
colored, polished or black. 


~ACCO 
CHAIN 





SPECIALTIES 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


District Sales Offices: Boston Chicago 
Pittsburgh San Francisco 


In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 


World’s Largest Manufacturers of Welded and Weldless Chains for All 
Pwerposes and Makers of the Famous WEED Automobile Accessories 


CO 


4 peopucy ov tae 
AMERICAN 
Capt COMPANY, tne 

s 


New York Philadelphia 


























Halter 
Chain 








| | ACCO No. 120 Log Chain 





~ s 





Hardware Age, New York 
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t this 
“Man O£ A Thousand Faces” 


Make Friends For You 





This Face Changes 
Quickly 7» 


But Your Face Will 
Always Wear A Smile 
Of Satisfaction If You 
Trade Here Regularly 


YOUR NAME, ADDRESS, 
SLOGAN, ETC., HERE 


(This design was created especially for Hardware Age and 
can be supplied ONLY to Hardware Age subscribers) 








“MOV-I-GRAFF”’ Pat. 1925. 


A Brand New Good-Will Creator 


The man’s face (being a flexible chain) assumes hundreds of 
surprising and comical expressions when the card is tapped 
lightly. 

Pass these cards around at picnics, fairs and other gatherings 
and your “ad” will be “the life of the party.” 

The illustration shows the actual size of the cards. Just right 
for enclosure with statements and letters to customers. 


Special Low Prices to Hardware Age Subseribers 


These prices include imprinting in one color your name, address, slogan or 
trade mark. 
* Special Price to Hard- 


Quantities Mfr’s. Price ware Age Subscribers 
500 19.00 17.00 
1000 30.00 27.00 
2000 60.00 54.00 
3000 90.00 78.00 
5000 142.50 125.00 


'T *Wote: Asa special service to Hardware Age Subscribers we have contracted for a 
| large number of these cards and give subscribers thé’ benefit of quantity prices. There 
Hi is no margin for bookkeeping and collection, therefére please send check with order. 





| Hardware Age (Reader Service Dept.) 239 W. 39th St.,N.¥. | 
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GENERAL No. 100 is an 
Outsianding 
Wheelbarrow Value 





_ 


Dw 


ERE'S a new typical General leader. 
It’s a three cubic foot capacity, gen- 


eral purpose, steel leg, steel tray wheel- 6 


barrow. Never before has a barrow in this 
ptice range contained so many new and 
high grade features. It will retail at a price 
the consumer will gladly pay. 


Let us send you complete circular on General 
‘No. 100” and the names of General 
distributors from whom you can secure it. 


GENERAL WHEELBARROW COMPANY 
formerly THE AKRON BARROW COMPANY 
3140 East 65th Street 1 ’ Cleveland, Ohio, U. S. A. 





Seven Chief 
Sales Points 


. Rounded narrow front 


tray, 18-gauge steel, 
welded and reinforced. 


. ¥” axle with special 


General lock to pre- 
vent axle nut from 
losing off. 


. 8-spoke straight run- 


ning wheel that doesn’t 
wobble. 

46’ bolts throughout; 
don’t strip, stand tight- 
ening and wrenching. 


. Steel braces to support 


front of tray. 


Hardwood handles 
handsomely finished 
and properly spaced. 


. Channel steel leg con- 


struction. Legs braced 
behind by strong flat 
“X” brace of special 
General design. Entire 
barrow braced rigid in 
every direction against 
bending, weaving and 
side thrust. 
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. CHADWICK, President, Perfection 


sn ery, ranaNet- ies 





Perfection creates a magnificent 


new line of liquid fuel stoves! 


24 Wonderful new models! .... New 
colors! .... New conveniences! .... 





New body finish! — 


ERFECTION announces a 
wonderful,newline of liquid 
fuel stoves! A: line which 
will put new life into every 


stove market in the world! 


Beautiful, new designs: 
Graceful, straight-line models 
++++Sturdy, compact frames. 


New colors: Snow-white - - - 
Silver-gray --- Dove-gray -:- 
Combined with sea-blue and 
satin-black. 


New conveniences: Insulated, 
“live-heat”’, table-top ovens -- 
Temperature indicators -- All- 
grate tops --Removable burner 
trays --- Broilers - ++ A combi- 
nation of features which can- 
not be obtained in any other 
stoves on the market. 


PERFECTION STOVE COMPANY : Cleveland, Ohio 


PERFEC 


New body finish: Some models 
in full porcelain enamel. Others 
in “‘Perfectolac,” a hard, tough 
lacquer like the modern auto- 
mobile finish. It affords for the 
first time in oil stove history, 
a light-colored, durable, at- 
tractive finish that will stand 
up under years of kitchen use. 


24 new models: Kerosene 
stoves with long and with short 
chimneys -:--+ Pressure-gas 
(pressure gasoline) stoves. Any 
kind, any size, any price stoves 
your customers want. 


Here is your opportunity for 
bigger sales and bigger profits, 
with a smaller investment. 
Write us today for full descrip- 
tions and prices. 











(i3 
I ERFECTION Stoves are 


sold in every civilized country 





on earth. For 40 years they 
have set the standard for 
the industry. 


Now Perfection presents a 
new line which far excels 
anything ever before offered 
the public. New standards of 
design, beauty, convenience 
ang performance are estab- 
lished. We believe that within 
six months these radical de- 
velopments will make them- 
selves felt in every market in 
the world. 


Something 4ig has happened 
in the oil stove industry!” 


President 
Perfection Stove Company 





and Puritan Oil Stoves 
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| A Now Wa 
to Merchandise 


lwist Drills 


This is the age of display. You don’t hide your 
stock of hammers and saws—why keep twist 
drills in the background? 


Mechanics, garage stations, shops, radio builders 
and home owners constitute a large market for 
these small tools. They’ll BUY more Cleveland 
drills and more sizes if reminded of their needs. 
Why not employ means to SELL more? 


Put a Cleveland Metal Display Drill Cabinet in 
the front of your store. It will do the remind- 
ing. It is beautifully finished in an attractive 
olive-green, and the lettering in three colors 
adds to the attractiveness. It compels attention. 
Six handy drawers hold a complete stock of the 
best selling drill sizes for the average retail 
trade. 


You don’t have to buy an “assortment” of Cleve- 
land Twist Drills to secure this cabinet. We sell 
it to you at less than it costs us in large quantity 
production— 


$20.00 f.o.b. Cleveland 


If made to sell as a regular store fixture it would cost 
you $40.00 or more. It is made by one of the leading 
American makers of fine steel office equipment. 


TWIST DRILL 
COMPANY 
CLEVELAND 
KEW YORK-CHICAGO- LONDOS 


The 


TRACE MARK REG U & PAT OFF AND FOREIGN COUNTIES 





Cabinet is 231. ins. 
or 2 by 18% ins. deep 
inc uding drawer pulls, 
and 16% ins. high. 
Each drawer is 21 
ins. long, 16%, ins. 
deep and 1 ¥4 ins. high. 


Send Coupon for Com- 
plete Information. 





The Cleveland Twist Drill Co., 
Cleveland, Ohio. 


Gentlemen: Please send complete information about your Cleveland 
Metal Display Drill Cabinet. 


i ee ere Pre ee ie err ere ee ee 


Street or R.F.D. 
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——by the keenest 
ing brains in the country 


As quality is always a first consideration 
with us we know that the metal used in 
en our rivets is absolutely “right” to start 
ee with. This is also true of the fabrication 
Secon of the metal into the finished product. As 
——— proof of these statements we invite a com- 
parative test of the driving and setting 
qualities of our rivets with those of other 

make. 


Us 8 ee ee 


TUBULAR RIVET & § 
cout neroene COMPANY 


‘elegraph Building 


een California BOSTON 


PEERS ERO API, 
PERLE LAEGER SDD: 
BERETA TI 
GEES NLR 


RELI? 
SOOT 
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This Messa gi €, broadcast to your motoring public, will sell 


McKay Tire Chains for you this fall and winter. It will pay you to be 


identified with this selling campaign. Write for details. 


UNITED STATES CHAIN & FORGING COMPANY, UNION TRUST BUILDING, PITTSBURGH, PA. 
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( During the first six months of 
1927—HARDWARE AGE pub- 
lished 2083 advertising pages. 


(| The next ranking hardware paper 
published but 748 advertising 
pages during this period. 


q Each year HARDWARE AGE pub- 
lishes more advertising pages than 
all other hardware papers com- 


bined. 


@ More than 74% of all hardware 
advertisers use HARDWARE AGE. 


Only 35% use the next paper. 
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The cost of rehanging 
a single window is often 
more than the difference 
in first cost between Sam- 
son Spot Sash Cord and 
the cheapest grade. 





SAMSON SPOT SASH CORD 
















SAMSON SPOT _ 
WINDOW SASH CORD 









| SAMSON CORDAGE WORKS 


BOSTON, MASS., U. &. A. r 
- af 
ted 








ie 








The COLORED SPOTS and the words “SPOT CORD” 
are both Trade-Marks, Reg. U.S. Pat. Of 
SPOT CORD is made of extra quality stock, Is carefully 
laspected and is guaranteed te be iree from imperfections of 
braid or finish. We warrant It to give satistactory service 
when used with the weights and pulleys recommended 


Size No. 7 is fer use with Palleys of not lees than 134 
in. diameter and with weights of not over 12 Ibs. 








PHOENIX SASH CORD 





Trade Mark Reg. U. S. Pat. Off. 


The most durable and best known 
material for hanging window - sash. 
Easily identified by its colored spots, our 
trade mark. Solid braided of extra qual- 
ity cotton yarn spun in our own mills; 
guaranteed to be free from adulterants, 
and from imperfections of braid or 
finish. Uniform in size and quality. 


BLACK-BIRD CLOTHES LINE 





Made of white cotton yarn, solid 
braided, like sash cord but somewhat 
more flexible. Well stretched; smooth 
glazed finish, and uniform in size and 
quality. Made in three sizes: No. 6, 
No. 7 and No. 8, and put up in con- 
venient hanks, several connected. 

ig also make other brands of clothes 


Solid braided of good cotton yarn and 
contains no adulterants. It is uniform 
in size, quality and finish. 


OTHER SASH CORDS 


In addition to Samson Spot and 
Phoenix we make other brands of sash 
cord to. meet all requirements for qual- 
ity and price. 





No. 4 


These lines do not stretch, kink or 
ravel. Solid braided cotton yarn, and 
made in white and drab color, with 
glazed finish. Four sizes: No. 3%, 4, 

4% and 5. 





**There IS 
a Difference 
in Sash Cord”’ 


Dependable Solid Braided Cotton Cords 
| of all kinds and sizes and for all purposes 


SAMSON ROPE 





*Solid braided, made up to 1 in. diam. 
on special machines designed especially 
for these larger sizes. Particularly adapted 
for dumbwaiters, hand rails, life lines. 


GLAZED COTTON TWINE 


Strong and pli- 
able; ties and un- 
ties easily; is hand- 
some, smooth and 
easy on the hands. 


Made in a va- 
riety of sizes and 
put up in balls, 
tubes, reels, etc. 





Half Pound Ball 


SAMS ON CORDAGE WORKS 








88 BROAD STREET 





TRADE MARK 
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HAN 
You Can Greatly Increase Sales 


SAMPLE BOARD ASSORTMENT No. 1 





Fall Size 7”x12” 


These assortment boards have been available 
to dealers long enough to prove that this class 
of hardware can be made to practically double 
and treble dealer sales when the various items 
are displayed so attractively. 


Each item stands out prominently and makes 
selection easy for your customers. 


The sample board shown is our No. 1 assort- 
ment. The full size of this board is 7 x 12 
inches. It contains 22 different articles, the 
selected best sellers in The Brainerd Line. 

1 dozen of each. 





No. 1816 





No. 371 


The Raninees piso WANT Co., East Rochester, N. Y., U. S. A. 








of the 
BRAINERD 


Line of 
Special Goods 


with our 


ASSORTMENT 
Display Boards 


We make other Sample Boards with varied assortments 
of from 30 to 58 different articles. A list of suggested 
retail prices is affixed to the back of each board. 


No. 2—Size of Board 10” x 15”—30 Articles 
No. 3—Size of Board 12” x 18”—43 Articles 
No. 4—Size of Board 15” x 22”—58 Articles 


We charge you for the assortments only and make no 
charge for the Display Boards or for mounting the sam- 


ples. 


Our Complete Line includes nearly 2000 articles. 
Order from your Jobber. If he cannot supply you, 
write to us. We guarantee all our goods. A few 
good ones are shown here. 





No. 033 No. 1262 Ne. 607 
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National Advertising 


That Has the “Hook” in it 


AIL order men say that an ‘‘ad’’ which brings 

in the orders has the ‘‘hook’’ in it. Pee Gee 
advertising has demonstrated that it has the hook— 
dealers tell us that they never had so many inquiries 
from advertising that resulted in sales. 

The Saturday Evening Post, Literary Digest, Collier's 
and Holland’s magazines will carry the Pee Gee story 
into many millions of homes in 1927—and the Pee 
Gee Color Selector is the hook that brings these 
home owners into your store. 

We'll tell you how this advertising and other fea- 
tures of our sales promotion plan can be made to pay 
a handsome profit—write, it will not obligate you. 


' Peaslee-Gaulbert Co. 


INCORPORATED 
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An Announcement to 










THE 


the lire Tradex: mY 


WING to increased facilities made necessary - 

growing production demands, announcement is made 
that henceforth Columbia Quality Tires and Tubes will 
be available to an additional number of distributing con- 
nections thruout the United States. 


The Columbia Line for eleven years has symbolized the 
ultimate in quality tire manufacturing. It is complete in 
types and sizes, being designed to satisfy fully every con- 
ceivable demand. Its franchise, genuinely exclusive, carries 
the widest possible latitude in selling and sales policies. 
Dealer helps, supplied free of charge, are unusually effec- 
tive. Price is based upon what is probably the lowest 
overhead in the history of quality manufacturing. 


For those seeking a life-time connection, with 
assurance of unvarying quality and. genuine 
merchandising co-operation, the present oppor- 
tunity is unusual. 


We will welcome immediate inquiries 
from distributors sincerely desiring a change 
for the better in tire merchandising— 
a new experience in permanence, prestige 
and profit. Inquiries will entail no obli- 
gations of any kind. 


Write or wire The Columbia Tire & 
Rubber Company, Mansfield, Ohio. 


‘Better Built for Better Business’ 


UMBIA 


COLUMBIA TIRE & RUBBER COMPANY, MANSFIELD, OHIO 
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Grass Shears 
made for the Job, / 


OODWIN Grass Shears 
are made to cut grass. 
They’re built to get around 


close corners easily with the 


knuckles well up outof the way. 


But that isn’t all—Goodwin’s 
areeasy onthewrist. The grip 
is natural. Ball bearing action, 
blades sharpened enduringly 
from point to hilt. Will swing 


THE WHEELER RADIATOR & MFG. CO. - 


through a month’s growth of 
edge grass without an ache. 


Easier to sell because you 
have a lot to talk about. 
Mighty satisfying to be right 
on the job with an ample 
stock when our national ad- 
vertising starts sending in the 
customers. 


By all means look into this! Ask 
your wholesaler. 


East Cleveland, Ohio 
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You cant paint a house with ‘apple-sauce” 


So folks say that “apple-sauce,” 
the popular term for blarney, is 
a blessing. It makes one feel good 
even though it is obviously untrue. 

But when someone tells you that 
a “cheap” paint will do a wonderful 
job—save you money —outlast good 
paint and so on—that kind of “ap- 
ple-sauce™ is no blessing. 

As a matter of fact, “cheap” paint 
isn't cheap at all. The low price is 
possible only because the paint is 
poorly made of poor stuff. 


Compare the formulas 
If you want to save money, demand 
to see the formula of any “cheap” 
paint you are tempted to buy. Com- 


” r 




















pare it with the ingredients of SWP Now examine the “cheap” paint 
House Paint —the world’s standard formula. Note that it contains only 
of quality for half a century. 50 per cent or less of the basic in- 

Note that in SWP Outside Gloss gredients—white lead and zinc oxide. 
White, for example, there Note the large percent- 
isgo percent of white lead age of useless material— 
carbonate, white lead sul- fillers—mere “applesauce” 
phate and zinc oxide, ina used to fill the can. 
scientifically “balanced” There you have the rea- 
formula. son why “cheap” paint 

To assure superior eres a can be sold at a low price, 
quality and unvarying uni- J oker also why it is so costly on 
formity,Sherwin-Williams | yy | the wall. 

; in the'cheap 
mines and makes its own ° 
special white lead carbon- Paint can The Master Touch 
ate, white lead sulphate But quality of ingredients 
and zinc oxide exclusively for SWP alone does not make a fine house 
House Paint. paint. Formula alone does not 
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make a fine house paint. 


Even formula and in- 


the 1! 
oratol 
of SW 
Touch 
apart fré 
ing hous Mm the, world. 
This M@%cer Touch of science is 
evident in the quality of the raw 
materials made by Sherwin-Williams. 
In the delicate “balancing” of in- 
gredients. In the 
wonderful power- 
driven machines 
which mix and 
grind SWP to its 
creamy-smooth 
texture. In the 
critical analyzing, 
testing and prov- 
ing which daily 
guard and control 
each step in the 
SWP process. 
This is the vital 











7 * SHERWIN-WILLIAMS , the laugh on you, see 












































Re LE ONT Te ey 


Up-to-date painters everywhere are using 
SWP House Paint. They realize that its 
beautiful colors— creamy smoothness — 
brushing ease — covering ability— and 


durability—cap only be produced byscien- 
processes and modern machings 


























n, two coats, you will be doing well. 
SWP costs more per gallon. But by 
job—it costs no more and often 
because fewer gallons are needed. 
think of the difference in the 
of the paint film. 


rater beauty—two to 
e times longer life 


rmanence there is no com- i 
ison. SWP House Paint, 
to the extra-fine quality 
erwin- Williams Linseed 
rms a tough, durable 
¢ weathers very slowly. 
colors, famous the 
over for rich beau- 
ao not fadeor washout. 

OnthewallSWP 
House Paint lasts 
twotofive timesas 
longas the average 
“cheap” paint. 
And it costs only 





———— oe 





















P. if youget 
, about half asmuch 
Puare feet per gal for repainting. 
ee cantons: "See Paint i 
Ca ee Headquarters” i 








NS 


— Before you let 
“cheap” paint get 











} your SWP dealer— 
i “Paint Headquarters.” 
Get his advice. Com- 
pare his estimate with 
an estimate of any 
“cheap” paint. Decide 
by what you learn. 

If you want color 
cards, or a copy of the 
famousSherwin-Wil- 
liams Household Paint- 
ing Guide, write us. 


THE SHERWIN-WILLIAMS Co. 
402 Canal 


ioe Paint and Varnish 
lakers in the World 
Cleveland, Ohio 
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SHERWIN-WILLIAMS 


SW P HOUSE PAINT 











PAINTS + VARNISHES - ENAMELS + OPEX LACQUERS 
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“GOODRICH 


MEANS QUALITY IN RUBBER” 











ale 
Goodrich 


GARDEN 
HOSE 


SfelfSellin 





oP 


Garden ‘Hose 


speed up your Garden Hose sales, every 

25 and 50 foot length of Goodrich Hose is 
wrapped in a colorful, attention-getting paper. 
To turn the attention into sales, “a silent sales- 
man” tag giving six real reasons why Goodrich 
is the most hose for the money is attached to 


each roll. 
You know how hard it is, in the middle of 


your spring rush, to take time for selling talk; 
the “silent salesman” tag does half the work 


for you—and the attractive green wrapping in- 
vites the customer to take it home. 


Goodrich Garden Hose is made in a variety of 
brands to meet the needs of almost every purse 
—every brand lives up to a 57-year reputation 
for quality! Before you place your hose order for 
1928, ask your jobber’s salesman about the Good- 
rich line, or write direct to us; Dept. 18-D-12. 


THE B. F. GOODRICH RUBBER COMPANY 
Established 1870 Akron, Ohio 


Goodrich Radio Hour .. . Listen in every Wednesday evening over the following stations: 


WEAF, New#ork City WTAG, Worcester WCSH, Portland, Me. W 
WEEI, Boston WGR, Bu WH Philadel phia | Wi 
WJAR, Providence |WTAM,Cleveland WWJ, Detroit 


Goodrich 


IN THE LONG RUN 


BES T 





SAI, Cincinnati WOC, Davenport WHAS, Louisville WCCO, Minne- 
N, Chicago WSM, Nashville WSB, Atlanta 
, St. Louis Memphis 


a St. Paul 
WCAE, Pittsburgh WMC, — 


Garden 
Hose 




















co aC eee a | Insures 
| = Greater 
= * Varnish 


Profits~ 


, YOU INSURE against death, accident, est business asset. You can insure for your bus- 
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fire, burglary and tornado. But, what iness satisfied Varnish customers — which 
insurance do you carry for the contin- | mean increased and permanent business, with 
uous patronage and lasting good will of your _— greater profits— by recommending and selling 
customers, and the permanency of your busi- Martin’s 100% Pure Varnishes. 
nessP THE FORMULA ON EVERY CAN is your 
SATISFIED CUSTOMERS are your great- _ assurance of the very finest quality in Varnish. 


“Know What You Buy” 


O BENZINE-NO ROSIN 


ance 
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Pioneers of 
Pure Paint 
































ONE GALLON U,S. MEASURE 
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VALSPAR 


BRUSHING 


LACQUER | 
Brings the Profits into 
Your Store! 


ALSPAR Brushing Lacquer has created 
a big demand because of its ease and 
speed of application, its covering capacity 
and the most attractive range of colors ever 
‘ offered. 

Customers who ask for Valspar Lacquer 
don’t want substitutes. They know that 
‘4 Valspar finishes always live up to their repu- 
o tation for waterproof and weatherproof 
protection, exceptional durability and the 

newest colors. 

YOU might just as well get this business. 








ee 





VALENTINE & COMPANY 


Largest Manufacturers of High-Grade Varnishes in the World —Established 1832 
New York Chicago Boston Toronto London Paris Amsterdam 
W. P. FULLER & CO., Pacific Coast 












Write for the du Pont proposition to E. I. du Pont de Nemours & Co., Inc., Independence 
Square, Philadelphia, Pa.; 21 E. 40th St., New York, N. Y.; 2100 Elston Ave., 
Chicago, Ill.; Everett Station No. 49, Boston, Mass.; 569 Mission St., San Francisco, Cal. 
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OU can now give your customers the well-known Dutch 
Boy white-lead in a form that eliminates practically all 
the labor of breaking up and cuts mixing costs to almost zero. 

This new product, known as Dutch Boy soft paste white- 
lead, is a semi-paste containing 85% strictly pure white-lead 
and 15% pure linseed oil—nothing else. It is of a consistency 
that makes stirring easy. It therefore reduces to paint in 
jig time. 

The labor-saving advantages of Dutch Boy soft paste white- 
lead are instantly recognized by users of paint materials. 
It bids fair to score an immediate and tremendous success. 

Sold by the pound in 100 Ib. kegs; also 50, 25, and 12) Ib. 
pails. For further details write to our nearest branch. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway Boston, 800 Albany St. 
Buffalo, 116 Oak St. Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
St. Louis, 722 Chestnut St. San Francisco, 235 Montgomery St. 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Avenue 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut Street 
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Is the paint you sella 
1 1 ke”’? 
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Now, practical tests can help 
you prove what you are selling 


F you buy a pig in a poke, you buy 

without knowing what you’re get- 

ting. But there’s nothing to pre- 
vent you from opening the sack and 
examining the pig. 


When your customers buy paint, 
however, merely opening the can 
doesn’t help them. Because most 
paints look alike in the can, their true 
merit doesn’t show until months after 
application. 


So the safest way to judge paints is 
on the reputation of its makers. But 
in spite of its 173 years of leadership, 
Devoe depends on more than its repu- 
tation. It actually challenges you to 
test its products—in comparison with 
any others. 


Practical tests prove Devoe 
Quality 


Suppose you want to know which is 
the best wall paint. One of the most 
important features of a flat wall paint 
is washability. Here is a practical test 
you yourself can make if you wish: 


Paint a large sheet of paper with 
Velour Finish and allow it to dry. 


Soil the paper deliberately with 
grease, soot, pencil marks, and ink 
spots, place it on the floor and stamp 
on it. 


Then take soap and lukewarm water 
and wash the paper with a sponge. 
What happens? The grease spots, 
finger prints, every knock or blemish 
disappears. The Velour Finish surface 
is as fresh as newly painted! 

















You can wash a Velour Finished sur- 
face as often as necessary without 
washing off its beautiful finish. In a 
well known New York hospital, the 
walls painted with Devoe Velour Fin- 
ish have been washed and washed and 
washed for 5 years, yet they are still 
as beautiful as ever. Such washability 
insures years of wall beauty without 
the fuss or expense of redecorating. 


Velour Finish, made in 27 lovely 
colors, excels in eage of application, 
appearance, washability, durability and 
economy. 


Take House Paint for 
Instance 


The house paint that spreads farth- 
est per gallon is the most economical 
to use. Take identical quantities of 
several paints and apply them to equal 
surfaces. You will be surprised at the 
differences in the areas they will cover. 


DEVOE 


Paints Varnis! 1eS, Stains, 
Lacquers, Enamels, 
Brushes, Artists Materials 





We challenge you to make a spread- 
ing test between Devoe Lead & Zinc 
House Paint and any other house 
paint. When this test has been made 
by practical painters and by scientific 
laboratories, over and over again De- 
voe Lead & Zinc House Paint has 
proved its superior spreading and cov- 
ering capacity. 


Because it spreads farther and cov- 
ers better, fewer gallons of “Devoe 
Lead & Zinc Paint are required to 
paint a house. That is why Devoe 
costs less per job, even though some 
paints cost less per gallon. It is act- 
ually the most economical house paint 
—no matter whether you consider first 
cost or ultimate cost or both. 


A Specific Product for 
every use. 


No single paint or varnish can suit 
all purposes equally well any more 
than the same medicine can cure all 
ills. Therefore each Devoe Paint or 
Varnish Product is made and tested 
by practical control tests to meet the 
exact requirements of its particular 
use. For the outside of the home, for 
the walls inside, the woodwork, the 
floors, the furniture there is a specific 
Devoe paint, varnish, enamel. stain or 
lacquer—each backed by 173 years of 
skill and experience. 


Devoe & Raynolds Co., Inc. 
General Offices: 1 W. 47th St., N.Y. 


The oldest paint and varnish house in 
America—173 years old—founded 1754 
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How you and “they” can “clean-up” 
with Sapolin No. 66 Stovepipe 
Enamel this Fall 


FIRST— 
Obtain our special advertising assortment. 


THEN— 
Put it in your window. 


AFTER THAT— 
Every woman in your neighborhood who 
passes your window will stop and look. 
The beauty and attraction-getting power 
of this great window display will convince 
her that now, before 
winter, is the ideal 
time to touch up stove 
pipes, furnaces, regis- 
ters, grates, gas stove 








fronts, ventilators, sewing machines, coal 
scuttles, etc. 
Send for full details of this money-making 
special advertising assortment 

You'll never geta better money-maker. Just 
send coupon below and ask also for the 
“Sapolin Buyers Guide” a vest pocket edi- 
tion of the most complete line of household 
decorative specialties in the world. 


| SAPOLIN CO., Inc., Dept. E-8, 
229 E. 42nd St., N. Y. City 


{For Dealers Only} 


Sapolin Buyers Guide. 


Send me full details of special Stovepipe 
Advertising Display Assortment Offer and 
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TAR | 


BRUSHES 











Points of 
Superiority 



























] The HANDLE 
Scientifically _ bal- 
anced for each 
ty pe of brush. 
Clear grained 
wood. Beautifully 
finished. 


2 FERRULES 
Made by us. Nick- 
eled tin, riveted 
joint. Securely 
nailed to handle. 


3SETTING 
The new “Bull 
Grip” setting of 
new live rubber. 
Supports a weight 
of 250 lbs. Unaf- 
fected by solvents 
which ruin ordi- 
nary settings. 


We want your 
business and we 
expect to earn it 


We're ready to do business with you at any 
time. We've got a brush for you to sell 
that pays its way. 

4 The BRISTLES 
Pure China _ Bris- 
tle, steril- 
ized, carefully 


graded and vulcan- 
ized in the setting. 


We have made it so good that it has earned 
the respect of every painter and the con- 
sideration of every dealer. It moves out 
of your store fast and leaves a generous 
margin of profit when it goes. 


We want business, and we’re giving the big- 
gest values in brushes at the lowest possible 
prices to get it. 


4 


55 LAYERS 


of Bristles, o ne 
above the other, 
give Star Brushes 
an extra long life 
of clean, smooth, 
easy brushing. 


Our catalog tells the story. Write for it. 


THE Star BrusH Mpc. Co. 
Incorporated 


HUNTERS POINT AVE. & MANLEY ST. 
Long Island City, New York 








CHICAGO: 1113 N. FRANKLIN ST. 
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BRUSHIN, 





E sell gallons of 
W' Dense me ‘ Da-cote 


ads for your 


local newspapers - 


—free on 


They’re pretty good, we think. Those 
on Murphy Da-Cote Enamel are keyed 
just right to reach the man who’s consid- 
ering repainting his car. Those on Murphy 
Brushing Lacquer will appeal to the wo- 
men who are getting the fall fever of 
painting old furniture or refinishing floors 
or woodwork for the winter. 

They are in single and double column 


request 


widths, from two to six inches deep. Don’t 
cost much in space rates and ought to 
give your fall business a boost by direct- 
ing the power of our own national adver- 
tising to your store. 

Write now for broadside showing 
reproduction of these newspaper ads. 
Mats or electros. You can pick any you 
need and we'll ship them to you—/ree. 


MURPHY VARNISH COMPANY 


NEWARK -«- CHICAGO : SAN 


FRANCISCO >: MONTREAL 
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A Real Good Lacquer 
Sprayer Priced for 
Large Volume Sales! 


The already existing big demand for lacquer 
sprayers is increasing by leaps and bounds as 
greater and greater numbers of people realize 
that porch, garden, household furniture and 
even the family car can be painted or lacquered 
with a good sprayer infinitely quicker, far more 
conveniently and better than with a brush. 


Lowell LAC-R-SPRAY offers you the oppor- 
tunity of capitalizing on that demand to a 
much greater extent than any other equipment. 
In every respect it is built to Lowell’s unusually 
high standards of quality. Its exceptionally 
low price is made possible only through huge 
volume production and Lowell’s unequalled 
facilities. It’s priced to sell readily to all pur- 
chasers of household paint or lacquer. 

You will miss a mighty good bet if 

: you don’t arrange to stock these 

~~ sprayers at once. See your jobber or 
\. write us direct. y, 





) Oe ae > one 
SPECIALTY CO. 


LOWELL, MICHIGAN 








Your | 
Paint Sales | | 





Tell the hardware 

















dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you'll take 
a big step toward 
achieving the distribu- 
og you are looking Fe 
or. ies 





























oa 














HARDWARE AGE for OCTOBER 27, 


1927 























keeps them sold. 


hitting national advertising. 
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Detroit, Mich. 





For generations Berry Brothers’ name has stood for quality that wears. 


| Mature buyers know this from experience. Young buyers are learn- 
'@ ing it both from experience and the selling force of bold, hard- 


Put Berry Brothers’ leaders on your shelves and you’ll see new faces 
in your store and a constantly increasing volume of profitable repeat 


RRY BROTHER‘ 


ERR Enamels @ Lacquers 





Quality hat you hes ts A 
> Advernsing that sells tt for 7 


‘st Price rarely sells men who know and want quality —and never 
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Walkerville, Ont. 
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Colorful 
Interiors 


Your home isan want color—change. 
They want a wall coating that is economi- 
cal, sanitary, easily applied. Alabastine 
fulfills their demands exactly. 


Alabastine was used in millions of homes 
last year. Thousands of new users will 
swell the list during the coming season. 
25,000,000 people monthly will get the 
story of Alabastine through our national 
advertising. Thus we are sending custom- 
ers into your store. 

































If you're not already one of our present 
dealers, you're overlooking a real opportu- 
nity for profit. Any jobber can supply you. 


Free to Dealers 


Let us help you to make real profits, 
Mr. Dealer. Write for our booklet illus- 
trating attractive, new Opaline effects ob- 
tained with Alabastine— a revelation to 
you and your customers. Also ask for 
a —— ar? heap ome 
Look for the Cross and Circle offer, and our free offer of high grade, 
Printed in Red bristles, 7-inch wall brush. And at the 
same time, permit us to put you on our 
list, along with thousands of other dealers, 
to receive, without cost, our helpful and 
interesting publication, “Brush and Pail.” 


fa CASTING 





Alabastine Company, Grand Rapids, Mich, 








INSTEAD OF KALSOMINE OR WALL PAPER 























HARDWARE AGE for OCTOBER 27, 1927 















dvertisi 


a Lo 
— 
makes more 


od. 


people 


anxious 





-tobuyit 


Backing up the sale of 
Empire bolts and nuts is the 
most powerful and exten- 
sive advertising campaign 
ever put behind a product 
of this kind. 


The reason for this adver- 
tising lies in the very excel- 
lence ot the bolt itself. 


We believe, and extensive 
tests show, that the Empire 
bolt represents an advance 
in bolt making that is truly 
remarkable. Its extreme ac- 
curacy and its greatly in- 
creased strength mean that 
any product] using these 


boltsis justthat much better. 


To get this important story 
as quickly as possible to 
every user of bolts in the 
world is our objective. 
Therefore we use advertis- 
ing, the quickest and most 
economical way of accom- 
plishing this. 

The jobber or dealer who recog- 
nizes the value of this help is 
doing a profitable business in 
bolts and nuts. 


RUSSELL, BURDSALL & WARD 
® BOLT& NUT COMPANY © 


PORT CHESTER.NY. 
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Dietz Lanterns 
Shed MORE Light 


wis your customer a Dietz Lantern and you sell 










him the greatest lighting power he can buy in a 
kerosene lantern. 










: Tube Better carburization is the answer! A highly perfected 

‘Jhe Tubes 

th combustion system develops the most efficient blend of 

dre tne air and fuel gases obtainable, producing a brighter light 
° & g g 

Air Intake and a long lived light. 

—the Sell him a Dietz Lantern and he’ll SEE. 

Burner a 


Carbureter R.E. DIETZ COMPANY, NEw YORK 


Largest Makers of Lanterns in the World—Founded 1846 
Output Distributed Exclusively Through the Jobbing Trade 





i ap 4 


LANTERNS 4 
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INCE the cost of 
this superior 
guaranteed cord is 
only a few cents more 
per window—can you 
afford to offer your 
customers an inferior 
product? 





Silver Lake 


AT. OFF 








- Tests have proved 





the § taying Quality of , 


Silver Lake 


Cotton Braided 


Sash Cord 


RCHITECTS, builders and those responsible for the units that 
comprise an A-] construction job know that a sash cord of cotton- 
fibre is peculiarly adaptable to flexing over metal pulleys, whereas metal 


devices create constant friction—meaning shorter life and frequent 


rehanging. 


Only high-grade, solid-braided cord can withstand the constant pulley 
friction for any length of time. Therefore—sell SILVER LAKE! 


Its lifting power and durability are unsurpassed by any other cotton- | 


braided cord, which laboratory tests—plus actual experience—have 
proved. 


The name is stamped on every foot of genuine SILVER LAKE Sash 
Cord—and each hank carries a written 20-year guarantee for your pro- 
tection. 

Your Wholesaler will supply you 


SILVER LAKE COMPANY 


Newtonville, Mass. 


Solid Braided Cordage 


i 
\ 
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Now you can sell two new sizes of 


Millers Falls electric drills 


he addition of two new sizes—% in. and ¥2 in.—marks another forward step in our line of 
portable electric drills. No. 612 and No. 538 are built to the same rigid standards as our No. 414 
which many dealers have found so satisfactory. Both the new drills have detachable side handles, 
and adjustable spade handles and breast plates, which make drilling easier. 

Every man who knows fine tools and fine work will appreciate the place one of these drills 
can make for itself in his garage or shop. Check over specifications below and send in your order 
so you will be prepared for this new business. Dealers who sell Millers Falls drills are sure of 
making satisfied customers as well as satisfactory profits. 


Specifications: Portable Electric Drill No. 612 


MOTOR, Universal—operates on D. C. or A. C., up to 60 Cycles. Amps. 
full load 5.3 * SPEED, No load 650 R. P. M. Approx. full load 330 
R. P.M. * CAPACITY, % inch in steel, % inch in hard wood, % inch 
Jacobs Chuck + Heat treated alloy steel gears - Ball thrust bearing 
on spindle - Ball bearing motor shaft . Extra long phosphor bronze 
spindle bearing . Double pole, double break, safety switch with 
catch for continuous operation * Armored attachment plug - Alum- 
inum housing efficiently ventilated - Detachable auxiliary side 
handle. . Pigtail brushes, easily replaced from outside without 


taking tool apart + Grease lubrication + Spring clip for holding 
chuck wrench + 15 feet best quality rubber covered cord + Adjustable 
combination spade handle and breast plate + Weight, 15 lbs. net. 
Overall length, 20 inches: Packed one in a wooden box. 
LIST PRICE + 110 volt, $60.00 * LIST PRICE * 220, 250, 32 volt, 
$64.00 * No. 538, %% inch size has practically the same specifications 
as No. 612 * Speed no load 1000 R. P. M. * Full load 600 R. P. M. 
LIST PRICE * 110 volt, $5800 * LIST PRICE * 220, 250, 32 
volt, $62.00. 


MILLERS FALLS COMPANY: MILLERS FALLS, MASS. 


NEW YORK CITY, 28 WARREN STREET + CHICAGO, 9 SOUTH CLINTON STREET 
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We Help the JOBBER 
By Helping the DEALER 


When customers go to a hardware store for Tacks they 
want full count and weight as well as good Tacks. 


We help the Dealer get this business by making good 
Tacks, putting them up in a clean and attractive package, 
and printing a guarantee on the box that assures custom- 
ers they are getting both Quantity and Quality when they 
buy— 


ATLAS — 


Tacks and Small Nails 


After purchasing small items, such as Tacks and Small Nails, 
most people are inclined to forget where they got them. 


To help them remember, and also help the dealer to hold their 
trade, we print this reminder on every package: “When You Get 
a Good Thing, Remember Where You Got It,” and in every pack- 
age we place a printed slip which also carries this message and 
commends the dealer who gives “Quality” goods. 


It works, at least customers usually continue to buy Atlas Tacks 
and Small Nails and continue to patronize the Dealer who seld 
them. 


We help the Jobber by helping the Dealer. Most Jobbers handle Atlas 
Brands. 


Atlas Tack Corporation 


Fairhaven, Massachusetts 


iW \\ and St. Louis, Missouri iW \\ 


“When You Get a Good Thing, Remember Where You Got It” 
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YOUR DEALER WILL 
SUPPLY YOU WITH 


GENUINE ARMSTRONG 
PIPE TOOLS _ 























eam of Pipe Tools 
have been told this 
during 1926 


Twenty-two publications covering every field 
have told the story of GENUINE Arm- 
strong Pipe Tools to more than a Million 
pipe tool’users. 


What an army! What a market!! What sales 
possibilities!!! In every instance this vast 
multitude of potential customers was plainly 
told: “To buy from you instead of us.” 


For over sixty years Armstrong Quality has 
completely satisfied every user, established 
absolute confidence, created a Universal de- 
mand, and made Armstrong Pipe Tools one 
of the most profitable selling lines in the hard- 
ware trade. 


Please order from your Jobber. 


onutne The ARMSTRONG MEG. CO. 
ARMSTRONG’ ebbiccgiaawe 
STOCKS, DIES , WATER,GAS BRIDGEPORT, CONN. 


AND THREADING MACHINES New York Office 181 Lafayette St. 
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Stock up 
with every 
electrician’s 

















be 


necessity 





New York: 94 Reade St. 
Fredk. Pollard & Co., Ltd., London and Leicester, England Paris, France—Burton Fils 


HOME cannot have a Telephone, Door Bells 
and Electric Lights without wiring it—and a 
Home can’t be wired without Drills. 


For such electrical wiring, sell 


Bell Hanger’s and Electrician’s Bits No. 109B 


THEY ARE 
NOT INJURED BY 
Plaster, Metal Lath, Nails and Fire Proofing 


Thus, these BELL HANGER’S AND ELECTRICIAN’S 
BITS No. 109B make every electrician who uses them a perma- 
nent customer. 


For Short Holes lay in a Stock of 
Wood Boring Brace Drills No. 109A. 


THE STANDARD TOOL (0: 


CLEVELAND 
Chicago: 552 W. Washington Blvd. 


Copenhagen, Denmark—Nienstaed & Co. 
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Who are your competitors? 


Your customers have only so much money to _ spend, 
where will they spend it and what will they buy? 


Decision may lie between giving the house a coat of paint 
or making the down payment on a new automobile 
—purchasing a new stove or buying acoat. The suc- 
cess of your store, therefore, depends upon whether 
you make people want things that you have to sell 
more than they want articles offered by someone else. 


The store whose service is prompt, whose merchandise is 
attractively displayed and whose general atmosphere 
is that of a live, wide-awake, up-to-date, progressive 
institution is getting more than its share of business. 


Because the average hardware merchant has been back- 
ward in applying modern methods of merchandising 
to his store he has been his own greatest competitor. 


This condition is as unnecessary as it is unsatisfactory, 
for modern merchandising is an exact science not a 
theory. Lowered selling costs—increased sales— more 
rapid rate of stock turnover invariably result from 


its adoption. 


eS & & & & 





Your business can be quickly and economically organized to produce 
larger sales from smaller stocks with increased profits for you. 


The “Duluth” Self-Serve System of Merchandising Hardware is de- 
scribed in this book. Write for it and name the most convenient 
time for the “Duluth” man to call. 





BUSINESS ANALYSIS STORE PLANNING 
INSTALLATION SAMPLING 
DULUTH SHOW CASE CO. 
DULUTH - - MINN. 


Manufacturers of the original Steel Drawer Nail Counter, Display Tables, 
Window Display Fixtures, “Duluth” Self-Serve Equipment. 
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An Ideal ‘etal An — Gift 


eet : of - 
STANLEY TOOLS STANLEY TOOLS STANLEY TOOLS STANLEY TOOLS 


An Ideal Gift 


An fost Gift An Ideal Gift 


A Set of 


eee 
STANLEY TOOLS 











Sell more Xmas Gifts! 


The three most important Xmas Gift 
questions in the buyer’s mind are:— 

1. What gift gives the most lasting 
pleasure? 

2. What gift offers most for the 
money? 

3. What gift is offered at a range 
of prices to fit any purse? 


These questions are answered by 
Stanley Tool Sets. We have pre- 
pared the Stanley Display No. S155 
to help you sell tool sets this Christ- 
mas. 

This new Stanley Display consists 
of the three cards and the crepe paper 
streamer shown above. The panels 
are lithographed in four colors and 
made of heavy cardboard with 





STANLEY Tools Hi Hy ot 





What y yi ‘an | 
STANLEY TOOLS 


easels. They are 9'' wide by 12"' high. 


The four-color streamer is of crepe 
paper and is 10 feet long and 20 inches 
high. It was designed to be placed 
across the front of your show window 
but it can be used for many other 
display purposes. 

The entire set can be used to make 
a complete window display or indi- 
vidual displays on counters and show- 
cases. The streamer can be cut into 
individual panels for placing. at con- 
venient points in your store. 


Send for this free material. It will 
help you sell tools as well as tool chests. 


THE STANLEY RULE & LEVEL PLANT 
NEW BRITAIN, CONN. 
New York Chicago SanFrancisco Los Angeles Seattle 





[STANLEY ] 
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STANLEY TOOLS 
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Its aPexto— 


You can be assured that in offering Pexto Pliers 
to your customers that you are offering them the 
finest tools that it is possible to make. 


The Pexto “Peerless” Plier No. 600, illustrated 
below, is of the side-cutting, lap-joint type. It is 
drop forged from a high grade, special analysis tool 
steel; has bevelled head, full polished, with gun 
barrel finish on handles. Each plier is tested to 
cut 10,000 Ib. guy wire. 

A trial order will convince you of the sales oppor- 
tunities on this plier. Show them to the line man, 
electrician and others who require a heavy duty 


plier. 


Southington 






“I sure do like the PEXTO Pliers. They cut 
easily and cut clean, too. They have just the proper 
degree of hardness and temper and stand up under 


hard every day use.” 














HarpDWARE AGE for OCTOBER 27, 1927 _ eh or 













Ladies’ Home Journal 4 page 
Women in every walk of life, 









a op teeny of coe 
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{Dealer's Name) 











A strong newspaper cam- 
paign over the Dover signa- rc 
ture willrun in the principal 
metropolitan centers. 
























These advertisements will run in the 
Christian Science Monitor a December, 


oe SR , Lies Hondas Ay 
wie ean 4 vertisements ready in 
Sh ieee Oe j mat form for you to use. 
reaching a specific oe this 


Ofow VE never had a sales opportunity so full of 
possibilities as this 1927 Dover Holiday Offer, 


The stage is set for Lady Dover. Through national 
advertising, women are coming to know Lady Dover as 
America’s most beautiful iron, and the longest-lived. 


Now this wonderful merchandising plan, tried and proven 
in test campaigns, backed by Dover's biggest advertising 
campaign, is ready for you to cash in on. Previous results 
have shown that the iron business of an average locality 
can, in one month, be increased ten times! 


Of course, you want this profit. See your jobber at once, 
or wire us for details. 








oe 
ELECTRICAL APPLIANCES 
THAT WILL NOT BURN OUT 








The DOVER MANUFACTURING COMPANY of DOVER, OHIO 
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PRODUCTS 


Bring Women Into Your 5 tore 


| ERHAPS your problem is to attract 
more women to your store. Would you 
i_ like to have your present women cus- 
tomers come in oftener? Then by all 
means stock Presto Sanitary Products. 


















‘ARE 


The Ten Presto items are purchased mainly by 
women. They cannot be bought anywhere else but 
at hardware stores. If you are the only hardware 
merchant in your vicinity they must come to you. 
Business you build up on these products is yours. 


(om Other Presto Advantages 
cai 1ia) 


Bigger Profits. We can prove to you that item for item 
every Presto Product carries more profit for jobber or 
dealer than any similar product on the market. 





Strictly Guaranteed that every item is equal or superior 
in quality to any similar item sold to the Hardware trade. 


WINDOW 


Fast Turnover. The Presto Line meets any household WINDOW 

cleaning need. Sales of one item helps sell the others. a) 

Sales and turnover are excellent. ics 
yal 


We Cooperate, with national advertising, window displays, 
envelope stuffers, folders, etc. They all build sales for you. 











Special Introductory Offer 
DEALERS: Write for special offer to introduce 
the 10 Presto Sanitary Products. JOBBERS: 
Write for prices and complete information. 


The CHAMBERLAIN-HABER CHEMICAL Co. 
1105 W. 11th Street - + + + Cleveland, Ohio 











SOLD ONLY 
THROUGH THE HARDWARE DEALER 



































Millions 
and Millions 


of People are Pushing 


BOMMERSPRING HINGES) 


when opening doors 





Follow the line of least resistance 
Stock and Push Them 


mmer Spring Hinge Co., Factory and Offices, Brooklyn, N. Y., U. S. A stablished 1 
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Every Toola First Quality Tool 
— A Profit Makerfor Dealers 


Progressive, profit-making hardware dealers are 
telling their garden tool customers: “Here are the 
CORKSTEEL Tools—see how perfectly they are 
hung—and feel the comfortable grip of that cork- 
covered handle. Pick up any tool in stock and 
you'll see that it is strictly first quality. 

“Prices? Nota bit higher than good wood handle- 
tools. And bear in mind you’re sure with CORK- 
STEEL. You don’t have to trust to luck. You 
don’t have to hope the handle ‘grew up’ O. K.— 
without defects or flaws!” 
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A mighty step forward—the first improvement in garden 
tools in a generation. Handles that never split or splinter 
—never crack or warp—handles which are actually even 
better than the finest grade of heavy, second growth 
white ash handles that you used to get, because they are 
controlled manufactured products, not depending on the 
chance quality of timber. 

No longer does the customer have to sort over your stock 
and take a lot of time to select a tool with the best handle 
—leaving the poorer grades on your hands to be sold at 
a lower price. Every CORKSTEEL Tool is absolutely 
first quality—equally as good as the next one and that 
means the best. 


You do have a lot of culls left with wood 
handle tools, don’t you—after your stock 
has been picked over? 


Hundreds of dealers have found that here is something more 
than just forks, hooks, hoes and rakes to hand out on demand. 
Here is a line—restricted to quick-selling items—that holds 
down inventory, speeds turnover and brings a real profit. But, 
best of all, the CORKSTEEL line is jammed full of exclusive 
selling points that can be featured and that bring sales to your 
store. 

Get posted on the facts stored up in the little CORKSTEEL 
book—“An Improvement”—we’ll be glad to send you a copy. 


THE CONNORS HOE & TOOL CO. 
Columbus, Ohio 
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As Thin 
AsA 





You frequently hear the expression andth of an inch—often to one quar- 
ee ° . ” . e 

as thin as a dime” with reference to ter-thousandth of an inch and not 
infrequently to one ten-thousandth of 


an inch. 


some unit of measurement. 


As it comes from the mint, the aver- 
age thickness of the edge of a dime The performance of Brown & Sharpe 
is a little over one thirty-second of an tools sets a standard of accuracy 
inch. among mechanics everywhere. 
To many this may seem a fairly small He is policy of ane - spp egal Ptr 
: ardware and supply dealers by selling only 
unit of measurement—but not to the through them and by adhering strictly to cata- 
hundreds of mechanics who work with /09 prices and terms. 


Brown & Sharpe precision tools. Dept. HA 
These men frequently make measuree BROWN & SHARPE MFG. CO. 
ments daily, accurate to one thous- Providence, R. I., U. S. A. 


BS 












New adjustment—narrow 
anvil—shape of frame— 
and moderate price are 
features of icrometer 
Caliper No. 11. 


Inside Micrometer No. 264 
makes inside measure- 
ments from 2” to 8” 
by  thousandths — clamp 
screw is an_ exclusive 
feature. 


ROWN £7 GHARPE TOOLS 


“World’s Standard of Accuracy” 
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RIGHT NOW! 


Cthe Selling Season is On 













Ashes removed from 
furnace are shov 

into the sifter tray. 
Lid is replaced and —_ 
can is rocked hack (. \ ee 
and forth — complete- ; 


ly separating ashes \ F e at 
from coal or coke. a \ r ‘ pee 


After ashes have been 
thoroughly sifted, the 
sifter tray is re- 
moved and the clean, 
unburned coal or coke 
is placed on a pile 
for reburning. 


HE Peerless Sifter is the simplest ash sifter 
to operate. Easy rocker motion and abso- 
lutely dustless. Quick recovery of unburned 


op Pe coal and coke—and a large can for sifted ashes. 


ash receptacle and ashes are Compact, strong and durable, it offers the home 
ready for disposal. Note ri $ é 
how easy this can is to handle. owner a chance to recover many a dollar during the 


winter season. Ask your jobber for the Peerless 
Combination Dustless Ash Sifter and Can. 


If he doesn’t handle it, write direct. 


The CORCORAN Mfg. Co. 
5222 Section Ave., Norwood, Cincinnati, Ohio 


The Peerless Folding Window Refrigerator 








More housewives are using window refrigerators every year, 
because they are handy, convenient and out of the way. The 
Peerless Folding Window Refrigerator is making new friends 
every time it is shown. Send in your orders direct if your 
jobber doesn’t handle ’em. 

































his Helps 
You Sell 


Carborundum 


REG. U. S. PAT. OFF. 


Combination 
Stones 


Nationa advertising is cer- 
tainly doing its share towards 
putting Carborundum Com- 
bination Stones in the tool 
kits of the Craftsmen of the 
Nation. 


One way to cash in on our 
efforts is to order now one of 














CARBORUNDUM 
fom @ O* i I VJ 4 
SOMAIMAMIEE STONES the special assortments. 
The attractive Metal Litho- 
QA graphed Display Panel as : 
7 . . . oa 
val illustrated is given freé with 
assortment of the stones. i 
THE CARBORUNDUM Company, NiaGarRA FAtts, N. Y. ft The 
CANADIAN CARBORUNDUM Co., Ltp., NIAGARA FALLS, ONT. _ Carborundum 
s Company 
Sales Offices and Warehouses in . Niagara Falls, N. Y. 
New York, Chicago, Boston, Philadelphia, Cleveland. ae 
Detroit, Cincinnati, Pittsburgh, s 
* . * 
Milwaukee, Grand Rapids ro ES ee Ie le 
The Carborundum Co., Ltd., Manchester, Eng. s of Combination Stone 
Deutsche Carborundum Werke, i Display Assortment. 
Dusseldorf, Germany eo 
or NI 
Carborundum is the Registered Trade Name * Name ——— 
used by The Carborundum Company for Sill- 
con Carbide. This Trade Mark is the exciu- i SOONG oe ssctiiii 
sive property of The Carborundum Company. S : 
s City — =F State 5 
Pa 
P My Jobber is Si a ip tse ge 


Pr 





Oe O—e ee ES 


I OL Of OO I I I I I OR I LO OR I OR GOR, I, ff, fm in, CY 
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Eberhard Malleable Hardware 


Screw Clamps 











14 Patterns—35 sizes yyy 


Thumb Screws 


2 Patterns—72 sizes 


Turn Buckles 


7 Patterns—27 sizes 


8 Patterns—33 sizes 














In addition to the many styles and sizes of 
Screw Clamps, Thumb Screws, Turn Buckles 
and Wing Nuts—Eberhard Malleable Hard- 


ware includes: 





Clevises Swivels 
Stake Pockets Whiffletree Hooks 
Corner Plates Saddlery Hardware 
Chain Lap Links Small Boat Hardware 
Reasonable stocks of all these standard “¢ 
items always available for immediate ship- 
ment. 


THE EBERHARD MANUFACTURING COMPANY 


2734 Tennyson Road 


Cleveland, Ohio 


ERHARD MALLEABLES 


48 Years of Quality & Service 







































Full-page advertisements are 
telling millions of women 
about this $5.15 worth. 


New colored food displays help you sell bigger orders 
of *PYREX ovenware. Display them prominently. 


A #5: SALE to 


every PYREX Ovenware customer! 


T. M. Reg. U. S. Pat. Off. 


O your customers know that they can completely 
equip their kitchens with enough **PYREX oven- | 
ware for all ordinary baking purposes for only $5.15? 
This fall, PYREX ovenware advertisements are 











10 *PYREX pieces 











. — only $5.15 
telling them! : J 
Housewives everywhere are learning that a wide Covered Casserole—No.623 round, 
‘ ‘ No. 653 , No. 633 oval, 
variety of PYREX pieces can be bought for only $5.15. ia 6tsaae-enilinides. $1.75 
And the enormous number of inquiries they are Utility Dish, No.231—medium size 1.00 
di di ste t that 1 th * 6 Custard Cups, No. 410—new size  .60 
sending directly to us proves that women welcome the i Giien: Nile paeoaddiiine: aint. aie 
$5.15 idea. Loaf Pan, No. 212—medium size .90 
Why not sell your customers the same idea? Each Retail Total $5.15 


PYREX ovenware sale you make will run into more 
money—your profits will be bigger. 


(Not a “Set”—all regular open stock items) 

















L 
Display helps ready—Attractive color inserts of actual baked 
foods for the best-selling PYREX pieces are being supplied 
free to help you cash in on this idea. Your post card to us Get aboard our 5:15 on the 
will bring them to you promptly. road to larger profits! 


PYREX SALES DIVISION 


T. M. Reg. U.S. Pat. Off. 


CORNING GLASS WORKS 
Corning, N. Y. 


*Trade-mark Reg. U. S. Pat. Off 

















HARDWARE AGE for OCTOBER 27, 1927 
































Bearings Stay in 


Perfect Ali 


ate MOWERS cut smoothly and 
evenly only so long as the revolving 
blades and the cutter bar maintain perfect 
alignment. Any wear in the reel bearings 
disturbs this alignment. To make neces- 
sary adjustments by hand is practically 
impossible, troublesome, and difficult, and 
results in dissatisfaction. 

F.& N.Lawn Mowers maintain beautiful lawns 
throughout their life. They are set at the factory 
by experts and remain in perfect alignment by 
the patented F. & N. Self-Adjusting Device with 
the solid steel contracting sleeve. This automat- 
ically takes up all wear in the reel bearings as it 
occurs, during life of mower. Is it any wonder 
F. & N. dealers lead in sales year after year? 


A Style and Quality for Every Requirement 
Ask Your Jobber—or Write Us 


LAWN MOWER COMPANY 


RICHMOND, 





The Fis 






























g Throughout 




















the Mower's Life 


he ge 
N ew . & N. 
All-Steel r 
Cast of solid steel throughout — 
not stamped out. Even the gears 
are cut from solid steel, and heat- 
treated. Unbreakable! Long wearing! 
Every bearing is of roller type—Timkens 
in the revolving reel, Hyatts in the drive 
wheels. And the new, patented principle of 
driving mechanism makes for still easier 
running. In all, this is the finest mower ever 
attempted. Get all the facts now. 








INDIANA, U.S.A. 
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Your Customers All 
Know Maydole 


For more than three generations experienced tool users have looked for: 
the “D. Maydole” stamped in the head of every genuine Maydole Hammer. 
Today it can be fairly stated that Maydole Hammers are known and pre- 
ferred by the vast majority of expert tool users—the men who are your 
best customers. 









Cash in on Maydole prestige and national advertising. Be sure your stock 
is complete. There is a style and weight Maydole for every need. Order 
from your jobber. 


Write us for Catalog and useful Pocket Handbook 23 “C.” Also write 
for handsome counter or window display cards. 






Hammers 


The David Maydole Hammer Co..Norwich.NY 


1309 











86 HarRDWARE AGE for OCTOBER 27, 1927 











cleverest 


Every Griswold Cast Alumi- 
num Utensil has a tag—special 
for just that utensil. Each tag 
is an envelope—fat, puffy, that 
tempts you to open it. Show a 
customer the contents of one of 
these envelopes—and they finish 
your selling job. 

For here, for each utensil, is a complete little book of 
recipes and uses. It tells specifically what the utensil is, what 
the utensil is for, how the housewife can cook vegetables, 
fowls, roasts, fruit in it, “waterless way,” to highest good- 
ness—and have such success, even with the first utensil, 
that she will want to come back for more. In each 
booklet are four or five recipes—special by “Aunt Ellen” — 
tested out for just that 
utensil. There are 
instructions how to keep 
the utensil forever bright 
and gleaming. 

In each envelope, also, 
is a folder of all the other 
Griswold Cast Aluminum 
Utensils — to make the 


LINE 


Makers of Extra Finished Cook- 
ing Utensils in Cast Iron and 
Aluminum, Waffle Irons, Food 
Choppers. Reversible Stove and 
Furnace Pipe Dampers. Fruit 
Presses, Mail Boxes, Bolo and 
other Portable Bake Ovens, Gas 
Hot Plates, Electric Waffle Bakers 
and Electric Hot Plates. 


THAT’S 


‘"THE 


dealers that cooking 
utensils ever had 


FINE 





V/TEINN 


ag's! 
on the GRISWOLD “Waterless” 


Utensils 
helps for hoysewife want a complete set. 


The envelope is easy to 
open without untying, yet holds 
its contents safe. 

Of the many aluminum wares 
now on the market, Griswold 
“Waterless” Utensils have been 
outstanding because of their 
thickness, their fitting covers—their patented drip-rings in 
every cover that baste the food to a richness. Now is this 
second outstanding device—the tags! Order Griswold 
Cast Aluminum Utensils, with black or turquoise blue 
handles, and display them with their bright-colored, tempt- 
ing envelope-tags. It means sales. Order from your jobber, 


or wire us. The Griswold Mfg. Co., Erie, Penna., U.S. A. 


GRISWOLD 
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ALESMEN usually want to “go light.” 

Carrying samples, especially hardware 

samples, adds nothing to the fire of their 
enthusiasm. 


So, when we get a letter from a hardware and 
mill supply dealer, saying: “Our outside man has 
volunteered to carry samples of these two tools 
(meaning the two nippers shown here) around 
to his customers,” it means that his man has 
faith in his samples! 


We have been getting just this kind of support 
since we put out Nos. 525 and 577—they’ve hit 
the spot! 


How Is Your Stock? 


The Wm. Schollhorn Co., New Haven, Conn. 


BERNARD 


TRADE MARK REG. 


TOOCS 


Made by the makers of 
BERNARD END-CUTTING NIPPERS 







oe 





¢: 


os CY 
WA ) YK 


At Right 
No. 577 
DIAGONAL 

Nipper 








Nat 
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Corner of shop in Arthur 
Hill Trade School, Saginaw, 
Mich., where motor wind- 
ing, repairing and testing 
are taught by George A. 
Willoughby (in foreground). 






























FREE to 
Hardware Dealers 


Write us on your business 
letterhead for a compli- 
mentary copy of Popular 


‘Bey must buy hardware 


...anda “Popular Science’ reader 32 
tells them what brands to use 


YOUNG MAN is 
turned into a good 
customer for the hard- 
ware store as soon as he 
begins to learn electrical 
work in the Hill Trade 


School in Saginaw. 
“They learn by doing,” 


“T always read every- 
thing in Popular Sci- 
ence, including the 
advertisements, because 
Iam on the lookout for . 
new ways of doing 
things and for good 
tools and devices. The man with 
any leaning toward mechanical 
instructor. “They wind motors, re- —_ things cannot help but be interested 
pair and test electrical equipment, in Popular Science.” 
do house wiring, power wiring, etc. * * 


As a handinete merchant, you 
cif ® 
They begin to use toolsthe first (now that amateur and professional 


These Manufacturers 
HELP YOU SELL 
by advertising their products in 
POPULAR SCIENCE MONTHLY 





says 


G. A. Willoughby, B.S., E.E., their 


The Shaler Company .... 
Smooth-On Mfg. Co. . . 
The Stanley Works 
Fayette R. Plumb, Inc. . 
North Bros. Mfg. Co. 
Yale & Towne Mfg. Co. 
Brown & Sharpe Mfg. Co. . . . Providence, R. I. 
H. Gerstner & Sons Dayton, Ohio 
Goodell Pratt Co.......... Greenfield, Mass. 


.... Waupun, Wis. 
Jersey City, N. J. 

. . New Britain, Conn. 
. . Philadelphia, Pa. 

. . Philadelphia, Pa. 

. Stamford, Conn. 


E. C. Atkins & Co.,Inc.... . Indianapolis, Ind. 
Boston Varnish Co. (Kyanize) . .Boston, Mass. 
W. B. & J. E. Boice Toledo, Ohio 


Electro Magnetic Tool Co....... . Cicero, Ill. 
Twinplex Sales Co............ St. Louis, Mo. 
ee eee Rockford, Ill. 
Detroit White Lead Works . . Detroit, Mich. 


Parks Ball Bearing Machine Co., Cincinnati, Ohio 
South Bend Lathe Works... .South Bend, Ind. 
Chisel-Edge Claw Hammer Co., Hoboken, N. J. 
L. S. Starrett Company....... Athol, Mass. 
New Jersey Wire Cloth Company, Trenton, N. J. 
Addison Leslie Co., Plastic Wood, Canton, Mass. 
Rutland Fire Clay Co., Patching Plaster and 
No-tar-in Roof Coating. ...... . Rutland, Vt. 
7. &. Gapeme Gay... 052s Chicago, Illinois 
Waco Tool Works. . . .Chicago, Illinois 
Nicholson File Company... . . Providence, R. I. 
Sargent & Company...... New Haven, Conn. 
Peck, Stow & Wilcox Co., Southington, Conn. 
Millers Falls Company... .Millers Falls, Mass. 
The Carborundum Co. .. . Niagara Falls, N. Y. 
Simonds Saw & Steel Co. . . . Fitchburg, Mass. 
Prentiss Vise Company New York, N. Y. 
Chicago Solder jt Chicago, Ill. 
Trimont Mfg. pany bury, Mass. 
H. K. Porter, inn Everett, Mass. 
Remington Arms Co., Inc. New York, N. Y. 
David Maydole Hammer Co. . . Norwich, N. Y. 
Up-To-Date Machine Works . .Chicago, Ill. 
Clemson Bros., Inc........ Middletown, N. Y. 








day. They want—and buy—their 
own tools, and some have com- 
plete kits, including drills, hack 
saws, pliers, screw-drivers, etc. 


“I read Popular Science regularly, 
and it has helped us in selecting 
tools and hardware of all kinds, 
both for school use and for the 
students’ private kits. 


“Boys and men who complete 
the course usually continue as elec- 
tricians, and are steady buyers of 
hardware and hand tools. 


mechanics make good customers. 

They’re always buying something 
—tools, paint, supplies, etc. 

They read Popular Science. 

The leading hardware manufac- 
turers recognize the influence of 
Popular Science, and they advertise 
regularly in it. Thus they reach 
the consumets whose business is 
most valuable to you. 

Popular Science helps them to 
sell—helps you to sell. Read it 
yourself, and you’ll realize this. 


Every tool product advertised in POPULAR SCIENCE is guaranteed 


after test 


by the POPULAR SCIENCE Institute of Standards 


Popular Science 


MONTHLY 


242 Fourth Avenue, New York 
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Greetings to Hardware 


Jobbers 


The Cleveland Stone Company is glad of 
this opportunity to extend greetings to the 


hardware jobbers of the country. 


Of all the multitude of products handled by 
hardware jobbers, there probably is none that 
has been carried as many years as have 


“Cleveland” Grindstones. 


Friends for three-quarters of a century we 
bespeak for this friendship another seventy- 


five years of pleasant relationship. 





Tir Fin Owl? 
The Symbol 
of Better Grinding 


THE CLEVELAND STONE COMPANY 
Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 


A CLEVELAND STONE COMPANY PRODUCT 
WORK—DO 


WILL DO THE 



























HARVEST KING 


Frame of heavy angle steel 
14,” x 1%" x %", 
braced and is equipped with 


strongly 


our standard high grade se- 
lected ‘Cleveland’ 
stone. Shipped folded com- 
plete, stone crated separately 


Grind- 


to save freight. 


STERLING 


running, 


light 
a “Cleveland” 


Substantial 

mounted with 
Grindstone, genuine Berea 
or Lake Huron grit, which 
19 to 
22 inches in diameter. 1%” 
to 2%” thick. 


be set up in a jiffy 


we alone manufacture. 


Frame can 
merely 

bolt. 
Shipped knocked down and 


by manipulating one 


crated. 


IT WELL 
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Display Brushes — 


Increase Sales 


é 

















Remember Osborn Blue 
Handle Brushes in planning 
your fall windows. People are 
back from vacations and house- 
keeping is in order. Canvassers 
are getting busy once more, but 
you can beat them out on 
brushes if you will just use good 
displays. It’s been done time 
and time again and dealers 
everywhere have profited. 


At the left are some successful 
windows. Use these ideas this 
fall or work out your own. 
With a good window on the 
job your customers will know 
that they need not wait for the 
canvasser. 


If you want display material 
or need more brushes just ask 
your jobber or write us direct. 


THE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Ave. Cleveland, Ohio 


Branch Offices: 


New York Detroit Chicago 
San Francisco Los Angeles 





A BETTER WEARING BRUSH 





FOR EVERY USE 
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P Four Aces— 









and the Money’s Yours 


ERE they are —trout, surf, bait-casting and 
level wind—all Meisselbach, all popular, all 
money-makers for you. 


They are the four types of Meisselbach Reels but there 
are thirteen models of these fous types—a Meisselbach reel 
for every fisherman’s need and purse. Everyone is the kind 
of merchandise you like to sell (quick turnover and no re- 
turns), every one represents the experience of 40 years, and 
every one is fully guaranteed forever. 


Meisselbach Reels are advertised the year ’round in 
leading sportsmen’s papers, and Meisselbach merchants can 
cash in on this advertising with folders, posters and the 
famous “Bite Book” which we supply. 

Send the coupon for the whole story. Here’s a chance to 


make money ycu shouldn’t miss. Four aces don’t come 
your way every day. 


THE A. F. MEISSELBACH MEG. CO. 
ELYRIA, OHIO 











Western 








Representative: Wm. H. Fox, 200 Fifth Ave., New York, N. Y. Southern R. tati 
Representative: Fred Goetz, 1077 Lincoln Ave., Milwaukee, Wis. Far Western epresenbetivet Phil. B. Bekeart Co. "717 Market St., San Francisco,Cal. 





: Louis Williams & Co., Nashville, Tenn. 
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Onh skilled craftsman. 


ship and a high 


and superior finish 


GRIFFIN Hinges es 


RIFFIN 


~Manufacturing Co 








ERIE. F 
vanch Offices__, 


45 WARREN ST. - NEW YORK 
555 W. RANDOLPH ST.,CHICAGO 
124 PEARL STREET - BOSTON 


| ideal of 
pe makes possible 
e€ precise uniformity 


NNSYLVANIA 
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Demand 


What we offer the Dealer in Hol- 
low Screws is the built-up sale of 
the best known article—not just 
something that ought to sell. 


The extra strength of the cold- 
drawn screw is familiar fact to the 
men in shops. The special heat- 
treatment, the unbreakable quality, 
date far back in factory experience. 
But the sale that has grown from 
these things—from the years of 
promotion and service—is an asset 
the Dealer can annex to himself in 
a day. 

Practically speaking you will take 
over sales, rather than stock. You'll 
take over a Reputation—with a 
following. 


Fast Service from Factory Stocks 


The Allen Mfg. Co. 


139 Sheldon Si., Hartford, Conn. 


Branch Offices: 


W. C. Stauble 
2909 Waverly St. 
Detroit, Mich. 


R. E. Gregory 
1029 Wesley Ave. 
Evanston, Ill. 


W. J. McRae 


320 Market Street 
San Francisco, Cal. 


E. P. Crawford 
3348 No. Park Ave. 
Philadelphia, Pa. 
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CORBIN locks and hardware have 
proven their supremacy under varied 
conditions. The best material plus 


CORBIN workmanship means— 


Strength, Security, Service 
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No. 983414,A 


A wrought steel padlock with a mal- 
leable iron shackle. Case is black japan, 
shackle brass or nickel plate. Size 1% 
inches. A strong, secure padlock, selling 
at an attractive figure. 





No. 590 


Our catalog will give you a most com- 
plete line of locks for Drawer, Cupboard, 
Wardrobe, Locker, Chest, etc. A _ size 
and type for every purpose. 





No. 01820 No. 3080%, 
Friction Catch Elbow Catch 


Miscellaneous Hardware, Trunk and 
Suit Case Fittings, Key Blanks, House 
Letter Boxes, Home Saving Banks, etc. 
Illustrated circulars sent upon request. 
Ask your jobber, or write us direct. 











CORBIN CABINET LOCK CO. 


THE AMERICAN HARDWARE CoRPORATION :: Successor 


NEW BRITAIN, CONN., U.S.A. 
NEW YORK CHICAGO 
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Here’s a regular Cheney Claw\ 
Hammer with a practical nail- 
holding arrangement that’s the 
handiest feature hammer users 
have ever seen. 


| 


4 } |i 

AS y 

; 
. i 





With the Cheney Nailet men can set and 
drive nails high above their heads with 
one hand. Any wire nails up to No. 30’s 
are firmly held and release themselves 
when set. The Cheney Nailer eliminates 
much scaffolding danger and prevents 
many bruised fingers. 


Carpenters, mechanics—men who have 
tried the Cheney Nailer are unanimously 
agreed that it is the greatest hammer 
improvement since claw hammers were 
invented. That’s why Cheney Nailers 
are so easy to sell. Men are more than 
sold on them already. 
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Stock Night Latch No. 3515 


And See How Quickly It Becomes One 
of Your Best Sellers 








(Illustration is half size) 











You will find this Steel Case Rim Night Latch 
a good profitable year round seller. The case 
and strike are of very heavy steel, and are 
unbreakable. 
Full size cast brass cylinder with five pin 
tumblers. 
Solid brass bolt, knobs, and rings. 
3 milled nickel silver keys. 
No. 3515 may be deadlocked from outside by 
key or inside by stop. 
No. 3515-D may be deadlocked from inside 
by stop. 








Attractively Priced 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Co. 
General Sales Office 
26 Warrea St., New York 


REG .AN Us 6. PAT. OFF. FQ.1N U. 6. PAT, OFF. 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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Always Not 

a : Sold 
Steady to the 
Repeat Grocery 
Seller Trade 


Mr. Jobber, Keep Stocked 


on DESOLVO 


There is always an increasing demand for 
DESOLVO in the Fall and Winter seasons 
when drain pipes are more likely to become 
clogged or frozen. 


So keep stocked on DESOLVO and be ready 
to fill Dealer orders promptly. 


DESOLVO is needed in every home. It has 
no equal for quickly removing grease and refuse 
from sinks and drains without injury to the 
pipes. Thousands recommend it each year. 


Jobbers supplied direct—Dealers through Job- 
bers. Remember DESOLVO is never sold to 
the Grocery Trade. 


Sewer and Drain 


Pipe Cleaner 


eee factu red by oz 

nufactu 

THe CHAMBERLAIN C Compa! | 
_ PitrssuRGH, PA) 
er 








The CHAMBERLAIN CO. 


33 Terminal Way, Pittsburgh, Pa. 


GO6660666066006660660000060 


Electric 
Dealer Signs 


are provided in the 
McDougall-Butler 
Merchandising Plan 


On An Extremely Liberal Basis 





ERE is an electric sign with a retail 
value of about $300 which the Mc- 
Dougall-Butler Merchandising Plan 
provides for you at a fraction of its 
cost, to stimulate the sale of McDougall- 
Butler Varnishes, Enamels and Paints. 


This is but one of the many splendid 
features of the McDougall-Butler Paint 
and Varnish Merchandising Plan. There 
are dozens more all equally effective. 


If you are interested in merchandising 
a high grade line of Varnishes, Enamels, 
Paints and Lacquer in an ‘ultra-modern 
way, mail the coupon. 


tt Ssvugall-Wutler C2 Ine. 


MAKERS OF 
Varnishes, Enamels and Paints 
BUFFALO, N. Y. 








McDougall-Butler Co., Inc. 
Buffalo, New York. 


Without incurring any obligation, I 
want to see a copy of the McDougall- 
Butler Merchandising Plan Book, “Out- 
side, Inside, All Around the Town."’ 





Name 
Address 
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Bores Any Arc of a Circle 


Here illustrated is the wonderful Forstner Auger Bit and a 
sample of the work it does. 





Unlike other bits, it is guided entirely by its circular rim, in- 
stead of its center. That is why the 


FORSTNER SAYINS AUGER BIT 
Can Be Guided in Any Direction 


regardless of the grain of the wood or the knots in the wood 
and will bore any arc of a circle and leave a true polished 
surface. 


This bit takes the place of a chisel, gouge, scroll-saw or lathe 
tool combined. 


It is unequalled for such work as core boxes, fine and delicate 
patterns, veneers, screen work, scalloping, fancy scroll twist 
columns, newels, ribbon moulding and mortising. 


This bit has many new uses, is a good seller and returns a 
worth-while profit. Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


‘Tt Paid for Itself in 30 Days” 


Said a Dealer Who Cut Only 10 Keys Per Day 


Suppose you install a Segal Rectifying Hey Cutter and cut 
only ten Keys per day. Figure Your Profit. 





























en ee ee $2.50 

ee er ee EPRI BD BG anno. 5 Foes essa siaewwsesee ss ney 60 

ee EEE ETERS Cees $1.90 

UE NEES PT TO IG 5 os 50's 6:5 mo 40/5 0,00 50 o's SoG aes Sse $57.00 
Cost of No. 800 Key Cutter, $46.25 less 2% for prompt pay- 

SL cca Gabkis CA ease eee ULES 104 5.59ic ae esp Ea eERO SARE CSS 6408 45.33 

ee eo | iy eee ee ee ee ee $11.67 


You now own the machine. It has paid for itself in 30 days plus a 
profit. On the basis of cutting ten keys a day it will earn each 
month more than its original cost. 

We have figured on a basis of only ten keys per day. Many dealers 
using our machines cut anywhere from 50 to 250 keys daily. It cuts 
all kinds of flat and cylinder keys. Send for our booklet. 





Our Key Cutter is fully up to the standard of our 
famous 


JMMY- SEGAL LOCK No. 666 


endorsed by Burglary Insurance Companies every- 
where. Protects millions. Never been Jimmied. 











Operated by Hand or Power 





<« 
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| omens 


; “Well rag 
Made!” | TULL 






Men speak of a concern being well founded—of an institution 
being well organized—of a business being well conducted— 
of a COES Wrench being “well made.” 


Those two simple words are sufficient reason why jobbers 
and retailers keep stocked on all sizes—6 to 21 inches in both 
Knife-Handle and Steel-Handle patterns. 


All leading jobbers carry the COES line. 


COES WRENCH COMPANY 


“In Business Since 1841” 


(2 Str 4 ee) Worcester Mass. 





@talo oof BD OO a a 253 Broadway, New York 
in @talo Selli A John H. Graham & Co. ..... 113 Chambers Street, New York 
elling Agents Also 61 Shoe Lane, London, E. C., England 

Fenwick Freres............ 8 Rue de Rocroy, Paris, France 
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LAMSON 


Stainproof 
CUTLERY 
In Attractively Lined Display Cases for Holiday Gifts 





A sad season is approaching for Turkeys, We present two of a wide variety of splendid 
Chickens, Ducks and other fowl and game, but a selling assortments in our most attractive line, 
glad season for Jobbers and Dealers who sell which includes everything dependable from a two- 
Lamson Cutlery—known since 1837. piece set to a fifteen-piece combifiation. 

For a real Thanksgiving goes with the sale of Each set is an outstanding value at the price and 
Lamson Stainproof Carving Sets and Dinner Set carries the Lamson guarantee of complete cus- 


Combinations, which bring lasting happiness every tomer satisfaction. 
year to thousands of people. 


Your Jobber will gladly supply you. 


RIGONE G00; 
SoS 8 
h STAINPROO 
3 1N USA. 


LAMSON & 
GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 


New York Office—71-73 Murray St. 





Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 

















98 HARDWARE AGE for OCTOBER 27, 1927 








= VOes ~ 


TIME-TESTED 
KITCHEN APPLIANCES 


> 


PEERLESS CAN OPENER 
A lightweight opener with easy cutting 
non-slip blade 





VOOS No. 100 


Comfortable round, white enamel handle 
—Folding cork re Alk-Voos feature 
lade 





GEM CAN OPENER 
Easy cutting non-slip blade with positive 
cap remover 


fo? eee 


= 
iii” ‘ 


 ————) VOOS MINCERS VOOS No. 200 





Made in several styles—Guaranteed Positive jar and bottle cap remover— 
VOOS STAINLESS STEEL CAN OPENER stainless or carbon blades—White Long folding cork screw—Heavily nickle 
Stainless steel blade with all Voos fea- or black enamel handles plated handle 


tures—white enamel handle 


BLADES ON ALL CAN OPENERS MADE OF CUTLERY STEEL —HARDENED AND TEMPERED 


THE = VYOOS > ©. 





NEW HAVEN CONN. 
ALL PURPOSE RAZOR BLADE HOLDER Sales Representatives: JOHN H. GRAHAM & CO., INC. 
Sure grip at any angle—Magazine for 113 Chambers St. New York City 


extra blades 
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RABCOC 


We manufacture strictly 
Spruce Ladders. 














Our New Victor Step Lad- 
der for home use is in a 
class by itself. 


Spruce properly AIR 
DRIED is superior to any 
other material for ladder 
construction. 


Our line includes Ladders 
for every purpose. We 
pay the freight. 














W. W. Babcock Co. 
Extension “Setster's Trestle Bath, N. . 





Common 





Extension Trestle 


PES SEES SELES SE EYES EP ESSE ESSE SESE SEES EEE EE ¥! 
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in Koval ROYAL Guniee 
Purple No. 4-B Vitrified 
in 5 Sizes 4” x 1” Wheel 








Be Ready for the Holiday Grinder Trade 


More grinders are usually sold just before, during and right after 
the holiday season than at any other time. 


Carvers, kitchen cutlery and small edge tools must be sharpened 
and made ready for use. This is the Jobber’s and Dealer’s oppor- 
tunity to materially increase grinder sales. 













No grinders have given better satis- 
faction than the popular Royal and 
Cheney styles which sell as soon as 
displayed. 


The Royal for home use and the Cheney for farm use 
form an unbeatable combination. 


Attractively finished, strongly made, fast cutting. Job- 
bers supplied direct—dealers through their jobbers. CHENEY 
Order now. N. 
o. 7 
7” x 14,” Wheel—with Mower Attachment. 


For General Farm Use 








No. 5739 No. 


For Every Purpose 


Included in the Bowen line Attractive Counter Dis- 
plays containing assorted 


of grease cups and oil CUPS, sizes of the types of grease 
are lubricators of the exact and Pg ns. ~ Nag de Serva 
type and size to meet every With a quick and easy way 


lubricating requirement. to sell and also a con- 
venient method of stock- 


Catalog No. L-104 showing ing these small parts. 


more than fifty other types 
will be sent upon request. 


BOWEN PRODUCTS 
CORPORATION 
AUBURN NEW YORK 


Branches 


BOSTON 161 Massachusetts Ave. 
CHICAGO 412 Wrigley Bidg. 
CLEVELAND 7113 Euelid Ave. 
DETROIT 2760 W. Warren Ave. 
KANSAS CITY 1322 MeGee St. 
MINNEAPOLIS 983 17th Ave., S. E. 
NEW YORK 220 Broadway 
SAN FRANCISCO Monadnock Bidg. 
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The Only Nationally Advertised 


Copy appears regularly in The Saturday 
Evening Post, Collier’s and Judge. 
Transparent Du Pont “Cellophane” keeps 
them bright, clean and sanitary. 


Why the Gem Display Means 


EXTRA 
SALES— 


Gem and Gem, Jr. 
Hi take none of our 
Mi «selling time or effort. 
i] -They occupy little 
Hi space, and sell them- 
selves. 


Everybody likes these 
handy nail-clippers, 
because they trim the 
} nails quickly and 
" easily. They keep 
right hands looking 
as well as left. 


Gem Jr. 





Nail-Clippers 





A sensible price—35 and 50 cents—every customer can buy them. 
m, Jr. can be carried on the watch-chain. 


Customers like the idea. And every sale is an extra sale—usually 


it’s on top of other sales on other articles. 
Get these extra sales. “Get 
the Gem display today.” 


THE H. C. COOK CO., Ansonia, Conn. 














KIMBALL 


HAND POWER ELEVATORS 
Fficient- Quick Rising 


OW, a hand power elevator which 

you can purchase complete in every 
detail, to the sawing and fitting of every 
joint and drilling of every hole, making 
its installation merely a matter of your 
bolting it together. Fitted throughout 
with roller bearings. 
Easy to operate--- 
quick rising, low 
cost. 


Write for Pamphlet 
and Prices 


Kimball Bros. Co. 


1117-41 9th St., Council Bluffs, la. 





















WY 


| 
| 
| 


Oliver 


Quality and 
Service 


Gw9 


Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 


ow 


OLIVER IRON AND STEEL CORP. | 


N 


Pittsburgh, Pa. y/ 


__ Ulways true | 
Lo es name a 
x= 2. 
ier san Te 


SS  G.F Waicut STEEL & WiRE Co. 


Worcester, Mass. 
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Sidewalk 
Ice Chopper 


Nothing like it on the 
market—a few cheap imi- 
tations but if you see one 
of our choppers, you will 
see the difference. 


Tool steel edge, hickory 
handle; two sizes. Cities 
are adopting them as stand- 
ard for Street, Park and 
School Departments. 


Used for ship hull scrap- 
ers, cleaning cargo boats, 
etc. Fine sellers and real 
quality goods. 


Write for catalogue and 
prices. Do it now as we are 
already shipping. 


The L. & I. J. White Co., Inc. 
125 Columbia St., Buffalo, N. Y. 


















Thousands of Car Owners 


—are now using the Pacific Junior Model Rim 
Tool. Light weight, strong and folds for carry- 
ing. JUNIOR Model $3.50 List. 








my 
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Pacific Rim Tool Company 
1145 Galewood Dr., Cleveland, O. 


2339 11th Ave., N. 44 Whitehall, N. Y. 


Combination Model 


Pacific Rim Tool 
for shop use. One 
tool fits all rims. 
$10.00 list. 





are 








Seattle: Export: 





CoS 








Covered by 
Patents 








YOU CAN’T GO WRONG 
on the ‘ALWAYS RELIABLE” 


They are truly all that their name im- 
plies. They are the result of constant 
progress towards perfection in the 
manufacture of torches and furnaces. 


Most jobbers stock. Others will gladly 
order. 


OTTO BERNZ CO. INC. 
Newark, N. J. 


Stocks in Newark, N. J., New York City, Chicago and 
San Francisco. 

N. J., New York City, Chicago, 
Helena, San Francisco, 
Ont. 


Offices in Newark, 


Fort Worth, Denver, Mont., 


Los Angeles, Seattle and St. Thomas, 

















New Fixtures Will Increase 


Your honceet Trade and Profits 





Business is better at Steinman Hdwe. Co., Lancaster, Pa., since they 
installed their new 


HELLER . 


BUSINESS BUILDING STORE FIXTURES 
Holiday buyers are “shoppers”—they are “looking around.” They 
seldom ask for things and you can't have enough clerks to show 
them everything. 

Depend on Heller display equipment to show attractively the hun- 
dreds of holiday items you carr Take the tip from the chain 
stores who display everything al euies goods sell themselves. 
There is still time to put in new money making Heller equipment 
before the holiday rush starts. 


Seen eeeeeeeeees MAIL THIS TODAY se#2e2eee e222 2 eee 

W. Cc. HELLER & CO 700 Bryant St., Montpelier, Ohio. 

- © New York Office, 20 Vesey St., Suite 500 
Tell me more about the fixtures that sell more goods. 

Tables for Holiday Goods New Design Cutlery Showcase 
Display Door Cabinets New Type Saw Rack 


Name 
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Announcement 


of partnership between 














MR. CLARENCE E. BULLOCK 
17 Years’ Contact with Mid-western 
Jobbers and Buyers 














MR. MALCOLM ISBISTER 
14 Years Mid-western Representative 
for a Large Eastern Manufacturer 


A Statement of Policy 


To further co-operate with the 
manufacturers whom we now 
represent and to further serve the 
distributors and jobbers in this 
Mid-western territory, we make 
this announcement of purpose 
and of policy. 


As the direct personal, salaried 
representatives of the manufac- 
turers listed below, managing a 
Chicago office and service ware- 
house directly for these concerns, 
we have eliminated the term 
“manufacturers agents” and built 
up in its place a co-operative re- 


lationship which has worked suc- 
cessfully because it is based upon 
mutual respect and trust. 


We have given full co-operation 
and received it. Mr. Malcolm Is- 
bister comes into this organiza- 
tion with twenty-five years’ hard- 
ware experience in this country 
and abroad, materially strength- 
ening it. We shall better our ser- 
vice and contacts in every way 
with distributors and jobbers, and 
will be better representatives for 
those men who had faith in us 
and helped us to grow. 


Representing 


Evansville Tool Works, 
Evansville, Ind. 


Pittsburgh Shovel Co., 
Pittsburgh, Pa. 


Forsberg Mfg. Co.. 
Bridgeport, Conn. 


Bergman Tool Mfg. Co., 
Buffalo, N. Y. 

American Handle Co., 
Jonesboro, Ark. 

Otto Bernz Co., Inc. 
Newark, N. J. 


Master Rule Mfg. Co. 
New York, N. Y. 

O. M. Edwards Lock Co., 
Syracuse, N. Y. 

Landon P. Smith, Inc., 
Irvington, N. J. 


Shelton Tack Co., Shelton, Conn. 


BULLOCK & ISBISTER 


(Formerly Clarence E. Bullock) 


174 North Market Street, 


Chicago, Illinois 
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LAMINATED 
~ PADLOCKS - 


The Biggest selling Quality padlock 
in the Field today « Barring none/ 


There’s a Reason—Ask Your Jobber 








MASTER LOCK CO., Milwaukee, Wis., U.S. A. | 
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Member of the Audit Bureau of Circulations 


This Issue of 
Hardware Age: 


URING the convention of 

the National Hardware 
Association and the American 
Hardware Manufacturers’ As- 
sociation held jointly at Atlantic 
City last week, HARDWARE AGE 
representatives were constantly 
in attendance and in this issue 
present a full and complete re- 
port of the proceedings at the 
Various Sessions. 

This Jobbers’ Number of 
your trade paper is specially in- 
teresting in its many depart- 
ments. We call special atten- 
tion to the paint section which 
is featured here. 


What They Say 
* About Us: 


Sorry to have been so slow send 
ing you check. The magazine is 
well worth the money. 

F. M. WHELAN, 
Texarkana, Ark. 





We enjoy your publication and 
derive distinct value from it. 
With best wishes for continued 
success, we are 
Yours very truly, 
Oneonta Howe. Co., 
South Pasadena, Cal. 





Enclosed find check to pay my 
subscription to November, 1929 (for 
2 years). ; 

I enjoy reading every issue and 
always find valuable information. 

Yours very truly, 
G. E. Marsa, 
Hiddenite, N. €. 

















Member of the A i Papers 
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1. Curley Lock Pattern 
2. Heart Design 

3. Tulip Pattern 

4. Etruscan Pattern 

5: Alhambra Pattern 


6. Warwick Pattern 









































Prone who travel to England and the Continent 

stand spellbound before the romance and beauty of 
the forged iron hardware which forms such an impor- 
tant element in the equipment of mediaeval buildings. 


Some of this hardware can never be duplicated. But 
the forged iron hardware now made by McKinney 
is far finer than any average that could be drawn. 
It deserves to range very close to the top from the 
standpoint of sheer loveliness and artistry of design, 
texture and finish. 


There are mighty few people who can afford the 


MCKINNEY 


FORGED IRON HARDWARE 





cost of elaborately designed and specially executed 
forged iron hardware. The field is too limited to be 
of interest to hardware men. But most people can 
afford McKinney Forged Iron Hardware. Builders 
and architects and prospective home owners have forced 
an astonishing increase in demand for it during the 
past twelve months. 


There is no substitute for the completeness, the 
accuracy, the authoritative design of McKinney 
Forged Iron Hardware. It should be carried as an 
important stock item by every progressive builders’ 
hardware dealer. For catalogs and all informationwrite 
to Forge Division, McKinney MANUFACTURING 
Company, Pittsburgh, Penna. 
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AINY weather failed to dampen the enthusiasm of the delegates and ladies 

who attended the joint convention of the National Hardware Association 

and the American Hardware Manufacturers’ Association, at the Marlboro-Blen- 

heim Hotel, Atlantic City, N. J. Attendance was particularly good and the ses- 
sions were marked by the free and frank discussions by members. 


THE PURPOSE 


To study conditions of manufacturing and distributing hardware and allied 
products, with a view of increasing efficiency and reducing overhead costs. 


OFFICERS FOR 1927 
Walter H. Donlevy, president, Brace Hayden, vice-president, and A. H. 


Nichols, vice-president, of the National Hardware Association, were all reelected. 
Dennis A. Merriman, president, and Frank L. Campbell, vice-president, of 
the American Hardware Manufacturers Association, were reelected. New vice- 


presidents are A. E. Alverson and J. P. McKinney, Jr. 


PROMINENT RETAILERS PRESENT 


R. J. Atkinson, president; A. C. Lamson, vice-president; Herbert P. Sheets, 
secretary-treasurer, and past presidents George M. Gray, Matthias Ludlow, Sharon 
E. Jones, Hobart Beatty and several other dealers prominent in the National 
Retail Hardware Association attended the convention and participated in the dis- 
cussions. 


MANUFACTURERS GROUP MEETINGS 


Manufacturers were divided into seven groups giving the members of each 
group an opportunity for special discussion on problems peculiar to their branch 
of the industry. Vice-presidents Campbell and McKinney, Secretary Rockwell 
and past president S. Horace Disston were the leading factors who successfully 
planned the Group meetings. 
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Situation Warrants Conservative Optimism, 
President Donlevy Tells Opening Session 


UGGESTING a spirit of conserva- 
tive optimism among American busi- 
ness men Walter H. Donlevy, Car- 

ter, Donlevy & Co., Philadelphia, Pa., 
president of the National Hardware As- 
sociation told the joint opening session of 
the Atlantic City convention that a gener- 
ally prosperous condition maybe expected 
in the coming year. Mr. Donlevy presided 
at this meeting held in the Marlborough- 
Blenheim Hotel, Monday night, Oct. 17. 
In part his annual address follows: 

“Intense rivalry and competition pre- 
vails in every walk of American commer- 
cial life, and with the prospect of keener 
foreign competition, business men should 
avail themselves of every legitimate means 
within their reach to bring about a more 
profitable situation in the field of distribu- 
tion. 

“The National Hardware Association 
cannot write a formula that will cure all 
the ills of the trade, but it has corrected 
many trade abuses, and its members will 
testify that it has justified its existence in 
countless ways, and has served as a model 
for numerous other trade associations. 

“The principal function of our organi- 
zation is the promotion of efficient and 
economical distribution of Hardware and 
kindred lines. 

“There are four distinct methods by 
which a manufacturer can market his 
product. First.—By selling exclusively 
to the wholesaler. Second.—By selling 
direct to the retailer. Third.—By selling 
direct to the consumer. Fourth—By 
selling to the consumer through the manu- 
facturers own retail stores. 

“Each of these methods has its advo- 
cates and defenders, and each has its 
special value or advantages, according to 
the nature and use of the article and the 
views of the maker. 

“We believe the widest distribution at 
the most economical cost is obtained by 
the manufacturer selling exclusively to 
the wholesaler, and if it were necessary, 
we could give abundant reasons for the 
faith that is in us. The economic value 
of the wholesaler has been so long and 
firmly established that it would be super- 
fluous for me to attempt any defense of 
him at this time. 

“If by any combination of circumstances 
the wholesalers as a class should ever be 
eliminated, and I do not believe this can 
occur, it would be a calamity for the man- 
ufacturers as well as the retailers and 
ultimate consumer. 

“Of great importance to the Hardware 
Industry is the recently formed Hardware 
Council. This body is composed of rep- 
resentatives of the three branches: manu- 
facturers, wholesalers and retailers. The 
council has already devoted much thought 
and energy to the problems surrounding 
the trade. 

“It has discussed the situation from each 





division and form every angle, and will 
continue to do so, and has submitted 
through the booklet entitled “Trade Bet- 
terment” suggestions and recommenda- 
tions that are worthy of our serious con- 
sideration. Being a fact finding body, it 
will, I believe, be able to suggest possible 
solutions of some problems which have 





WALTER H. DONLEVY 
President, 


National Hardware Assn. 


apparently, heretofore, not been solvable. 

“We are living in an age of Evolution. 
Changes are occurring with lightning-like 
rapidity, creating new buying wants of the 
people and new ways of supplying them. 
Luxuries of yesterday are regarded as 
necessities today. Manufacturers seem to 
be striving for mass production resulting 
in the unusual combination of high wages 
and low cost of finished products, netwith- 
standing man power is more and more 
being supplanted by machine power. 

“Mass production, however, requires 
mass consumption, and this has been ob- 
tained in some lines by great expansion 
of installment selling. The absence of 
mass consumption results in over-produc- 
tion, with all its attendant evils, with 
which most of us are familiar. 

“There is every indication that the old 
time store which confined itself to a single 
line of merchandise is rapidly disappear- 
ing. The progressive retail hardware 
dealers of the country have been quick to 
“tune in” with the changing - conditions. 
They have discharged obsolete goods and 
slow sellers, and have taken on new lines 
for which there is a big demand at fair 
profits, whether they bear any relation to 
hardware or not. 

“The wholesalers today are called upon 
to render unusual and expensive service 
for which they are not compensated—and 





I am betraying no secret when I state there 
were red-ink balances last year for many 
hardware wholesalers, notwithstanding the 
year 1926 was classed as one of the most 
prosperous in our history. 

“The unusual demands emanate from 
the consumer through the retailer and are 
frequently unnecessary, and arise as a 
result of the intense competition for the 
consumers dollar. Surely there should be 
some method by which each factor in the 
chain of distribution should be reasonably 
repaid for the service rendered. 

“Our relations with the American Hard- 
ware Manufacturers Association are of a 
friendly character—We are glad to ex- 
press our appreciation of continued con- 
structive work of the National Retail 
Hardware Association, and congratulate 
them upon the energetic manner in which 
they are meeting the problems which be- 
set them. The National Hardware As- 
sociation desires to cooperate with them 
in every legitimate way. 

“We acknowledge the valuable activities 
of the trade press, and their worth to the 
industry. 

“That the people are, generally, ‘ pros- 
perous is indicated by their tremendous 
spending power. This is evidenced by the 
great audiences which nightly crowd the 
theaters throughout the land, and by the 
M@creasing purchases of automobiles and 
radios, and by the vast exodus of tourists 
to Europe during the past summer in 
search of pleasure at an expenditure of 
enormous sums. As an offset to this seem- 
ing extravagance there are healthful signs 
of thrift. 

“The general business situation war- 
rants a spirit of conservative optimism. 
During the latter part of 1926 and the 
early part of this year, there was quite a 
rapid drop in the general price level of 
commodities and merchandise, but recent- 
ly prices have become more stable, and it 
is reasonable to assume the price level will 
remain somewhat stationary for the bal- 
ance of the year.—Good crops with ad- 
vancing prices are allaying the unrest of 
the farmer. Building construction has 
continued on an extensive scale. Money 
is abundant at low interest rates for every 
legitimate enterprise. Unemployment is 
negligible. Wages continue at a high level, 
and the standard of living is constantly 
advancing. 

“Finally we have much cause for con- 
gratulation in the passage by Congress of 
the McFadden Act, providing for the per- 
petuation of the Federal Reserve System. 

“The country is in a sound economic 
condition, and while certain re-adjustments 
in some industries are always necessary, 
there is no cause for gloom, and we can 
approach the coming year with a feeling 
of assurance that a generally prosperous 
condition awaits us.” 
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Left te right—1. Mr. and Mrs. Frank A. Bare, Tritch Hdw. Co., Denver, Colo. 2. Harry Kaiser, PASHA president, Master Calvin Kaiser and Mrs. 
Kaiser of Philadelphia, Pa. 3. Geo. A. Fernley. 4. C. L. Gairoard, J. Wiss & Sons Co. Mrs. W. E. Biggers, E. Biggers, Continental Screen 
. 6. A. J. Bihler, J. C. Lindsay Co. 7. J. H. Holcombe, Lamson & Sessions Co. 8. Chas. F. Rockwell, sec.-treas. American Hdw. Mfrs. Assecia- 
tion. 9. E. M. Smiley, Tritch Hdw. Co. 10. John W. White, W. F. Roberts Steel & Iron Co. and A. W. Clark, Eagle Lock Co. 11. Chas. H. 
Hughes, Peninsular Paint & Varnish, Detroit; Roy E. Boffenmyer, Lamson & Sessions. 12. Harry Hutchinson, Davis Hunt, Collister Co. and W. C. 
Nelson, American Screw Co. 13. Mr. and Mrs. B. E. Langhton, Badger Rubber Works. 14. W. H. Roberts, Jr., S. L. Allen & Co. 
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Business and Its Future “Depends on Us” 
States G. A. O’Reilly, N. Y. Banker 


TATING that the future of American 

business depends entirely on those 

engaged in business, G. A. O'Reilly, 
vice-president, American Exchange-Irving 
National Bank, New York City, gave the 
joint opening session his interpretations of 
the present business outlook. Basing his 
contentions on facts of today Mr. O'Reilly 
said in part: 

“One of the greatest elements of strength 
in our present business situation is to be 
found in the fact that the ‘surprise at- 
tack’ which has played such an important 
part in business failures and depressions of 
the past no longer is a practical possibility. 
It is hardly imaginable that any danger 
to business will assume destructive force 
if the fact of its existence is brought to 
the attention of the public at a sufficiently 
early stage in its development. Depres- 
sions may come from time to time and a 
narrowing of the margin of profit but 
usually the danger itself is averted or else 
thinned out to such an extent as to lose 
most of its seriousness. 

“Here is where our present extraordi- 
nary and constantly improving facilities 
for securing sound economic information 
and distributing it enter our current busi- 
ness situation so importantly. Immedi- 
ately that the cloud appears on the business 
horizon it is made the subject cf serious 
consideration in a thousand economic 
laboratories in all parts of the land, in 
government, in institutions of learning, in 
industrial and commercial concerns, in 
banks, in professional agencies, in conven- 
tions like this. 

“T hold no brief for the economist as 
such and when he speaks in the language 
of professional economics, but I have the 
greatest possible respect for the economist 
who has learned the simple language of 
every-day business, and for the man of 
business or finance who is able to think 
along sound economic lines. 

“What this all amounts to is that in 
various ways we are coming nearer and 
nearer to a_ practical, up-to-the-minute 
knowledge of the facts of current business 
and are learning what to do with these 
facts when they come. Twenty years ago 
men in business and finance based their 
operations largely upon theories which they 
considered safe and sound because they had 
been tested and tried and found to be safe 
and sound. These theories had worked 
in the past. Why should they not work in 
the future? 

“We still have respect for the tested and 
tried, but we do not build upon it to the 
exclusion of something better which may 
develop. We have come to realize from 
experience that any tomorrow may bring 
forth something in the way of a discovery 
which will deprive the old method of 
much, it may be all, of its value. In a 


sense the unexpected has become the ex- 
pected. 


You see, the world does move. 








“In a situation like this the value of re- 
search is conspicuous. If we are to be 
safe in our operations we must know what 
is going on about us. Once in possession 
of the facts of the case we are in a posi- 
tion to go ahead with reasonable assurance 
and to utilize in various ways this won- 
derful economic machinery provided by 
modern times. 





G. A. O'REILLY 


“Getting back again to the beginning and 
to the title of this talk I find from a 
variety of sources ordinarly considered 
reliable that business generally is good 
and sound, with everything back of it 
reasonably to be required in a successful 
carrying-on. Money and credit are ample. 
Buying power seems unlimited. The much 
talked-of ‘point of saturation’ seems as far 
off as ever, if indeed there is any such 
‘animal’ in existence. 

“The prophecies of a continuation of 
good business made at/the end of 1926 
have found substantial justification in the 
experience of 1927 thus far. There have 
been recessions here and there, but the 
current of general prosperity has moved 
with little check of any importance. For- 
eign trade has shown a healthy tone 
throughout the year and the relation of 
labor to capital seems steadily to be ap- 
proaching the point of complete con- 
sistency. It would be strange if the near 
future brought any important departures 
or that possible departure should find us 
unprepared. 

“These facts are favorable, but our 
most substantial assurance of success in 
the future is not to be found in any one of 
them or in any combination of them, but 
rather in ourselves. To a greater extent 
than ever before the future course of busi- 
ness is in our own hands. A splendid ma- 
terial basis exists. The rest of it is a 
matter of organization and research and 
management and work. 

“It is up to us. However the future 
may develop, it is up to us. If through 
disregard of the richness of information 


so readily available we fall asleep on the 
job or permit ourselves to be led astray by 
false signs or false prophets, it will be up 
to us. The fault will be ours. If we wait 
as that well known character in Dickens 
waited, ‘for something to turn up,’ we shall 
not be disappointed, but when the ‘some- 
thing’ does turn up it may not be alto- 
gether to our liking. 

“The old order in merchandising is 
changing. How many and which of its 
methods will be brought back to us by 
the experience through which we are pass- 
ing remains to be seen. But just now 
newer methods occupy the center of the 
| stage and claim our attention. 
| “We hear about constantly sharpening 
| competition, the installment method of sell- 
ing, hand-to-mouth buying, chain stores. 
We hear them spoken of as things unfor- 
tunate, unreasonable, unaccountable, and 
sometimes in tones which suggest near- 
hopelessness. 

“We hear of this competition between 
individuals, between concerns, between in- 
dustries, competition on the inside and on 
the outside, competition of the criss-cross 
| variety, and we wonder how the problem 
presented will be worked out, and we 
sometimes feel disposed to wonder as we 
listen to the complaints whether profit in 
business is not in danger of becoming a 
lost art. 

“Actually there is nothing remarkable 
in the fact of exceedingly sharp and con- 
| stantly increasing competition nowadays. 
It is perfectly reasonable that it should be 
here. It comes from definite causes and 
will remain with us until important 
changes have taken place in our industrial 
and commercial situation. 

“The case should not be difficult to un- 
derstand. Treating it is quite a different 
matter. We, make more goods than we 
can sell comfortably. But those goods 
must be sold if the wheels of business are 
to go around. And so we employ sales 
methods which may or may not be ‘com- 
| fortable.’ We do the best we can under 
| the circumstances. If the good, easy, old- 
| fashioned methods of former years would 
serve to keep the industrial and commercial 
decks clear there would be no occasion to 
| 











indulge in high pressure selling. But these 
ancient methods will not serve this pur- 
| pose. And so we have sharp and con- 
| stantly sharpening competition, with in- 
stallment selling and chain stores and high 
explosive advertising and a desperate 
reaching-out in all directions for addi- 
tional contacts with the purchasing public. 

“Are these methods to be referred to as 
temporary. expedients or as things which 
have come to us in the logic of evolution? 
I don’t know. But this much at least is 
certain. If they are economically sound 
they will remain and become definitely in- 
corporated into our business life and will 
demand that our business system be ad- 

(Continued on page 195) 
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President Merriman Says Wealth of Soil 
Should Reflect In Good Business 


ALLING attention to various phases 

of present business conditions, sug- 

gesting that a general average of a 
fair volume of business should be satisfac- 
tory, that business must not expect a con- 
tinuation of peak production enjoyed dur- 
ing the war, Dennis A. Merriman, Ameri- 
can Steel & Wire Co., president American 
Hardware Manufacturers’ Association, told 
the opening session of the manufacturers 
that the enormous wealth of the soil is 
bound to be reflected in good business 
throughout the country. In part Mr. Merri- 
man’s presidential address follows: 

“It is quite generally reported by vari- 
ous manufacturers and distributors of 
hardware lines throughout the United States 
that on the whole business up to this time 
in 1927 has compared favorably with the 
similar period of 1926. There are, of 
course, exceptions to this general rule, some 
showing improvement and some a decline. 
Prices have moved within a narrow chan- 
nel, variations either up or down being 
slight, and no distributor has suffered dur- 
ing this period because of any unusual loss 
on inventory or general disturbance in 
market conditions. In itself this is a de- 
sirable situation; but nevertheless there is 
more or less complaint surrounding the 
hardware industry because the volume of 
business is not sufficient to enable plants 
to run full, and the margin of profit is 
not great enough to allow fair return on 
the capital employed. It is no secret when 
I tell you that some excellent manufac- 
turing concerns and well-known jobbing 
houses have in the past few years paid 
very little return on the capital invested, 
and some of them no dividends at all. It 
is also a matter of record that a large 
number of retail dealers are working on 
very small margin, and many of them mak- 
ing no headway whatever. 

“There are, of course, many concerns, 
manufacturers, jobbers and retailers alike 
who have enjoyed moderate prosperity, but 
there must be a reason for the fact that 
prosperity is not more general; and per- 
haps in your deliberations during this con- 
vention some thought can be given to this 
all-important subject.” No reference is in 
mind to price advances or agreements, or 
anything of that sort; but there is an eco- 
nomic problem involved, and what the 
future holds in store must be seriously 
considered by all of us. Manufacturers 
find it difficult to market their product at 
a profit unless the distributor also makes 
a profit, and therefore we are vitally in- 
terested in helping the jobber solve his 
problem in this respect. ... Business is 
good—measured by bank clearings, car 
loadings and other indexes, but we must 
bear in mind that the peak production en- 
joyed by all manufacturers during the war 
period and shortly thereafter should not be 
expected to continue indefinitely, and that 
a general average of fair volume of busi- 
ness should be satisfactory. 


| 
| 








“There always has been competition, and 
there always will be competition. Some 
stress is being given recently to ‘a new 
kind of competition,’ but in my opinion it 
is the same old competition that has always 
existed, only a little keener, a little more 
severe and dressed in a new suit of clothes. 





DENNIS A. MERRIMAN 
President American Hardware Mfrs. Assn. 


There is a limit to the cost of production 
and beyond which it is impossible to go; 
distributors are met by this same _ brick 
wall in their cost of distribution. Some 
try to meet the situation by increasing 
their volume at the expense of profits, and 
by encroaching on the trade and territory 
of others. They remind me of the mer- 
chant running the clothing store who ad- 
vertised that he lost five dollars on every 
suit, but he could afford to do it because 
he sold so many of them. 

“For whatever the reason (and I have 
neither the time nor the inclination to 
attempt to explain it here), there is in 
nearly all lines of industry at the present 
time a lesser demand than the capacity to 
produce. Such a period is not unusual and 
need cause no alarm. Patience is what is 
necessary. If all will endeavor to conduct 
their business in a fair and reasonable 
manner with regard to their own interests 
and their neighbors’ interests, and the good 
of the whole community, we will have 
nothing’ to regret when we come together 
a year hence. There is every reason to 
believe that we shall have a good steady 
volume of business for many months to 
come. The crops this season have been 
bountiful and at prices highly remunera- 
tive. It has been estimated that the total 
value of all the crops in the United States 
this year will equal the enormous sum 
of $10,000,000. There are a few sections 
where the harvest has been disappointing, 





but on the whole the returns from crops 
will be highly satisfactory; and this enor- 
mous amount of wealth produced from the 
soil is bound to be reflected in good busi- 
ness throughout the country. Farmers are 
gradually coming into a better share of the 
fruits of their labor. We used to hear of 
carloads of hogs, sheep and cattle being 
shipped to market, and when the commis- 
sion man had sold the consignments and 
paid the freight, the farmers owed the 
commission man money, because the price 
secured was less than the amount of the 
freight charges. 

“This convention will mark the inaugu- 
ration of the Divisional Groups, and I urge 
upon every member attendance and par- 
ticipation in the meeting of his unit. 

“The immense distributive capacity and 
recognized financial stability of the hard- 
ware trade have in large volume attracted 
lines hitherto considered wholly unrelated 
and previously merchandised through other 
channels. Any manufacturer of a line 
which is susceptible of distribution through 
the hardware trade is eligible to member- 
ship in this Association, provided, of course, 
that his responsibility and business char- 
acter conform to our standards. 3ut a 
glance at our roster reveals the diversity 
of industry represented, and emphasizes 
not only the strength of our organization 
as a whole, but the great benefits which 
may accrue to makers of kindred lines as 
the Divisional Group idea is worked out 
and elaborated. Obviously the scope of 
the several groups must be the result of 
experience and evolution. While perhaps 
not entirely related in source, character 
and manufacture, the products classified in 
the several units have in common the same 
or similar sales problems, and from this 
starting point it is expected that gradually 
other common interests will develop. 

“Dependent upon the successful evolu- 
tion of the divisional units or groops, it is 
in the natural course of events not un- 
likely that the general legislative program 
of the Association will in future be largely 
based upon subjects proposed or recom- 
mendations made by the several groups 
representing maturity of thought not al- 
ways possible under the.old system. 

“It is proposed that group chairmen and 
committees will hereafter function con- 
tinuously, at all times willing, in coopera- 
tion with the general officers and secretary, 
to render every possible assistance to fur- 
ther the interest of members, and to aid 
the work of the various divisions. We feel 
that at times in the past this Association 
could perhaps have been a more efficient 
vehicle in conveying to the other branches 
of the industry the viewpoint of the manu- 
facturer. If this be true, the fault resulted 
from lack of that which we now propose 
to have, the necessary machinery to crystal- 
lize into tangible expression whatever or- 
ganized thought it may be desired to trans- 
mit.” 
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Constituent Associations Must Cooperate 
Energetically with Hardware Council 
Declares Hobart Beatty 


HARACTERIZING the Hardware 

Council as a part of the machinery 

useful in bringing about more eco- 
nomic distribution of hardware and allied 
products, Hobart R. Beatty, Clinton, III. 
past president N. R. H. A., declared that 
the constituent associations which form the 
Council must give this work energetic co- 
operation. This is imperative if established 
methods of hardware distribution are to 
continue, he told the joint opening session, 
Monday night, Oct. 17, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 

Reviewing the work of the Hardware 
Council to date and its aims of the future, 
Mr. Beatty continued: 

“The Hardware Council had its incep- 
tion in the thought that there should be 
a meeting place for the three branches of 
the trade to discuss problems of mutual 
concern. From every viewpoint efficient 
hardware distribution is a matter of com- 
mon interest to all engaged in the trade. 
The manufacturer makes goods for the 
consumer. The wholesaler and the retailer 
are the agencies utilized to get those goods 
to the consumer. All three are vitally con- 
cerned in the great problem of consumer 
service. 

“If the established method of distribu- 
tion is to continue, if it is to hold its own 
against the innovations which are show- 
ing increasing strength, it must be through 
energetic cooperative action rather than an 
aloofness one from the other. For hard- 
ware distribution is not the single enter- 
prise of the retailer or the wholesaler or 
the manufacturer; it is a joint enterprise 
of all three, and the three must of neces- 
sity work together in the solution of the 
problems of this joint enterprise. 

“This was the thought which motivated 
the National Retail Hardware Association, 
more than three years ago, in recommend- 
ing the formation of the Hardware Coun- 
cil. The same thought undoubtedly in- 
spired the other groups to accept the pro- 
posal. 

“At a preliminary meeting of the repre- 
sentatives of the groups in Philadelphia, 
June 26, 1925, it was decided such a Coun- 
cil should be organized. 

“Representatives were subsequently ap- 
pointed by the four associations, and the 
first regular meeting of the Hardware 
Council was held in New York on the 
16th and 17th of September following, 
when the organization was completed. 

“In the general organization plan it was 
provided that the Hardware Council should 
consist of twelve members inclusive, four 
manufacturers, four wholesalers and four 
retailers, and the purpose of the Council 
was defined as being— 





“*To provide an effective and practical 
means by which the three branches of the 
hardware trade may cooperate to study the 
problems of the industry; to discover facts, 
to draw conclusions and publish reports 


HOBART R. BEATTY 
Past President N. R. H. A. 


and recommendations; to establish more 
scientific operating methods in the trade; 
to eliminate waste; to endeavor to correct 
and eliminate unethical practices and poli- 
cies; to educate all branches of the trade 
in higher business standards and the more 
efficient conduct of their business; and to 
in other ways work for the progress of 
the hardware industry and in the public 
interest.’ 

“In the very beginning it was recog- 
nized that there must common view- 
points, that the minds of the representa- 
tives of all three groups must meet to make 
the work of the Council fully effective. 

“In the very nature of things, with its 


‘power derived from the member groups, 


the Hardware Council could not be a super- 
organization; it can only be a fact finding 
body, authorized to make such recommen- 
dations to the trade at large as may seem 
wise to the representatives of those groups 
composing the Council. 

“Its delegated function is ‘to study the 
problems of the industry; to discover facts, 
tc draw conclusions and publish reports and 
recommendations’ focused on more efficient 
hardware distribution. It has no power to 
enforce acceptance of its conclusions or 
adoption of its recommendations. 

“Getting these conclusions and recom- 
mendations before the members of the 
three trade branches for their considera- 
tion and action is the task of the constitu- 
ent associations; and unless this is done 
with an intelligent appreciation of the 
Council’s function in the interest of hard- 





ware distribution as a whole, the work of 
the Council will necessarily be unproduc- 
tive. 

“The general plan of the Council con- 
templates two regular meetings each year. 
The fifth meeting has just been held. 
Those best acquainted with the Council’s 
work feel that a good job has been done 
in the two years of its existence. 

“At the very first meeting it was recog- 
nized by all the members that if the Coun- 
cil was to do an effective job much interim 
work would be necessary. Out of this ne- 
cessity came the appointment of commit- 
tees for interim studies and reports to the 
Council, and all the more important of the 
Council’s recommendations to the trade 
have had their basis in these committee 
reports and studies. 

“The ‘Trade Betterment’ booklet, pub- 
lished by the Hardware Council and mailed 
to all members of constituent associations 
about six months ago, presented detailed 
committee studies and specific recommen- 
dations as modified and accepted by the 
Council on seven major problems of con- 
cern to every branch of the trade. 

“The ultimate value of such work by 
the Council can be determined only by the 
measure in which its conclusions and rec- 
ommendations are received and acted upon 
by the several trade branches and their 
respective members. 

“For however intently the Council may 
study, however earnestly its members may 
work to spotlight problems and determine 
causes, it does not have within itself the 
power of solution. Solution must come 
from those firms and individuals engaged 
in the great business of hardware distri- 
bution. 

“Those of us who have been intimately 
connected with the Hardware Council since 
its inception believe it has a broad field 
of usefulness in both the trade and the 
public interest. 

“We are impressed that the problems of 
hardware distribution are so many and so 
complex that cooperative thought and 
action are absolutely essential to the future 
of each of the groups in interest. 

“In this present era of competitive in- 
tensity we are forced to the conclusion 
that that form of distribution will sur- 
vive which best serves the public at the 
lowest cost. 

“For hardware distribution this means 
that every branch must do its full share 
in eliminating waste and reducing expense. 
Common objectives must prevail and com- 
mon incentives must stimulate group and 
individual action. The Hardware Council 
is but a part of the machinery to these 
ends.” 
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Top row—Mrs. R. J. Atkinson, Hobart R. Beatty, Clinton, Ill., past N.R.H.A. president; Sidney Atkinson and R. J. Atkinson, Brooklyn, N. Y., president 

N.R.H.A.; E. L. Clark, Greenlee Bros. Co. Second row—Fayette R. Plumb, Fayette R. Plumb, Inc., C. J. Whipple, Hibbard, Spencer, Bartlett & Co.; 

Matthias Ludlow, Newark, past N.R.H.A.; John Shann, Chas. J. Smith & Co..; Henry Duncan, president, New England Retail Hardware Association and 

A. C. Lamson, Marlboro, Mass., vice-president, N.R.H.A. Third row—Geo. Walter Davis, Mrs. Davis, Geo. W. Gray, Coshocton, Ohio, past N.R.H.A. presi- 

dent; A. H. Willey, Imperial Knife Co.; J. G. Heath, Remington Arms Co. Bottom row—Mark Lyons, McGowan-Lyons; C. E. Brown, Gardner Printing 
Co.; Matthew Poro, Mrs. Poro, Holtzer-Cabot, Boston; Norman Mintz, Silver Lake Co. 
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Secretary George A. Fernley Reviews National 
Hardware Association Activities 


RESENTING his annual report as 

secretary-treasurer of the National 

Hardware Association, George A. Fern- 
ley reviewed at the Wednesday afternoon 
session of that organization the many ac- 
tivities and services available for members. 
He reported 27 new members, outlined the 
results of several surveys conducted by the 
National Hardware Association, and com- 
mented on current conditions facing hard- 
ware jobbers. In part, Mr. Fernley said: 

“Letters received from members indicate 
the real value of our recently distributed 
Overhead Expense Investigations. Among 
the uses of our report can be listed the 
following: (1) Crystallizing the elusive 
idea of overhead into a concrete problem, 
illustrated with definite figures. (2) Em- 
phasizing the need of an adequate cost sys- 
tem. (3) Determining the comparative 
standing and trend of the individual busi- 
ness. (4) Locating disproportionally heavy 
items of expense and making every effort 
to reduce them. (5) Convincing manu- 
facturers of the gross margin necessary 
where prices are suggested. (6) Proving 
to salesmen and other employees that their 
compensation is fair. (7) Showing that 
certain tax deductions are justifiable and 
proper. (8) Demonstrating the necessity 
of charging interest on the entire invest- 
ment in the business. (9) Indicating to 
stockholders that expenses are proper. 

“Unsatisfactory return on capital invest- 
ment is considered one of the most impor- 
tant problems confronting our members. 
During the year we devoted considerable 
attention to this question and extensively 
corresponded with members in all sections 
of the country. -In many instances the ne- 
cessity of increasing volume in order to 
reduce overhead has been cited as essen- 
tial. 

“A complete analysis on this subject 
listed some of the reasons for the unsatis- 
factory margins as follows: Unwarranted 
price cutting, factory competition, insuffi- 
cient margin on unprofitable lines, over- 
production, over-extension of credit and 
long terms, overhead expenses, the expense 
of handling small orders, free delivery and 
freight allowance, taxes, etc. 

“Competition of manufacturers who en- 
deavor to sell the larger and more de- 
sirable retail accounts is considered by our 
members as one of the reasons for un- 
satisfactory profits. Because of its tre- 
mendous importance we have actively con- 
tinued our educational work to minimize 
this practice. 

“Conditions in other industries and the 
work of other organizations of whole- 
salers have been carefully studied. It is 
very pleasing to be able to report that the 
wholesale hardware merchant is more for- 
tunately situated than wholesalers in most 
other lines. Conditions, however, can be 
still further improved. 

“Our members have been kept fully ad- 
vised of important legal decisions affecting 


their business and their rights as whole- 
sale distributors. Among the most sig- 
nificant was the decision of the United 
States Circuit Court of Appeals in the 
Harriet Hubbard Ayer case. 

“It confirms the right of the individual 
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wholesaler to stop dealing with manufac- 
turers whose sales policy is not in his best 
interest. It also sustained previous rulings 
that a manufacturer acting individually can 
refuse to sell price cutters. This decision 
was confirmed by the United States Su- 
preme Court on March 14, and we sent 
members an opinion written by Mr. Levy 
at our request, explaining its important 
points. ; 

“On March 2 we also mailed members 
an opinion explaining the Supreme Court’s 
decision in the criminal suit in the Tren- 
ton Potteries case. The offenders were 
found guilty and a prison sentence imposed 
for price fixing and agreeing to confine 
their sales to certain classes 
Later the prison sentences were commuted, 
but the fines, which were very heavy, were 
not remitted. 

“The repeal of the war-time surtax on 
Pullman seats and. sleepers is desired by 
our members, and we are cooperating with 
the National Council of Traveling Sales- 
men’s Association to that end. It is urged 
that members write their Senators and Con- 
gressmen asking for the repeal of this tax. 
We are also watching for proposed legis- 
lation inimical to the interests of members. 

“Efficient distribution is a vital. factor 
in the hardware business today. Wholesale 
distributors are therefore essential. By 
carrying well-assorted stocks which en- 
able the retailer to obtain a satisfactory 
turnover and a profitable margin, they ren- 
der an invaluable service. 

“Tt is not necessary for the retailer who 


of trade.. 





buys from the wholesaler to run any risk 
of stocking unsalable goods. Through his 
broad contact with the trade the whole- 
saler is thoroughly posted. He knows the 
lines that sell, and protects the retailer 
by supplying merchandise on which a satis- 
factory turnover can be realized. 

“Hardware wholesalers are doing more 
today than ever before to merit the busi- 
ness of the retailer. Our Association is 
also deeply interested in the problems of 
the retailer and the work of the Retail 
Association, and was represented at its 
Twenty-eighth Annual Congress by Presi- 
dent Donlevy, Vice-president Nichols, J. T. 
Martindale of the Executive Commttee, 
and the secretary-treasurer. 

“Among the more important matters re- 
ceiving the attention of the Accessories 
Branch is the apparently increasing tend- 
ency on the part of automobile manufac- 
turers to completely equip new cars with 
all accessories. The sale of electrical ap- 
pliances by public utility companies at 
prices which do not permit the retailer to 
compete,’ and the rapidly changing char- 
acter of the radio business have also been 
considered. We are now cooperating with 
the Merchandising Committee of the Na- 
tional Electric Light Association in an 
effort to improve the electrical appliance 
situation. 

“Another subject which has been fre- 
quently discussed by members of our 
Accessories Branch is the use of specialty 
salesmen. As a result of requests for in- 
formation on this question, we compiled a 
12-page report, which was distributed un- 
der date of March 17. The responses we 
received indicate that this report was of 
interest. Having secured the opinions of 
our members as to whether specialty sales- 
men are necessary and advantageous, we 
then sent an inquiry to associate members 
for the purpose of determining to what 
extent manufacturers employ missionary 
salesmen, and in what way they can be 
most profitably utilized by the wholesaler. 

“The activities of our Accessories Branch, 
which includes the manufacturers of auto- 
mobile accessories, electrical goods and 
radio supplies, are of increasing interest 
to our active members, particularly as many 
believe it necessary to add new lines af- 
fording a greater margin than is obtain- 
able on staples. 

“The Metal Branch, under the chair- 
manship of F. O. Schoedinger, held an un- 
usually constructive two-day meeting in 
Cleveland on May 5 and 6, and a most 
interesting session has been arranged for 
Tuesday of this week. The Metal Branch 
has, during the past four or five years, 
accomplished substantial results for its 
members, and at this time we particularly 
wish to request that those who handle sheet 
metal, tin plate and allied lines participate 
fully in the activities of the department 
of our Association. 

(Continued on page 194) 
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Nichols Makes Appeal for Cooperation 







the Hardware Field at Tuesday’s Session 


EVIEWING the many factors that 
sri into present day distribution 
problems, A. H. Nichols, Buhl & Sons 
Co., Detroit, Mich., vice-president of the 
National Hardware Association and chair- 
man of its Accessories Branch, made sev- 
eral observations based on his experience 
particularly with automobile accessories, 
radio and electrical appliances. Mr. 
Nichols said in part: 
“We are here from all parts of the coun- 


| unmindful of the great privilege of living 





try in an effort to understand each other | 


better. 
facturer, wholesaler, or retailer, we are 
interested in friendly relations, in the suc- 
cess of others as well as ourselves, for we 
know that good will in business is a tre- 
mendous asset. 

“While there are many changes in busi- 


As business men, whether manu- | 


ness methods, the real principles of life | 


and business never change. There are 
many improvements but the foundation re- 
mains the same. 
us greater problems. For instance, the 
automobile made it necessary for better 
roads and as a result there are today over 
650,000 miles of paved roads in this coun- 
try. The good roads have brought to the 
merchandiser a very serious problem. His 
competitor is no longer the man next door 
or across the street; he may be across the 
state. 

“I wonder if we really do at all times 
have the right conception of the problems 
that come to us. I cannot believe that the 
Chinese intended to make money the most 
important factor in life when they es- 
tablished the Gold Cube as a measure of 
values and called it money. Yet, I am 
afraid that there are a great many of us 
today who do look upon money as the 
most important factor in life. There are 
many other things besides money that play 
an important part in the welfare of every 
individual. 

“Real success is happiness and happiness 
does not consist in the abundance of things 
we possess. Without regard to what we 
may think, it really is the spirit in which 
we enter into things that brings us success. 
Without the right spirit everything we 
enter into is apt to produce anger, jealousy 
and hatred. Such things cause sorrow and 
sadness. 

“Many times in looking into the future 
our vision is not clear and perhaps we 
think there are no more opportunities ; that 
the days for money making are over, but 
we are forgetting that it is our privilege 
to live in the youngest of all the great 
nations, yet by far the wealthiest of all 
nations, our total wealth being estimated 
at four hundred and twenty-five billion 
dollars or 45 per cent of the total wealth 
of the world, which represents financial 
resources four times greater than that of 
Great Britain and over five times the 
wealth of France, Belgium and Spain com- 
bined. And then, too, perhaps we are 
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Each problem brings to | 











in this rapidly moving age. 
“Tt is no longer a part of our day’s work 
to fill the lamps, clean the chimneys and 








A. H. NICHOLS 
Buhl Sons Co., vice-president, N. H. A. 











trim the wicks in order to secure light. 
We turn a switch and instantly darkness 
disappears. But what are we doing with 
the time these great labor saving improve- 
ments have given us? Are we using this 
extra time to help those around us? Are 
we developing the human element in our 
business? How many firms have made 
a financial failure of their business be 
cause they neglected to develop the human 
element? We place a new machine in our 
factory. We marvel at the wonderful 
things it will do, and if by chance it goes 
wrong we gladly work day and night and 
Sundays if necessary to restore the ma- 
chine to its normal condition. Are we as 


chance. Profits are ruined in many cases 
; on account of our neglect to analyze our 
business. We do not seem to realize that 
there is a vast difference today between 
price we pay and cost. 

| “The most vital and important problem 
| in the welfare of everyone is distribution. 
Do we know its cost, or has keen com 
petition caused us to “take a chance.” 
' Senator Capper stated a short time ago 
| that the farmer gets only ten billion dol 
lars for products that cost the consumer 
thirty billion dollars. In most large cities 
a quart of milk costs the family 14c., 
while the farmer receives less than 4c. 
Compare the difference there, with what 
the producer receives and what the con- 
sumer pays for his merchandise, and re- 
member if you will, the constant demands 
made upon the merchandiser for service. 
In many instances the cost of selling and 
delivering is greater than the cost of manu- 
facturing. I requently there are four or 
five wholesalers delivering their wares to 
the same retail merchants, when the cost 
of delivery for each shipment is more 





| than the entire profit on the goods sold. 


| 
| 





| 
| 


interested in our employees as we are in | 


a machine? If you would ask one who has 
been successful in business what he at- 
tributed his success to he would tell you 
‘Because I loved my business and became 
a help to others by correctly solving my 
problems.’ 

“IT entered a business man’s office one 
morning. I found him leaning over a pile 
of work he had on a table adjoining his 
desk. He told me he was pricing his in- 
ventory. I asked him why he was spending 
his time at that work when a man at $100 
dollars a month would do the work just 
as well. He replied that he had no thought 
of the saving in dollars that he was making 
by doing that work, but he looked forward 
with a great deal of pleasure to the two 
or three weeks of each year that he devoted 
to this work because it was the greatest 
opportunity he had to analyze his business. 
Many millions of dollars are lost annually 
by those who are content with taking a 


“No doubt the cost of manufacturing 
has been decreasing. But the cost of sell- 
ing has increased more than enough to 
offset it. Yet the manufacturer is com- 
peting with the wholesaler while the re- 
tailer thinks he can eliminate the whole 
saler, all of which does not increase the 
consumption of merchandise and conse 
quently does not increase the business of 
the country. If the wholesaler should pass 
from the picture three quarters of the re- 
tailers would be compelled to close their 
doors and the chain stores and catalogue 
houses would reap the harvest. Does the 
manufacturer believe he can reduce the 
cost, of distribution by selling direct and 
keeping the accounts of the merchants in 
the ninety-nine thousand cities and towns 
in the United States of less than 10,000 
inhabitants ? 

There never has been a time when asso 
ciation work is as necessary as the present 
time; never a time like the present when 
the manufacturer, the wholesaler and the 
retailer should stand together for the good 
of all. We all have a work to do. Your 


| secretary cannot do this work for us. It 


| 


| 


, automobile 








is our work. 

“Our meeting today is in the interest of 
accessories and electric ap- 
pliances as it affects the hardware dealer. 

The automobile industry has made the 
greatest advancement of any industry in 
the world’s history, and although unknown 
a few years ago it is today the world’s 
greatest industry. Meat packing interests 
being second, steel being third. In 1895 
there were four automobiles in use in this 
country. In 1926 there were, in round 
numbers, twenty million automobiles and 
three million motor trucks in operation in 


(Continued on page 197) 
























































le Sh ahi nr yuri 








es 








116 - HARDWARE AGE for OCTOBER 





Left to Right—Don S. Brisbin, Columbus-McKinnon Co., Wallace L. Pond, Nicholson File Co., W. L. Blumberg, W. L. Blumberg Co., Sam Ancelerwitz, 
Wm. Goldenblum Co., George T. Kimball, American Hardware Corp., and L. H. Webber, The Geo. Worthington Co. 


Cost of Missionary Work, Direct Shipments and 
Special Salesmen in Sport Goods Group 


RESENT-DAY distribution costs of 

arms, ammunition and other sport 

goods, due in a large measure to the 
high cost of missionary work, special fac- 
tory men to travel with jobbers’ salesmen, 
and direct shipments of small orders, were 
the chief topics under consideration by 
Group 5 of the American Hardware 
Manufacturers’ Association, which included 
the manufacturers of sporting and gun 
goods and explosives. This group met 
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Tuesday afternoon, with P. E. Barth, 
Western Cartridge Co., East Alton, IIl., 
as chairman. T. W. Cahill, Marlin Fire- 
arms Co., New Haven, Conn., was program 
chairman, assisted by M. C. Treadway, 
Horton Mfg. Co., Bristol, Conn., and G. F. 
Hamlin, Atlas Powder Co., Wilmington, 
Del. 

Mr. Cahill, as program chairman, -ex- 
plained that all members of the group had 
been invited to contribute topics for con- 
sideration. He reported that the majority 
indicated a keen interest in such subjects 
as present-day trade practices, distributing 
costs, relation between manufacturer, job- 





ber and dealer, and wished to study the 
advantages and disadvantages of expensive 
missionary and special salesmen. 
Saunders Norvell, president, Remington 
Arms Co., Inc., New York City, said his 
brief, yet intensive, experience in the arms 
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Western Cartridge Co., chairman of Sport 
Goods Group 











and ammunition field convinced him that 
problems of this industry were not unlike 
those he faced in the drug business. He 
said there was obviously over-organization 
in many companies, there being a vice-presi- 
dent in charge of sales, general sales man- 
ager, district sales managers, junior terri- 
tory men, regular salesmen, missionary 
salesmen and specialty salesmen. The high 
traveling costs of all these men, who in 
many cases duplicated each other’s work, 
caused lost motion in getting over their 
companies’ sales message. 

Mr. Norvell said a recent investigation 
of sales records showed a peculiar condi- 
tion in that those jobbers who complained 
the most were in each case large accounts 
and were showing definite increases in their 
business with his company and that those 
offering no complaint were showing some 
decline. He decided that those complain- 
ing were probably giving the line attention. 


He urged manufacturers of arms, ammu- 
nition and related sport goods to assist 
in game preservation work. 

The subject assigned to Mr. Norvell was 
“Trade Practices.” After these few pre- 
liminary remarks, he offered parts of his 
paper on this subject, published in full, Oct. 
20 issue of HARDWARE AGE. 

Frank Drew, president, Winchester Re- 
peating Arms Co., New Haven, Conn., said 
he never had any doubts but that jobber 
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Group chairman 














distribution was the most effective and eco- 
nomical means of selling sport goods, arms, 
etc., but that he has discovered some job- 
bers who do not function adequately. The 
majority, however, he said, paid their bills 
promptly and gave a valuable service to 
the consumer through the dealer. 

Mr. Drew commented on the expense of 
sending factory men out on the road with 
jobbers’ salesmen, and commented on the 
cost of direct shipments, the latter often 
for a single item which should be carried 
in stock by the jobber. He expressed the 
hope that all manufacturers would make 
an extra charge for direct shipments and 
eliminate missionary sales work. 

(Continued on page 203) 


























Left te right—Mrs. Kelting, Mr. Kelting, R. J. Atkinson, N.R.H.A. president; Mrs. Ehrsam, Mr. Ehrsam, all of Brooklyn, N. Y., and Ernest Johan- 
nesson, president, Baltimore Retail Hardware Association. ; 


Radio Accessories Are Merchandise but Radio 
Receiving Sets Are a Specialty 


tubes, batteries and similar items 

are over the counter merchandise 
and the merchant needs little special train- 
ing to sell them, said H. R. Melhuish, man- 
ager of sales for the Radio Corp. of 
America, speaking before the accessories 
branch of the National Hardware Asso- 
ciation Tuesday morning. In presenting 
the requirements for successfully selling 
receivers by the merchant at some length, 
Mr. Melhuish said that jobbers who dis- 
tribute receivers must establish a depart- 
ment and employ salesmen .who can edu- 
cate the dealers for this work. The 
speaker said in part: 

“Most hardware dealers sell radio ac- 
cessories such as tubes, batteries, wire and 
ground clamps. None of these accessories 
requires any special selling arrangements 
on the part of the dealer, but all of them, 
even including radio tubes, may be sold 
over-the-counter like any other line which 
the hardware dealer carries. In the case 
of the radio tubes, a special device for 
testing each tube as it is sold is often 
used to satisfy the purchaser of the tube 
that it is in good working condition at the 
time of its sale. Except for this special 
means of assuring the customer, this class 
of merchandise requires no particular sales 
effort on the part of the dealer. 

“Because of his lack of experience with 
this class of merchandise the hardware 
dealer will not readily see why radio re- 
ceivers cannot be sold in the same way he 
sells lawnmowers. 

“Radio receiving sets are a_ highly 
specialized line of merchandise. In this 
respect they may be compared with auto- 
mobiles and sewing machines. Radio must 
be sold in the same manner as other spe- 
cialty lines that are sold by concentrated 
sales effort and efficient service. The 
dealer who expects to sell radio receivers 
as he would sell eight penny nails or 
barbed wire, will find at the end of the 
year that his radio set business has brought 
him only a net loss. 

“While such a specialty salesman need 


R ‘cies accessories, such as speakers, 





not be a technical expert he should know 
enough about the essential features of the 
particular type of radio he sells to satisfy 
a prospective customer as to the important 
and up to date details of construction. 
“Like other specialty lines, radio re- 
ceivers must be demonstrated either in the 
store or in the home. Home demonstra- 
tions are always to be preferred where 
permission to give them can be obtained 
from responsible prospective customers, 


but store demonstrations are also desirable 
in order that the customer may select from 


the several different styles the particular 
type of radio receiver in which he or she 
is most interested. 

“Another factor of outstanding im- 
portance in the retailing of radio is the 
service afforded by the dealer subsequent 
to sale. The hardware dealer who carries 
on an over-the-counter business is less fa- 
miliar with this service factor and he 
therefore does not always realize the im- 
portance of good service in maintaining 
the customer’s good will and increasing 
his sales volume. 

“However, there are occasions when 
every mechanical and electrical device will 
cease to function, or will not give proper 
and satisfactory results. As the radio re- 
ceivers of today are complex and intricate 
electrical devices which cannot be readily 
repaired by one who is unskilled in that 
class of repair work, it is usually necessary 
that the dealer’s radio department shall 
have at least one man skilled in radio ser- 
vice work. 

“When a _ customer’s radio receiver 
ceases to function his good will may soon 
be lost unless steps are promptly taken to 
again put his receiver in good working 
order. One of the greatest assets in the 
building and maintaining of good will for 
any radio department is a thoroughly com- 
petent service man who is courteous and 
always careful not to mar the radio cabi- 
net, or to spill solder or dirt in the custom- 
er’s home. It may sound amusing to hear 
me say this, but the fact is that frequently 
the good effect of prompt and efficient ser- 





vice is lost through such carelessness on 
the part of the service man. 

“In speaking of service, I do not refer 
to merely the gratuitous maintenance of a 
radio receiver during the period of its fac- 
tory guarantee, but to all classes of service 
including that of installation and repair 
subsequent to the factory guarantee period, 
all of which latter should be paid for by 
the customer. A properly managed ser- 
vice branch of a radio department can 
usually be made at least self-sustaining 
within a few months time and it should 
become a continuous source of additional 
revenue for the radio department. 

“There is ample evidence that the hard- 
ware dealer can substantially increase his 
profits by adding a line of radio receivers 
provided he meets the problem of selling 
this specialty line and also provided that 
he will limit his sales of receivers to the 
product of one manufacturer, or not in any 
case to exceed two manufactured lines. As 
evidence of the profit which a dealer may 
make, I need only refer you to the July 
issue of HARDWARE AGE, where there is 
published a statement by a Massachusetts 
hardware dealer. He explains that, by 
concentration, departmentising, and _ speci- 
alty sales and “service work, 25 per cent 
of that store’s total income was produced 
from the radio department through the use 
of only one-tenth of the floor space. 

“Probably no other retailer reaches the 
farm market as effectively as does the 
small town hardware dealer. Farmers need 
radio for prompt information on crop and 
live stock quotations and for entertain- 
ment much more than do those of us who 
live in the cities. The opportunity of the 
small town hardware store to be the prin- 
cipal outlet for radio sets is also improved 
by the fact that radio specialty stores can- 
not long survive in the small rural com- 
munities. When such hardware dealers 
have been properly taught by the jobbers 
how to merchandise radio receivers, these 
small town dealers will become a steady 
market for the hardware jobber who han- 
dles radio sets.” 
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Left to right—Jas. A. Gaffney, J. A. Gaffney Co., Inc.; Frank J. Loughlan, Cincinnati Tool Co.; K. Lester Wilson, Taub 
Fox, J. W. Fox Hardware Co.; Fred Ritterbusch, Reading Knob Works; Harry Schmidt, 


Co. and J. M. Wood, Waterbury Co. 
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tive Co., Willard 


J. W. Fox Hardware Co.; F. C. Wagenkencht, Lovell Mfg. 


Trend of Radio Power Supply Analyzed by 
E. E. Horine Tuesday Afternoon 


ONTENDING that there is a very 
definite field for both radio “B” bat- 
teries and radio socket power devices, 

E. E. Horine, National Carbon Co., Long 
Island City, N. Y., at the Tuesday after- 
noon session of the Accessories Branch of 
the National Hardware Association, ana- 
lyzed the radio power supply situation as 
he has found it. Basing his observation 
largely on a comprehensive survey made 
by his company, Mr. Horine said in part: 

“If I were to judge the radio power 
situation solely by the superficial evidence 
which meets the casual eye, I would con- 
clude, along with the man on the street, 
that the ‘B’ battery is doomed to early 
and complete extinction. 

“Conversely, there is considerable evi- 
dence available which, taken alone, would 
justify the conclusion that socket power 
devices are no good, never were any good, 
and never will be any good. 

“The truth of the matter, of course, lies 
somewhere in between these two extremes. 
We cannot afford to analyze so important 
a phase of radio reception as the power 
supply device merely on heresay evidence 
or on the statements of several over-en- 
thusiastic fans. It is a trait of human na- 
ture that we are easily swayed by en- 
thusiasm, and if the enthusiastic state- 
ments of our acquaintances parallel our 
own experiences we are all the more liable 
to jump to the conclusion that our little 
particular case is truly representative of 
the general state of affairs, whereas a 
broad survey of the situation might easily 
reveal exactly contrary conditions. 

“This explains why one jobber recently 
expressed disgust at the mention of socket 
power devices, saying they were failures 
and declaring his intention of never han- 
dling another one as long as he lived, while 
a competitor of his, located less than two 
blocks away, was bubbling over with en- 
thusiasm for them, saying most emphati- 
cally that they were an unqualified suc- 
cess, and giving the impression that he was 
going to consecrate the remainder of his 
natural life to the noble task of installing 
one on every set within the sphere of his 
activity for the satisfaction they would 
bring his customers. 

“Neither of these men was right. One 
had had a phenomenal run of bad luck 
with socket power devices; the other an 
equally phenomenal run of good luck. 
Neither’s experience was truly representa- 


tive of the general state of affairs. 

“In an effort to get a true picture of 
the radio power situation, the company 
I represent has tapped practically every 
available source of information on the sub- 
ject; it has even gone into the homes of 
radio users here, there and yonder to find 
out what they are doing now and what 
they plan to do in the future relative to 
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their radio power plant; it has surveyed 
this country up and down and crossways, 
not once but several times, with the result 
that it has a large fund of information 
on the subject which is most valuable. And 
if my remarks seem to paint the future of 
the ‘B’ battery in brighter colors than some 
of you might think warranted, believe me 
it is not because the wish is father to the 
thought, but because a cold-blooded analy- 
sis of the situation justifies it. 

“One of these surveys was conducted 
among radio set owners who had at one 
time or another purchased and used a 
socket power device. It was a representa- 
tive survey, covering individual users in 
over 400 cities and towns in every State 
of the Union east of the Rocky Moun- 
tains, including that Utopia of survey 
hounds, Zanesville, Ohio. It brought to 
light two interesting and highly significant 
facts. First, that the dissatisfaction with 





socket power was more prevalent and more 
widespread than had been thought to be 
the case, and, second, that this dissatisfac- 
tion was more with the socket power idea 
itself than with any particular make or 
type of socket power device. 

“Ninety per cent of those interviewed 
had previously used ‘B’ batteries, and there- 
fore were in position to make compari- 
sons. The four outstanding arguments 
which persuaded these people to buy socket 
power devices were, in the order of their 
effectiveness: (1) Greater economy, (2) 
more convenience, (3) more uniform power, 
and (4) improved reception. You will 
note that these are all comparative virtues 
—things socket power is supposed to do 
better than ‘B’ batteries. In over half the 
cases—and please bear in mind that this 
was a comprehensive survey—socket power 
failed to live up to the expectations of its 
purchasers. 

“This does not argue that socket power 
devices are all faulty or that the socket 
power idea is all wrong. Far from it. 
But what it does show is that there is a 
class of receiver in use and for sale today 
cn which socket power devices, in their 
present form at least, cannot compete with 
‘B’ batteries. Socket power cannot cover 
the entire field of radio like a blanket. 
Neither can ‘B’ batteries. There is a field 
for each; a goodly proportion of the radio 
using public is better off with ‘B’ batteries. 
The rest need and should employ socket 
power. 

“The ‘B’ battery possesses certain in- 
herent advantages not duplicated in socket 
power devices. It is the only source of 
pure D. C. we have, and without pure 
D. C. the receiver is handicapped in its 
effort to produce the utmost in tone qual- 
ity. ‘B’ battery power is independent of 
all the external influences which some- 
times interfere with the steady delivery 
of power by wire. There are many such 
advantages, but the owner of a super- 
de luxe eight or ten tube set finds the in- 
convenience of battery power burdensome, 
so he resorts to socket power, and rightly 
so. He needs it. And, fortunately, this 
type of radio owner usually can afford the 
outlay necessary to secure the kind of 
socket power device that most closely ap- 
proximates the pure D. C. of batteries in 
its output. 

“It is just as much of a misfit to apply 
socket power to an economical, light drain 




















receiver as it is to attempt to secure satis- 
faction from ‘B’ batteries on a ten tube set 
drawing 60 to 70 milliamperes in the plate 
circuit. One is just as productive of dis- 
satisfaction as the other, and as time goes 
on we will see a line of demarkation be- 
tween the two classes of receivers begin 
to define itself, with a good market for 
‘p’ batteries on one side and another good 
market for socket power devices on the 
other. 

“Judging by the volume of socket power 
advertising and publicity matter which 
daily greets the eye, one would naturally 
conclude that there is a decided and rapid 
drift on the part of the radio public toward 
socket power, but a careful study of the 
situation, which goes deep down to the 
very heart of the matter, reveals that this 
is not the case. We find that socket power 
is going more and more into those homes 
where it is needed and where, because it 
is needed, it can live up to the claims made 
for it. There is now, and will be, a large 
proportion of battery operated receivers 
which will continue to demand ‘B’ bat- 
teries. And while the demand for ‘B’ 
batteries will not increase from year to 
year in the truly phenomenal manner we 
have become accustomed to, there is no 
reason to believe that it will ever decline 
from its present high level. 

“In predicting the continued demand for 
‘B’ batteries, I am not confining my 
thoughts to those receivers located on 
farms or other places where power is not 





available. A large part of the market for 
‘B’ batteries will be in cities and towns, 
just as it is today, but the rural market 
will doubtless become a more important 
factor as time goes on, not alone in ‘B’ 
battery sales but in radio in general. 

“So far I have confined my remarks to 
the ‘B’ battery and ‘B’ power supply units, 
mainly because this phase of radio power 
supply has, until recently, received the 
most attention from manufacturers and 
the public. But the need for a successful 
‘A’ power supply device is just as great, 
if not actually greater, than for a ‘B’ unit. 

“The problem of running the filaments 
of vacuum tubes from the house current 
is infinitely harder to solve than that of 
the ‘B’ end of the set, and this is doubtless 
one of the reasons why we have so many 
‘B’ devices on the market and so few ‘A’s’. 

“There are at least four different ways 
of driving the filament circuit from A. C. 
The high voltage rectifier filter with series 
filament connections; the low voltage rec- 
tifier filter with parallel filament connec- 
tions; the use of raw A. C. on the fila- 
ments of specially constructed tubes, and 
the indirectly heated A. C. tubes. 

“Each of these methods has its advan- 
tages and its disadvantages. Examples of 
all four of these methods of A. C. fila- 
ment drive are to be found in this season’s 
crop of ‘all-electric’ sets. As times goes 
on and experience accumulates, it is prob- 
able that one or two of them will emerge 
as the most satisfactory around which the 
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‘all-electric’ set of the future will develop. 
It is too early now to predict which will 
survive, and I would be the last to venture 
into that treacherous realm at the present 
moment. 

“There is a great public interest in the 
‘all-electric’ set, and many will be sold 
this season and in the seasons to come. 
There is a large, untouched market for 
such receivers, consisting of people who 
have beeen waiting all these years for a set 
that hooks into the light circuit, and while 
the sale of these receivers will doubtless 
encroach to a certain extent on the mar- 
ket for ‘B’ batteries and ‘B’ socket power 
units, it is my opinion that, in the main, 
they will go to individuals who could not 
be reached and interested in radio in any 
other way. 

“I have studied this radio power situa- 
tion long and carefully. It is a part of my 
job. And it is my honest conviction that 
the three principal types of power supply 
devices, the ‘B’ battery, the ‘B’ socket 
power device, and the ‘all-electric’ set, have 
no quarrel with each other, nor is any one 
or two of them going to force the other 
out of business. There is a need for each, 
and each covers a field and reaches a mar- 
ket inaccessible to the others. The total 
radio power supply business is now being 
split three ways, instead of only one or 
two, as formerly, and with radio as big 
as it is, and growing as fast as it is, there 
is plenty to go around, and then some.” 


Introducing Modern Display Methods to the 
Retail Hardware Dealer 


“ ARDWARE lends itself admirably 
to the modern methods of dis- 
play,” said John N. Ganzer, vice- 

president of the Duluth Show Case Co., in 

his address at the Accessories Branch of 
the National Hardware Association, Tues- 
day morning. 

Mr. Ganzer has hastily sketched the re- 
cent changes in merchandising from the 
beginning of the mail order houses through 
the chain store development—both due, he 
said, to display methods. Then he urged 
the jobbers to interest themselves in the 
display methods used by the chain stores, 
drug stores and others who are using the 
modern methods to extend their trade. As 
to the best method of changing the old- 
style hardware store into a modern mer- 
chandising institution, he said in part: 

“The problem, as I see it, is to get the 
hardware retailer to put these methods to 
work in his store, and I believe the man 
who can do it is the wholesaler’s salesman, 
if he is given the proper training and mate- 
rial to work with. 

“There are many hardware men that will 
tell you the display table method of sell- 





ing hardware will not work, but they for- 
get that it works for the chain store, and 
that these stores use the same identical 
methods in their New York and Detroit 
stores that they use in Kansas or North 
Dakota. But there is a right and wrong 
way to do everything, and the display table 
method of merchandising is no exception. 

“From our experiences we have found 
that the most effective means of getting 
the retailer to use this method is to fur- 
nish him the complete system and then be 
sure that he understands how to operate it. 
For this reason it is very necessary that 
the wholesaler’s salesman understand thor- 
oughly all of the details regarding it. 

“They should be shown the things to 
avoid and they should be shown how to 
group merchandise in order to have asso- 
ciated articles sell each other. 

“They should also be shown how to use 
leaders correctly, as this is a very valuable 
means of bringing customers into the store. 
Yet many merchants have got into diffi- 
culty through trying to meet every special 
price in town. 

“Open display and plain bold price tick- 





, 
| ets are the same to retail selling that the 


high speed automatic machine is to manu- 
facturing. It is mass selling. 

“For the wholesaler to properly apply 
the display table principle of merchandis- 
ing to the stores’of his customers, I be- 
lieve that it is necessary for him to fur- 
nish his customers the complete plan, in- 
cluding the table and the merchandise to 
go with it. If he does not furnish the 
merchandise, he should then furnish the 
customer a photograph or a blue print 
showing just how the merchandise should 
be placed on the table. The proper ar- 
rangement of the merchandise is very im- 
portant. 

“In the average plan there is too much 
in the way of generalities and not enough 
concrete information to enable the retailer 
to accomplish the result he is after. 

“You will find everyone of the chain 
stores using the same system and increas- 
ing their sales through this method. If it 
works for them, it will work for the hard- 
ware retailer, and this means more business 
for the wholesaler.” 
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Top Row—R. A. Ostram and J. H. Ganzer, Duluth Show Case Co.; Fred Pfeifer, Payson Mfg. Co.; R. O. Recknagel and E. J. Williams, Corbin Screw 
Cerp. Second Row—E. P. Harris, Payson Mfg. Co.; E. W. Hardin, Mrs. Hardin and Miss Margaret Hardin, Amarillo, Texas; E. E. Baldwin, Corbin 
Serew Corp.; J. H. Richards, Bethlehem Steel Co. Third Row—J. N. Mackin, E. C. Atkins & Co.; Geo. W. Jones, Pittsburgh Steel Co.; Robt. A. Smith, 
Balto Copper Smelting and Rolling Co.; A. H. Barnett, Black Diamond File; Frank Drew, Winchester Repeating Arms Co. Fourth Row—G. M. Riley, 
Irwin Auger Bit Co.; Robt. P. Kelly, Clemson Bros.; L. L. Sullivan, Irwin Auger Bit Co.; C. F. Sharrocks, Baker, Hamilton & Pacifie Co.; J. 5S. 
Bonbright, Pennsylvania Lawn Mower Co. Bottom Row—Jack Finch, Tower Mfg. Co., H. L. Grav, Simmons Hardware Co.; A. E. Meigs, A. S. 
Vaughn and H. A. Vaughn, Vaughn & Bushnell Mfg. Co. 
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Top row, left to right—Mrs. Llew S. Soule and Miss Innes Calloway; W. McK. Reber; Mrs. Edwin Harris, Edwin Harris, Pawtucket Mfg. Co.; Mrs. 
Harry B. Read, Harry B. Read, Belcher & Loomis Hdwe. Co. 

Second row, left to right—H. J. Strugnell, Remington Arms Co., Inc.; C. L. Reierson, Gilbert & Bennett Mfg. Co., C. R. Watkins, Watkins-Cottrell Co.; 

Roy Webster, Sand’s Level & Tool Co.; Glen Jennings, Wright & Wilhelmy Co., Omaha, Neb.; Ed. King, Sand’s Level & Tool Co. 

Third row, left to right—James H. Oliver, Llew S. Soule, HARDWARE AGE; W. R. Hill, Sargent & Greenleaf, Inc.; P. J. Cosgrave, HARDWARE AGE; 

M. P. Goodfellow and August J. Steffens, Catalog Dept., Brooklyn Daily Eagle; Paul Crissey, Edw. W. Katzinger Co., Hal. Blodgett, HARDWARE AGE. 

Fourth row, left to right—Mrs. H. K. Zust, H. K. Zust, vice-president, Camillus Cutlery Co.; A. I. Fish, A. J. Lindeman & Hoverson; O. W. Polster, 

Witte Hdwe. Co.; M. E. Johnson, Pittsburgh Steel Co.; Mrs. & Mr. Martin W. Wright, Conn. Valley Mfg. Co. 

Bottom row, left to right—Sigmund Kastor, Adolph Kastor & Son; Col. Houston Dudley, Gray & Dudley Co.; Adolph Kastor, Adolph Kastor & Son, 

with J. L. Schrade and W. H. Maxwell, Jr., Schrade Cutlery Co. 
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The Jobbing Situation in.Sheet Mill Products 
and a Proposed Remedy 
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OMPETITION of sheet and tin 
plate manufacturers for mixed car- 
load orders of “wire, sheets, pipe and 

what not” have more or less demoralized 
the trade and the function of the manufac- 
tured and jobber have become sadly mixed, 
according to Walter C. Carroll, president, 
National Association of Sheet and Tin 
Plate Manufacturers, one of the speakers 
before the metal branch of the National 
Hardware Association Tuesday afternoon. 

Mr. Carroll briefly described the present 
situation as more or less jumbled, chiefly 
because of conditions growing out of the 
1919 and 1920 conditions. In many cases, 
he said, manufacturers today are filling 
orders that belong to the jobbers division 
and that there is no profit in so doing. 
Today the manufacturer is pleased to re- 
ceive seasonal orders for a carload and 
he misses the old orders for 100 or 200 
tons and the profits that accompanied those 
orders. 

In the regular order today, production 
of sheet mills run about 4,500,000 tons of 
sheet mill products. The manufacturing 
capacity is about 5,500,000 tons. Of the 
production, about 600,000 tons pass through 
jobbing channels. It was concerning this 
part of the production that the speaker con- 
cerned himself. As to the solution, he 
said: 

“The solution, it seems to me, is to be 
found in the building up of confidence 
which will justify the jobber in increasing 
his distribution from stock. This en- 
couragement can only come through the 
elimination of competition from mills on 
less than carload lots. It must come 


| through the reduction, if not entire elimina- 





tion, of direct shipment for jobbers’ ac- 
count.” 

“These suggestions may be tasteful or 
distasteful, depending upon your viewpoint, 
but there is an important factor with which 
neither mills nor jobbers have as yet 
reckoned. It is the substantial increase in 
cost to mill organizations when called upon 
by the jobber to make up and ship small 
lots, which surely in warehouse business. I 
am not going into the question of costs, 
but I know that if the proper extra were 
added by the mills to their less-carload 
shipments, it would be sufficient protec- 
tion to warrant the jobber in again build- 
ing up his stock. 

“There can be nothing illegal in secur- 


| ing for the corporation for which we sell, 


a price which includes the increase in cost 
which arises through the handling of small 
lots. If this increased cost or extra, is 
sufficient to compensate the mill, it will 
be sufficient to serve also as an encourage- 
ment to the distributor to build up his 
warehouse stocks, for the tendency of the 
time is to localize business activity and 
concentrate on that market which is near 
at home.” 
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Left to right—J. H. Holcombe, Geo. T. Bailey, J. M. Wood, F. Herbert Smith, Llew S. 
Chisholm, Griffin Mfg. Co., Wm. F. Henning, American Screw Co., H. C. 
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Soule, Jim Hutchinson, members of the Old Guard with A. A. 


Glover, Griffin Mfg. Co. 


District Percentages in Cost of Doing Business 


Given in Report of A. L. Philbrick 


ECLARING that sales volume is sub- 

ject to general conditions, and that 

expenses go up without effort but 
come down only by the use of brute force, 
A. L. Philbrick, of the Congdon & Carpen- 
ter Co., Providence, R. I., chairman of the 
Committée on Overhead Expense, reported 
for that committee as follows: 

The Committee on the Cost of Doing 
Business is very fortunate in having before 
it the percentages to sales of each item of 
expense for 1926 from 131 members. This 
response is the best that has been received 
to any of the many appeals made from the 
secretary’s office since the collection of 
these percentages was started. The larger 
the number of members who participate 
the more valuable are the figures, for then 
we secure a much better average than we 
would if there were only a few. The re- 
sults show that for every $100 of sales 
made by these 131 members, $17.45 was ex- 
pended for operating expenses, exclusive 
of interest that may have been paid by 
some of these -members for borrowed 
money. In order to equalize conditions 
among all of the members of the associa- 
tion so that we may have comparable fig- 
ures, whether or not money is borrowed, 
we ask for a figure representing 6 per cent 
of the capital and surplus employed by all 
members. For 1926 this figure amounted 
to $2.92 for every $100 of sales. Adding 
that to the other figure previously given 
we have a total of $20.37. 

Looking at the situation generally a 
statement can be made to the effect that 
after paying for the expenses of selling 
goods for which $100 was received, the 
hardware dealer had $82.55 left with which 
to pay for his goods and leave a profit for 
himself, provided he supplied all of his own 
capital. If all of those who submitted re- 
turns had to borrow all of the capital which 
they use and pay 6 per cent interest for it, 
they would have $79.63 remaining, after 
paying expenses incident to the handling 
and sale of each $100 worth of goods, from 
which to pay for the goods themselves and 
derive a profit. Considering operating ex- 
penses alone, leaving out interest charges, 


this figure of $17.45 for the year 1926 is | 











lower than in 1925 but higher than 1922, 
1923 or 1924. 
Below is given the comparison of the 
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cost for the various years from 1919 to 


1926. 
All Expenses, 
Including 
Interest at 6 Per 


Operating Cent on Capital 


Year Expenses and Surplus 
Re ee $14.90 $17.37 
BMEe 466s beans cae 15.14 17.48 
a Rare 17.71 20.90 
BEA oR ne 17.38 20.49 
| Ee Pe ee er 16.40 19.32 
BN cesnie evs watenees 17.16 20.02 
a ae ee 17.69 20.54 
DMEG, hice ecaicme enn 17.45 20.37 


A comparison of business activity dur- 
ing 1926 with previous years shows that 
hardware merchants had a right to expect 
to do business at a slightly lower cost per 
unit of sales than they did in 1925. The 
freight car loadings in 1926 were running 
at about a million a week, which is slightly 
better than in 1925. The food index price 
of Bradstreet’s declined 1.97 per cent dur- 
ing 1926 and the index prices of many com- 
modities declined as well. Interest rates 


were also lower, due to the tremendous | 





amount of free capital seeking investment. 
There were more construction contracts let 
in 1926 than in 1925. Business failures ran 
at about the same rate in 1926 as for 1925, 
but they have been greater in proportion up 
to the present time in 1927. Taking all 
things into consideration, it appears that 
business activity was about the same in 
1926 as it has been up to the present time 
| this year, but the general belief is that the 
amount of net profits in 1927 will not be 
as great as they were for 1926. 

In making comparisons of percentages 
| of expenses with sales the volume of sales 
| must be taken into consideration. <A big 
| increase in sales is not followed immediate- 
| ly by a corresponding increase in expenses, 
| hence the percentages in a good year ap- 
pear to be very favorable. On the other 
hand, when expenses increase in connec- 
tion with a big volume of sales, they do 
not decline in volume when the sales fall 
| off, and the percentages are then higher. 
| Sales volume is subject to general condi- 
| tions, expenses go up without effort, but 
| they come down only by the use of brute 
| forcet 

A comparison of the cost of doing busi- 
ness in different parts of the country, 
leaving out the item of 6 per cent on capi- 
tal and surplus, shows a most interesting 
state of affairs. .For the purposes of this 
chart the country has been divided into ten 
districts, and of these ten, New England, 
constituting one district, and the States 
including New York to Delaware, consti- 
tuting another district, are the two most 
expensive parts of the country for any 
hardware dealer to do business in. The 
chart shows that in New England the cost 
is $20.09 for each $100 of sales, and in 
the district from New York to Delaware 
the cost is $19.92. This cost is so far 
above any of the eight remaining districts 
it is really remarkable. The next highest 
district includes the States of California, 
Oregon and Washington, where the cost is 
$16.92, which is exactly $3 less per $100 
of sales than in the district which takes 
in New York, New Jersey, Pennsylvania 
and Delaware. When we look at the detail 
we find that this increase is due mainly to 
| much higher administrative expense and 
(Continued on page 196) 
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Accessories Branch Gives Intensive Study to 
Public Utilities Selling Merchandise 


ONDEMNATION, on ethical and 
legal grounds, of the policies of pub- 
lic utility companies in marketing 

electrical goods, and a suggestion made by 
S. Z. Moore, Steinman Hardware Co., 
Lancaster, Pa., that legal advice might 
have to be sought to correct the situation 
were conspicuous features of the second 
session, Oct. 18, of the Accessories Branch 
of the National Hardware Association of 
the United States. A. H. Nichols, Buhl 
Sons Co., Detroit, Mich., presided. 

Frank E. Watts, vice-president of Elec- 
tric Light and Power Magazine, Chicago, 
Ill., was the first speaker. His topic was 
“The Policies of the light and power com- 
panies in marketing electrical goods.” The 
speaker began at the beginning of the elec- 
trical lighting industry to properly develop 
his theme by explaining how difficult it had 
been for the manufacturers of electric cur- 
rent to induce their customers to extend 
the use of electricity in households. 

He referred to the days when the cur- 
rent producers gave away electric irons to 


introduce them and how eventually this ° 


pioneering had brought about a demand 
until today in many hardware stores, the 
flame heated iron has no place. This spirit 
of pioneering, he said, was necessary to 
introduce to the public the new appliances 
that are continually coming onto the mar- 
ket. He also explained to a considerable 
extent other introductory work that the 
light and power companies are doing in 
the effort to make electric appliances more 
familiar to housewives. 

Mr. Watts said that in most of his 
twenty years’ connection with the electrical 
industry that he had been advocating a 





different policy of mechandising than that 
which conflicted with the interests of mer- 
He had found much support of 


chants. 





their place among the ordinary housewares 
and to get the best distribution the people 
—-especially the women—must be able to 


his contention that the greatest success of | buy them where and when they want to 








W. C. Farr and R. G. McKinney, McKinney Mfg. Co. 


the light and power companies depended | buy them. He said that what ever jealousy 


upon cordial and satisfactory relations with 
the merchants of the city, who are among 
the best customers of the current produc- 
ing companies. 

Electrical appliances, he said, are taking 











Harry Birss, Mrs. Hooper, Van Hooper, Jr., and Van B. Hooper, Master 
Leck Co. 











| may have once existed on the part of the 


light and power company merchandisers 
is being dispelled by the better understand- 
ing and through the influence of the Trade 
Relations Committee of the National Elec- 
tric Light Association, of whieh he is a 
member. He also referred to two meet- 
ings between representatives of the mer- 
chandising committee of the N. E. L. A. 
and representatives of the Hardware Deal- 
ers’ Association and other merchant or- 
ganizations and the N. E. L. A. Mer- 
chandising Committee. Mr. Watts also is 
a member of the latter committee. 

The next speaker was F. D. Pemberton, 
merchandising manager of the Public Serv- 
ice Company of New Jersey, who spoke for 
C. E. Greenwood of the Edison Illuminat- 
ing Co. of Boston, Mass., and Chairman 
of the N. E. L. A. Merchandising Com- 
mittee, unable to be present. Mr. Pember- 
ton described at length the promotional 
activities of the light and power companies, 
by describing what many recognized as the 
activities of his own companies, in having 
domestic science leaders meet with wom- 
en’s clubs, give housekeeping lectures over 
the radio and conducting cooking schools. 
These, he said, aroused an interest which 
the light and power companies knew full 
well would create a demand for electrical 
appliances from merchants but that those 
interested in the sale of current, were in- 
different as to what merchant made the 


(Continued on page 200) 
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Top row, left to right—N. B. Getty, Tenk Hdwe. Co.; A. W. Curtis, Cleveland Stone Co.; L. H. Bronson, Bronson & Townsend Co.; Geo. A. Harper, 
Mrs. W. P. Tracy, Columbus, O., and Geo. T. Price, Kelly Axe Co. 

Second row, left to right—R. R. Cronkhite, HARDWARE AGE; W. J. Keene, Chicago Spring Hinge Co.; Arch Hager, Hager Spring Hinge Co., 
St. Louis, Mo.; R. H. Baker, Fones Bros. Hdwe. Co.; F. E. Birch, Northwestern Barb Wire Co. 

Third row, left to right—Geo. M. North, Lamson & Sessions Co.; Wm. F. Henning, Amer. Screw Co.; L. C. Davenport, Weed & Co., with W. S. Mace, 

Geo. H. Lockwood, Lockwood Co., and W. G. Wherry, Skillman Hdwe. Co. 

Fourth row, left to right—J. R. Higgens, U. S. Cartridge Co.; Mrs. Higgens. R. W. Hiecens, Kellev How Thomson Co., Duluth Minn.; W. D. Higgens, 
Savage Arms Co.; F. W. Keidel, Henry Keidel Co., W. L. Schumacher, Toledo Wheelbarrow Co. 

Bottom row, left to right—George Tolley and Herbert Lawrence, Underhill! Clinch & Co.; A. R. Murphy, National Enameling & Stamping Co.; D. W. 

Jenkins, Henry Disston & Sons, Inc.; R. L. Rogers, Payson Mfg. Co.; J. A. Roberts, Pittsburgh Steel Co. 














Left te right—W. C. Farr, Norris Williams, R. J. Hamilton, Bill Scott, C. A. 


McKinney Mfg. Co. 


Hammond, J. P. McKinney, 


Russ Smith, Frank J. Kech; all ef 


Jr., 


Wholesaler Needed Now More Than Ever In 
Distribution, W. D. Biggers Tells Jobbers 


HERE is a greater need for the 
wholesaler in distribution than ever 
before, W. 
Screen Co., Detroit, Mich. told the 
Wednesday afternoon session of the job- 
bers. In part Mr. Biggers continued: 
“You are the medium for carrying the 
goods from the manufacturer to the con- 
sumer through the retail dealer. I think 
the retail dealer needs the good offices 
of the wholesaler today more than he ever 
did in the history of merchandising. He 


D. Biggers, Continental 


| 


has the chain store, the catalog house, the | 
syndicate; he has the cheap department | 


house; the five- and ten-cent store, all of 
those things to compete with, and yet you 
have thirty thousand retail hardware deal- 
ers that are largely dependent upon you. 
Twenty-three thousand of them are mem- 
bers of the National Retail Hardware 
Dealers’ Association, and if there ever was 
a time that the retailer needs the good 
offices of the wholesaler, | think it is at 
this time. 

“I believe the wholesaler has many prob- 
lems to work out and they have to be 
worked out in a different way today than 
in the past. The paper presented by Mr. 
Graham shows just what evolution there 
is in the handling of the various commodi- 
ties that we distribute, and it is this sort 
of evolution that will make the wholesaler 
of more value to his customer than ever. 
On the other hand I think the value of the 
wholesaler is just as great today in the 
minds of the manufacturers as ever. There 
was a committee of your body that met 
with the executive committee of the Amer- 
ican Hardware Manufacturers Associa- 
tion the other day and presented some of 
your troubles, and some suggestions were 
made there, and I am sure it is the con- 
sensus of opinion of all manufacturers 
that the wholesaler is just as necessary, 





and as of great value today, as ever. There 
may be some cases where a manufacturer 
may go over the head of a wholesaler on 
some items for some particular reason, 
but I think in the general distribution of 








WwW. D. BIGGERS 
Continental Screen Co. 











hardware, possibly more largely than in 
any other commodity, the old method that 
we have known for many years—from the 
manufacturer to the wholesaler and the 
wholesaler to the retailer—is of more 
value today than ever. 

“I presume your thought in asking me 
to say a word upon this topic was to 
know whether the manufacturer had the 
same feeling toward the wholesaler today 
as in the past, or whether the retailer ex- 





pected as much of the wholesaler—coop- 
eration, etc.—as in the past, and I feel that 
it is even a greater position that you offer 
in the midst of the trade, from one end to 
the other, than ever before. I feel that 
the manufacturers that are in this conven- 
tion show by their very presence here their 
feeling of the value of the wholesaler, 
and I believe that we want to work more 
largely in cooperation with the wholesaler 
than ever. I think the wholesaler, on the 
other hand, is trying to handle his line of 
merchandise, handle his methods of mer- 
chandising, so as to be of greater value 
to the retailer than ever. The retailer cer- 
tainly needs your good offices, and if we 
are going to continue this method of dis- 
tribution that many of us have seen 
through a great many years—some of us 
through a great many years, and others 
through a lesser number of years. I have 
had forty-four years in the hardware busi- 
ness, and for a young fellow that is doing 
pretty well; but we have seen these things 
progressing. Now we must be large 
enough to change with the conditions that 
confront us, and I think in discussing 
questions, one association with another, or 
presenting needs to them, we ought to con- 
sider some of the things that are changing 
and be big enough and willing enough to 
make concessions, if necessary, in our 
methods of distribution, and our methods 
of business, which Mr. Graham has so well 
presented. There are changes, I think, 
that are going to revolutionize different 
industries. I have watched them for many 
years and I know what you have been up 
against, but if you men will study these 
things they are going to bring you a 
greater monetary result in the handling of 
those goods. 
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Cc. W. ASBURY 
Enterprise Mfg. Co. 
Chairman, Hardware 
Council 


HERBERT P. SHEETS 





Seeretary-treasurer G. B. 
N.R.H.A. 





Ps 
DURRELL 
American Fork & Hoe Co. 








H. S. GRAHAM 


John H. Graham & Co., 
Inc. 


Wholesaler Should Know Whether Retailer 
Is Making Money, Says Herbert P. Sheets 


O function properly the wholesaler 

should know whether the retailer is 

making money. He can do this only 
with a knowledge of the retailer’s operat- 
ing costs, N. R. H. A. Secretary-Treasurer 
Herbert P. Sheets told the Wednesday 
afternoon session of the National Hard- 
ware Association. The speaker’s subject 
was “What the wholesaler should know 
about the retailer’s overhead.” Mr. Sheets 
gave a thorough analysis of the subject 
quoting cost figures determined by re- 
cent survey. In part he said: 

“An answer to the titled query can only 
be given from the viewpoint of what I[ 
should want to know if I were a whole- 
saler. And my initial thought is that | 
should want to know about the retailer’s 
overhead everything which affected or 
might affect my business as a wholesaler. 

“As I see it, hardware distribittion is in 
the nature of a big business enterprise 
jointly managed by three factors. The 
manufacturer, the wholesaler and the re- 
tailer are in a sense partners. Each is in 
charge of a particular branch of this busi- 
ness, and the success of one is in large 
measure dependent upon the efficiency of 
the others. So the retailer’s overhead as 
it affects the cost of distribution should 
concern the wholesaler just as the whole- 
saler’s overhead should concern the re- 
tailer, 

“For upward of a decade the National 
Retail Hardware Association has been 
gathering and tabulating expense and 
other vital figures of hardware retailing. 

“These data have been made available to 
all branches of the trade on the theory 
that a knowledge of the facts by all in in- 
terest is essential to trade progress, 
through the avoidance of possible waste. 
At the outset of these surveys retailers 
themselves knew far too little about the 
cost of their various operations. All too 
often they assumed profits that did not 
exist. Manufacturers and wholesalers 
doubtless also assumed that the retailer’s 


business returns were more favorable 
than they actually were. But with the 
knowledge of facts has come recognition 
of errors and studied effort to correct 
those errors. 

“Tf I were a wholesaler, I could surely 














W. E. CROSS 
Clemson Bros. 
Elected to 


Executive Committee 


use to the advantage of my own business 
a knowledge of retail trends which might 
be indicated by the expense account. It 
ought to be helpful to me to know that as 
retail volume increases there is a_per- 
centage decrease in such expense factors 
as salaries, rent, taxes, insurance, interest, 
depreciation and others and an increase in 
percentage in advertising, postage, office 
supplies, losses on notes and accounts, de- 
livery and unclassified. Likewise it should 





be something more than merely illuminat 
ing to know that the percentage of ex- 
| pense grows with population, though cer- 
| tain expense items, such as losses on notes 
and accounts, and donations appear to de 
| crease, 

“It should be a matter of some impor 
| tance to the wholesaler to know that even 
as his own operating costs have steadily 
risen during recent years the retailer’s 
have also risen until 23.23 per cent was the 





typical figure for 1926. To function 
properly the wholesaler should know 
whether the retailer is making money. 


This can only be determined from a knowl- 
edge of the retailer’s operating costs; and 
it should be of some concern to him that 
more than 74c. of every dollar received 
by the retailer is used to pay for mer- 
chandise, and that the retailer’s profit was 
less than 2.4 per cent. 

“Ait analysis of the composite return 
for the year should be of some assistance 
to the wholesaler in determining whether 
his own policies and methods may in some 
measure be responsible for the increase of 
certain expense items. Because salaries, 
amounting to 12.86 per cent of sales, con- 
sume more than half the expense total, 
this item is deserving of first consideration. 
Of this figure 2.25 per cent represents 
management and buying salaries, 8.86 per 
cent selling salaries, and 1.75 per cent office 
salaries. Compared with the costs of other 
retailers this salary figure is not large, and 
when it is found that owners receive less 
than $2,200 on the average and that em- 
ployees average from $1,200 to $1,300, it 
will hardly be contended that these levels 
are exorbitant. 

“The question arises, however, as to 
how productively the time of both owners 
and employees is used and whether or not 
fewer people might accomplish the same 
results if certain trade practices were re- 
formed. 

“A recent study of a $70,000 business 
| developed the rather astonishing informa- 
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tion that ten salesmen call on the owner 
every week, that other salesmen from 
whom he buys call at least 450 times dur- 
ing the year, and that in the same period 
he has another 450 calls from salesmen 
from whom he does no buying. This 
makes a total of more than 1400 calls; 
just a little less than five calls every busi- 
ness day. Averaged at 20 minutes and 15 
minutes, these calls consume approximately 
55 days of eight hours each, or almost one- 
fifth of the dealer’s working time. 

“The thought at once arises as to whether 
any dealer can productively devote so much 
of his time to salesmen and whether hard- 
ware distribution is not burdened with 
an unnecessarily large expense from this 
source. It is a problem worthy of the 
most serious thought of wholesalers and 
manufacturers as well as retailers. It is 
evident that the more time the dealer gives 
to those who would sell him the less time 
he has for those to whom he would sell, 
though selling is the prime end of his busi- 
ness. 

“The next largest item in the expense 
schedule is rent, which amounts to 3.06 
per cent of sales. This has grown with 
the years, but in most cases it is more or 
less fixed and cannot be reduced except by 
using smaller space. The very fact that 
selected stores show a rental expense of 
a fourth to a third less than the typical 
indicates that it might be wise for many 
dealers to carefully study their stocks to 
determine whether or not the elimination 
of obsolete lines, the disposal of over- 
stocks, and the curtailment of duplicating 
lines and slow selling items might not 
make possible smaller space with greater 
concentration of effort. 

“Delivery expense also has risen and 
shows a tendency toward still higher levels. 
The cost of this service, including depre- 
ciation on equipment, now stands at 1.57 
per cent. Competition has driven dealers 
to many extremes in the name of service, 
and until a saner attitude is shown there 
is little likelihood of any drastic curbing 
of this figure. 

“Taxes and insurance account for 1.18 
per cent, and any reduction would have to 
come from similar reduction of inventory. 

“An advertising expense of only .81 per 
cent raises the question of whether the 
hardware retailer is promoting his busi- 
ness as efficiently as he should in this com- 
petitive era. It is possible that a higher 
percentage properly used for this purpose 
might reduce the total. 

“Most of the other items of the expense 
account are small, and only a careful 





checking and comparison with selected 
schedules would indicate whether or not 
fractional savings might be possible. But 
there are two that are of outstanding im- 
portance and that should be of extreme in- 
terest to the wholesaler: losses on notes 
and accounts of .61 per cent and interest on 
borruwed money of .62 per cent. While 
neither of these items is large, it is at the 
same time apparent that the $738 repre- 
sented by the total of the two amounts, 
deducted from expense or added to profit, 
would make an appreciable difference. 
“Both are indicative of faulty credit and 
collection policies. And this presents for 


consideration the measure, if any, in which 
wholesalers may be indirectly responsible 
for the losses accruing from these sources. 





Kd 
rf 
H. M. Pforsich and E. P. King, Hubbard & Co. 


For without condoning the laxness of the 
retailer in this respect, I am prone to be 
lieve that if the wholesaler had been more 
businesslike in requiring compliance with 
standard terms, the retailer might have 
been more energetic with his own collec- 
tions to the point that borrowing would have 
been less necessary and that losses from 
bad accounts might have been reduced. 
“But in the urge for volume retailers 
and wholesalers have both permitted com- 
petition of terms to lead them far from the 
true merchandising function. Each has 
feared that customers might switch their 
orders to other suppliers if prompt pay- 
ments were required, and it is only natural 
that the leniency of the wholesaler should 
have its reflection in similar leniency by the 
retailer. The result not only has been 
financial losses to both but a general weak- 
ening of the credit structure so far as the 





timely keeping of obligations is concerned. 

“In studying the retailer’s overhead we 
should consider invisible as well as visible 
expense, the former being typified by such 
items as the loss of cash discounts and 
depreciation on merchandise. 

“In spite of the fact that wholesalers 
tell us the majority of their customers do 
not discount, our studies of operating re- 
sults show that at least half the profit 
hardware retailers make accrue from cash 
discounts. 

“The buyer who fails to discount on a 2 
per cent’ ten basis simply throws away 
the opportunity to earn an interest rate of 
36 per cent. And on annual purchases of 
$40,000 this discount would amount to $800, 
an item of sufficient consequence to add 
materially to the year’s profits. 

“Such loss of discounts is another out- 
come of inefficient collectfhg, since it is 
reasonable to suppose that in the majority 
of cases dealers would discount if they had 
the money to do so. Though merchandise 
depreciation seldom shows in_ specific 
figures in the inventory, it is present just 
the same, and represents a loss none the 
less because it happens to be invisible. 

“Tf a wholesaler is functioning within 
proper channels, he knows that he is bene- 
fited by the steady movement of merchan- 
dise from retailer to consumer, and that 
any depreciation loss by the retailer must 
in some measure affect his own business, 
for not only does the retailer make no 
money on the goods which stay on his 
shelves, but obsolescence and depreciation 
bring him actual losses. 

“Of a purchase of a dozen items, having 
an average mark-up, the retailer’s profit, 
and usually a part of his overhead, is in the 
last one to be sold. If this last sale is not 
made, the profit on the entire transaction 
is minus and the inventory is cumbered 
with frozen assets. 

“In this period of competitive intensity 
it is resonably certain that that method of 
distribution will survive which gives the 
best consumer service at the lowest cost. 
It is equally certain that the future of the 
manufacturer - to - wholesaler -to-retailer-to- 
consumer system of hardware distribution 
will be dependent both upon the measure 
of cooperation within each of the three 
groups, and the equally earnest cooperation 
of the groups one with the other. 

“So I am impressed that the wholesaler 
ought to be keenly concerned with the 
efficiency of his retailer customer, and 
that at least some indication of this eff- 
ciency will be found through a study and 
analysis of the expense account. 





Left to right—D. O. MacQuerrie, Corbin Cabinet Lock Co., A. J. Eggleston, Richards-Wileox Mfg. Co., R. M. Cruise, Corbin Cabinet Lock Co., 
W. H. Fitch, Richards-Wilcox Mfg. Co., and R. A. Sundvahl, Corbin, with Wm. Parker, James Walker, Bill Hawkins, Mrs. F. M. Everett, Fred Everett 
and S. G. Russell, all of Columbian Rope Co. 























1. Mr. and Mrs. H. H. Biddle, Geo. Worthington Co. 2. John F. Hazen and A. D. Wade, Bethlehem Steel Co. 3. T. H. Fox, Hercules Powder Co. 

4. Mrs. Hugh Riner and Mrs. H. W. Geller.. 5. James Surpless and Robt. M. Dunn, Surpless, Dunn & Co.; Geo. Wiepert, Sargent & Co. 6. Harlan 

G. Groseup, Lovell Mfg. Co. 7. E. A. McKenna, North Bros. Mfg. Co.; W. G. Fisher, Matthews & Boucher Co. 8. T. M. Gallavin, E. C. Stearns Co., 

Inc. 9, Mrs. and Mr. Geo. N. Groff, Wm. H. Cole & Son. 10. Russ A. Smith, Mrs. Hammond and C. A. Hammond, McKinney Mfg. Co. 11. E. C. 

Waldvogel and E. D. Jones, Yale & Towne Mfg. Co. 12. H. C. Morfey, Bridgeport Chain Co. 13. Frank J. Clark, sales manager, Iver Johnson’s 

Arms. 14. F. J. Coakley, Samson Cordage Works. 15. A. A. Chisholm, J. C. Griffin, Griffin Mfg. Co. 16. H. B. Thompson, Conklin Tin Plate 
& Metal Co. 17. Geo. A. Fiel, Secretary New England Hdw. Association. 18. A. J. Eggleston and W. H. Fitch, Richards-Wileox Co. 
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Secretary Rockwell Makes Annual Report— 









Announces Twenty New Manufacturer Members 


MPHASIZING the need of mem- 
bers showing active interest in the 
work of the American Hardware 


Manufacturers Association, Secretary- 


Treasurer Charles F. Rockwell announced | 
20 new members, and told the convention | 
of his personal visits to many members | 


during the past year. In part, Mr. Rock- 
well’s report follows: 

“Pursuant to the policy outlined at the 
beginning of the year, the secretary has 
called personally upon as many of the 
members as opportunity has 
and is more than ever convinced that mem- 
ber cultivation is important. 


member of the Association in the cities of 
Cleveland, Detroit and Chicago, in which 
latter city members 
gether at an informal lunch at the Palmer 
House on June 22. President Merriman 
presided at this meeting; members unac- 
quainted were introduced, and an enthusi- 
astic Association spirit developed. The sec- 
retary is confident that the continuation 
and extension of these personal calls and 
the inauguration of regional conferences 
at the lunch hour in such member centers 
as Boston, Cleveland, Detroit, Chicago, 
Milwaukee and Pittsburgh, will in connec- 
tion with the operation of the Group Plan 
do much to stimulate both interest in the 
Association and a largely increased mem- 
bership. 

“Attendance at the modern Business 
Convention is motivated by two reasons: 
Desire to establish and cultivate 
friendships and to benefit from contact 
with customer and competitor. The day has 
passed when such a gathering was but a 
synonym for play. With most of us the 
social features of a convention have be- 
come incidental, affording reasonable re- 
laxation from the serious business. And 
in this evolution, generally speaking, has 
passed the old-time banquet with its 
prosy speakers and likewise from the pro- 
gram are rapidly disappearing the highly 
paid professional optimist, the preacher 
with the funny stories and the oratorical 
politician with a personal axe to grind. 


Each in his day served his purpose, but | 


business thought, like political decision, no 
longer is swayed by the torch-light proces- 
sion and the music of the band. 


“A successful organization recognizes 


trade | 


permitted, | 


Particularly | 
profitable were personal calls upon every | 


were gathered to- | 














these facts and concentrates on the essen- 
tial. It selects for consideration only such 
subjects as are of current importance, an- 
ticipating whenever possible. It recognizes 








CHARLES F. ROCKWELL 


The Efficient Secretary of 
the American Hardware 
Manufacturers Assn. Re- 


sponsible in a large meas- 
ure for the success of the 
convention. 











that these subjects can best be handled by 
practical men, regardless of oratorical ef- 
fect. It conserves the time of its dele- 
gates in every possible way. 


Mr. and Mrs. Robt. Murray, Honesdale, Pa. 


“In the sessions of the various groups 
were discussed the subjects indicated as of 
present greatest interest to those concerned, 





and in each was outlined what it is ex- 


pected ultimately to accomplish. Those 
who have heard the speakers of the week 
and who have participated also at least in 
the activities of their own groups must 
have brought away some thoughts of com- 
pensating value; yet there has remained to 
all maximum opportunity for conference 
and contact. 

“The more important a movement, the 
greater the task of inauguration, and the 
gentlemen who have served as chairmen 
of the several groups and those who formu- 
lated the programs deserve great thanks 
and commendation. The general idea of 
divisional classification has been very gen- 
erally approved. In its application to the 
diversified membership of our Association 
it is new and untried, but the basic prin- 
ciple is recognized as essential to the fu- 
ture of our organization. Everything must 
have a beginning, and from their very na- 
ture some groups undoubtedly have initial- 
ly found more in common than others. And 
it is not unlikely that further subdivision 
or additional units may be ultimately de- 
sirable. This, however, will be covered in 
the various Group Reports to follow. 

“No chain is stronger than its weakest 
link, and no Association can accomplish 
more than member interest and participa- 
tion sustains. It requires no great imagi- 
nation to visualize the legitimate benefits, 
direct and indirect, to be derived from an 
Association numerically strong, intellectu- 
ally alert and aggressive in policy. With 
the Divisional Groups fully functioning, I 
am confident that the future influence of 
this Association will add new prestige to 
its already long and useful career. 

“With the new machinery now available, 
the Association is in better situation than 
ever before to assist members in their 
problems. The general officers and com- 
mittees, the secretary and your Divisional 
officers all will willingly cooperate in their 
solution. 

“No modern industry can succeed with- 
out the organization of all its elements. 
Undirected contact and expression are 
valueless. Recognition of this fact creates 
moral obligation to sustain. Yet at conven- 
tion after convention there are those who 
avail themselves of the privileges of mem- 
bership without assuming its responsibil- 
ity. Every convention has its stowaways, 
and ours is no exception.” 





Left to Right—C. S. Robinson and G. S. Winders, Smith Bros. Hardware Corp.; R. R. Wendt and Wm. B. Brezette, Phoenix Horse Shoe Co.; Mark H. 
Kennedy, Ott-Heiskell Co.; R. Mueller, E. L. Wilson Hdw. Co.; K. W. Atkins, E. C. Atkins Co., with J. M. McDaniel, C. H. Garrity, American Wholesale 





Co. and H. C. Glover, Griffin Mfg. Co 
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American Business Abroad Increasing Rapidly, 
H. V. Kaltenborn Tells Hardware Manufacturers 


CONOMICALLY speaking, the 

United States is the darling of the 

gods, H. V. Kaltenborn, associate 
editor, Brooklyn Daily Eagle, Brooklyn, 
N. Y., told the manufacturers at their open- 
ing session. Citing experiences of a recent 
trip abroad, Mr. Kaltenborn continued in 
part: 

“Everywhere abroad conditions contrast 
unfavorably with those prevailing here. At 
the same time, this country is rapidly in- 
creasing its share of the world’s business. 
Despite the keen competition of England, 
our business is growing rapidly in India, 
Australia, South Africa and Egypt. In 
practically all of these places we have 
more than doubled our percentage of their 
purchases abroad. 

“Everywhere foreigners are enthusiastic 
about American products. American mo- 
tor cars are standard the world over. 
Egypt’s Minister of Agriculture told me 
that by investing a few million dollars in 
Ford tractors he could double the cotton 
crop of Egypt. Even in Russia they are 
forsaking Communist theory in order to 
do business with the bankers, exporters 
and engineers of the United States. I 
found the men in charge of Russian in- 
dustry and development eager to buy 
American goods and to obtain American 
cooperation in the development of the vast 
natural resources which remain unex- 
ploited. American engineers have recently 
gone into South Russia to launch a great 
water power development project. 

“The Russian government has liberal- 
ized the Harriman Manganese Concession 
in such a way that this will become a 
profitable enterprise. Failure of several im- 
portant German undertakings in Russia 
has taught the Russian leaders that they 
must be more liberal in their treatment of 
foreign capitalists. Bit by bit the prac- 
tical demands of. economic life are com- 
pelling Russia back into capitalist ways. 

“In China I was amazed to see the per- 








sistence of trade and commerce under ad- 
verse conditions. Because of the threat to 
life and property, we sent American Ma- 
rines to Tientsin in North China. In spite 
of the disturbed conditions which this im- 








H. V. KALTENBORN 
Associate Editor, Brooklyn Daily Eagle 











plies, American business through this port 
has steadily increased. We now receive 90 
per cent of the exports from Tientsin and 
sell 60 per cent of the imports. Despite 
war, revolution, banditry, piracy, exces- 
sive taxation and general pessimism, busi- 
ness is being carried on in China, and in 
many cases it is good business. 

“The Chinese revolution is settling down. 
The military dictators north and south 
have learned that it pays them best to 
stay at home. Invariably, when they have 
carried on campaigns beyond their own 
frontiers, they have been defeated. From 





now on they are likely to try negotiation 
instead of fighting. It will be years be- 
fore China can be unified, but the tendency 
toward unification is more marked today 
than it has ever been before. The old 
days of foreign domination have gone, but 
the possibilities of Chinese development 
are enormous. China is peopled by a 
strong, virile people. The standard of 
living today is miserably low. But even 
a slight advance toward a higher standard 
on the part of 400,000,000 means a tre- 
mendous expansion in trade. 

“In the Philippines, business is bad be- 
cause of politics. No one knows what 
American policy in the Philippines is go- 
ing to be next year or the year after next. 
For the time being, independence is im- 
possible. Many of the Filipinos do not 
want it, and the Islands, as a whole, are 
not ready for it. If by definite action of 
Congress we could rule out the ideas of 
independence for a definite period of from 
ten to twenty-five years, it would be a 
good thing. The agitation for independence 
could then be turned into a campaign for 
local autonomy. This should be granted as 
rapidly as possible. The appointment of a 
new Governor General will break the dead- 
lock between the Filipino Legislature and 
the American Administration, thus paving 
the way for that cooperation which is es- 
sential if the Islands are to prosper. 

“Japan is in the throes of a business 
crisis which will last for many months. 
Japan’s finances have been on an unsound 
basis. In an interview with me, Premier 
Tanaka suggested the possibility of intro- 
ducing our Federal Reserve System into 
Japan. The West has overestimated Japan’s 
economic and military strength. With 
9,000,000 new voters exercising their suf- 
frage rights for the first time, the country 
in going through a peaceful, popular revo- 
lution. The Japanese people are peaceful. 
They want no more military adventures in 
China or elsewhere.” 








WING to lack of space, it has been necessary to hold 
over part of the Metal Branch proceedings until 


next week’s issue of Hardware Age. Watch for it. 
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N. A. GLADDING 


E. C. Atkins & Co. 
Chairman, 


Entertai Cc 











Convention 


Plenty of Entertainment at 





Directed by 


N. A. Gladding 


AINTAINING “that all work and 
M no play makes Jack a very dull 

boy,” N. A. Gladding, E. C. Atkins 
& Co., Indianapolis, Ind., the jovial enter- 
tainment chairman, provided plenty of di- 
versions for the delegates and the ladies. 
There was something doing every day and 
evening. Monday night an informal recep- 
tion followed the joint opening session. 
Tuesday afternoon the ladies had a bridge 
party with attractive prizes for each table, 
a grand prize and a door prize. That eve- 
ning there was an all-star vaudeville enter- 


tainment in the music room of the 
Marlborough-Blenheim Hotel, followed by 
dancing. 


The ladies enjoyed a boardwalk chair 
ride Wednesday afternoon, and in the eve- 





ning there was a formal reception and ball. 
Privilege cards for golf at the Northfield 
Country Club and tennis at the Inlet Courts 
were available to all delegates and ladies. 

Mr. Gladding was assisted in the enter- 
tainment committee work by R. B. Jones, 
Clyde Cutlery Co.; J. G. O’Brien, Caldwell 
Mfg. Co.; G. H. Harper, National Enamel- 
ing & Stamping Co., and G. T. Bailey, 
Oliver Iron & Steel Co. 

Mrs. Isaac Black, New Britain, Conn., 
headed the ladies’ reception committee and 
was aided by Mrs. M. J. Lacey, Corning, 
N. Y.; Mrs. J. D. Moore, Birmingham, 
Ala.; Mrs. J. G. Ralston, Dixon,*IIl.; Mrs. 
L. M. Stratton, Memphis, Tenn., and Mrs. 
J. A. Warner, St. Joseph, Mo. 








HURSDAY morning the National 
Hardware Association members par- 
ticipated in a very general discussion 
on the relation with manufacturers, means 
of helping dealer compete with department 
and chain stores and other pertinent topics. 

Chas. H. Ireland, Odells Hardware Co., 
said: 

“In all my relationship with the manu- 
facturers it has always been of the most 
pleasant nature. I found some of them 
just like most other people—they are given 
to do some things they should not do, but 
most of them have always been inclined 
to listen to what I told them to do; as a 
consequence I have no great evidence 
against the manufacturers. I think they 
are like most other people, that they fol- 
low the line of ledst resistance, or where, 
if they do follow the line of least resist- 
ance, it is to work for what people expect 
to find at the foot of the rainbow. 

“I think the relationship between the 
manufacturer and the jobber ought to be 
so close and so vital as that when a jobber 
represents a manufacturer he ought to be 
able to speak for that manufacturer just 
as well as the manufacturer can speak for 
himself. I have manufacturers on my 
books today that have been on there for 
forty-five years. In that forty-five years I 
have never had two letters of disagreement 
or misunderstanding that were hardly 
twenty-four hours old.” 

Mr. Ireland said from his experience, 
where certain manufacturers had proved 
loyal to him in the early days, that it re- 
sulted later in his buying four times as 
much goods from that manufacturer than 





he otherwise would have done. 

The next subject was, “How Can the 
Wholesaler Assist the Regular Dealer Who 
Has to Compete with the Department 
Stores and Chain Stores?” 

A. J. Bihler, J. C. Lindsay Co., Pitts- 
burgh, Pa., spoke of the advantage that 
would be derived by the retail dealers if 
they made displays of their goods on tables 
especially manufactured for that purpose. 

S. Horace Disston, vice-president, Henry 
Disston & Sons, Inc., called the attention 
of the Jobbers’ Associatibn to the fact that 
the American Hardware Manufacturers’ 
Association had been conducting sessions 
under the group plan, and had found the 
results very satisfactory, and hoped that 
the good that came out of it would be crys- 
tallized so that more matters would be 
brought before the wholesalers for con- 
sideration. He said that he hoped the job- 
bers would give consideration to that sub- 
ject before the session closed. 

Henry J. Funk, Albany Hardware & 
Iron Co., Albany, N. Y., said that he was 
opposed to the better manufacturers plac- 
ing lines of hardware in other channels 
than through the regular hardware jobber. 
He referred to the practice of many manu- 
facturers selling hardware lines to grocery 
houses, drug stores, etc. 

Speaking on the topic, “In What Man- 
ner Should Manufacturers Dispose of Ob- 
solete Goods and Job Lots,” Frank A. 
Bare, Tritch Hardware Co., Denver, Colo., 
said: 

“This topic embarrasses me because of 
the fact that it says in what manner should 
the manufacturers act. I have no idea at 








Relation of Manufacturer and Jobber Discussed 


Also Obsolete Goods and Job Lots 





all of saying anything that the manufac- 
turer should do. The manufacturer knows 
his business very well, but I do believe 
there are some suggestions that could be 
made to the manufacturer and the jobber 
that would reach down to the retailer in 
a way that would be beneficial all along the 
line. We talk of research work, of cer- 
tain engineers that take charge of certain 
things for great institutions. It seems to 
me that we have in these three organiza- 
tions—and they should be thought of as 
three organizations—the retailer, the job- 
ber, and the manufacturer—it seems to me 
with those three organizations that we have 
the most wonderful opportunity of any in- 
dustry perhaps to carry certain things clear 
along to a final and profitable and satis- 
factory and logical conclusion. I think our 
great trouble has been that the wholesaler 
has worked for the wholesaler, and the 
manufacturer has worked for the manu- 
facturer, and the retailer has worked for 
the retailer. The spirit that has permeated 
this convention, I think, is the most won- 
derful spirit that has permeated a conven- 


.tion since I have had the pleasure of at- 


tending. I think we have been doing what 
we should have done a long time ago. 
The retailer is the power which gives us 
a living, and we are under greater obli- 
gation to the retailer than to any other 
part of our organization.” 

Mr. Bare then spoke of the practice on 
the part of some manufacturers selling to 
a class of trade that took the manufac- 
turers’ goods and offered them at ridicu- 
lously low prices for the purpose of build- 
ing up a trade on other lines. 
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Left to right—1—R. M. Cruise, Corbin Cabinet Lock Co. and W. G. Webb, Samson Cordage Works. 2—H. B. Mize, Blish, Mize & Sullivan and 
Llew S. Soule, Hardware Age. 3—Ike Black and Jack McCue, Russell & Erwin Mfg. Co. 4—Miss Ann Kurzon and Charles Kurzon, New York 
City. 5S—D. J. Van Bushkirk and C. P. Ballinger, Landers, Frary & Clark. 6—Mrs. E. D. Jones and Mrs. E. C. Waldvogel. 7—L. M. Hann 
and Adrian Barel, Wiebusch & Hilger, Ltd. 8—Jack Lacey, Pyrex Sales Division, Corning Glass Works, and Chas. P. Catlin, New Haven Clock 
Co. Q——A. M. Wooster, Cronk & Carrier Mfg. Co. 10—S. A. Mitchell and G. M. Riley, Irwin Auger Bit Co. 11—Dan Rinehart, Waynesboro, 
Pa., Sen. Geo. P. Sprowis, Claysville and Ray Sprowls. 12—F. M. Cooper, Knight & Wall. 13—J. S. Wainright and G. J. Marshall, Mans- 
field Tire & Rubber Co. 14—Samuel Segal and S. J. Mayer, Segal *«-k & Hardware Co. 15—Clyde Jennings, Electrical Goods, and J. A. Warren, 
Hardware Age. 
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HREE major problems faced by | 
most manufacturers of mechanics’ | 
tools dominated the discussion of the 

Mechanics’ Tool Group meeting of the 
American Manufacturers’ Association 
which met in Atlantic City, N. J., Wednes- 
day morning. The abuses of average guar- 
antees, the return of goods and the ten- 
dency on the part of some dealers to push 
cheaper grades were the three topics which 
brought forth comments from members of 
this group. 

A. E. Alverson, Greenlee Bros. & Co., 
Rockford, Ill., newly elected vice-president 
of the association, was chairman of the 
group. S. Horace Disston, Henry Disston 
& Sons, Inc., Philadelphia, past president, 
was chairman of the group committee and 
was assisted in this: work by Irving S. 
Kemp, Evansville Tool Works, Evansville, 
Ind., and S. L. Webster, Sands Level & 
Tool Co., Detroit, Mich. 

C. R. Swisshelm, Crescent Tool Co., 
Jamestown, N. Y., said his understanding 
of a guarantee is that the purchaser must 
be satisfied. He felt that the expense of 
making good any claimed defects was far 
less than the expense of maintaining a 
bureau or department to investigate such 
complaints. Two or three times a year 
they checked up on replacements. 

W. H. Simpson stated that their claims 
for replacements was so small—one-tenth 
of one per cent—that it hardly even paid 
to write a letter about the matter. “Guar- 
antee” is a promise to deliver a certain 
quality, measure, weight, etc., for a con- 
sideration. Guarantee is an expression of 
character back of the house that makes 
the tool. The reputation of a house is 
such that they cannot afford not to stand 
back of their tools. : 

H. B. Wilson said that from the point 
of the manufacturer that the replacement 
of tools might be classed as taxation with- 
out representation. There is a growing 
difference of opitfion in the trade with re- 
gard to the guaranteeing of tools. Dealers 
and jobbers should be educated as to judge 
whether a tool is defective or whether it 
has been one of abuse. The idea of mak- 
ing a satisfied customer is uppermost. Ad- 
justments on defective tools should really 
be made at the factory, and the retailer 
should inform his customer that is the 
course he has to follow. If the factory, 
after investigation, is willing to replace 
the tool, all right; otherwise, you will have 
to accept such settlement as they may be 
willing to make. On private brand goods 
they will have to be sent back to the job- 
‘ ber. If the association would go on rec- 
ord with respect to the guarantee of tools 
it would be of great help. If the present 
practice goes on unchecked we will get 
into deeper water each year. 





Fayette R. Plumb, Fayette R. Plumb, 





Tool Group Discusses Guarantee Evils and 
Problem of Returned Goods 


Inc., Philadelphia, stated if there was a 
uniform guarantee it would be a good 
thing. His company had often discussed 
what kind of a guarantee should be made 
that would be fair to all concerned. They 
have tried to establish a time limit, but it 
is impractical because they did not know 
how long a tool might be in the dealer’s 








A. E. ALVERSON 


of Greenlee Bros. Newly Elected 
Vice-Pres. Manufacturers Associa- 
tion 











store before it went to the consumer. Nat- 
urally, a manufacturer objects to replace 
tools that are really worn out, yet such 
complaints are made; manifestly, such a 
procedure is graft upon the part of the 
user. 

Dealers should be educated that it is not 
good policy to make all replacements. 

Again, the dealer should learn that all 
lose on such a transaction. The dealer 
loses his profit, the jobber his. The latter 
has to pay the cost of transportation. 

Several manufacturers brought out the 
sharp practices of consumers in the effort 
to get tools replaced. Unquestioned abuse, 
not use, was the outstanding point. 

The next question was, Is there a ten- 
dency on the part of jobbers to return to 
the factory their slow-selling items? 

Joseph E. Stone, the Stanley Works, 
New Britain, Conn., said: “Following the 
war, there was considerable of the war 
finished goods that were returned. The re- 
turn of slow-selling goods is running true 
to form. Slow-selling items in one sec- 
tion move good in another. Manufactur- 
ers should not be penalized through mis- 
takes of buyers. 

“Before returning goods to the factory 
for reconditioning, permission should first 
be secured from the maker. The cost of 
reconditioning to be borne by the party 
making the return.” 















Another manufacturer stated that he 
did not think the tendency to do so today 
was greater than it was five or ten years 
ago. 

Some makers are getting to be “hard- 
boiled” through abuse of this practice. 

William E. Cross, Clemson Bros., Inc., 
Middletown, N. Y., said that inasmuch as 
they made but one line of goods, hack 
saw blades, that they had but little to do 
with slow-moving items. Their main dif- 
ficulty was to keep up the demand. 

George C. Eckhardt, Henry Disston & 
Sons, Inc., Philadelphia, said that by the 
nature of their business some items did 
not sell as rapidly in one section of the 
country as another. Reconditioning saws, 
for example, was a difficult thing, and 
somewhat expensive. A rigid policy is 
followed. First, a list of the goods de- 
sired to be returned had to be sent in, and 
when received a charge of 10 per cent was 
made for inspection, reconditioning, etc. 
The plan was working fairly satisfactory. 

A manufacturer stated that where pol- 
ishing was also involved the 10 per cent 
did not begin to cover costs, and an addi- 
tional charge is made. : 

In answer to the question, “Tendency 
on the part of the trade to increase the 
sale of cheaper goods,” one manufacturer 
said: 

“During the past four or five years there 
has been a demand for a price article 
greater than ever before.” 

C. L. Gairoard, Kraeuter & Co., New- 
ark, N. J., related how they had worked 
to instruct salesmen to sell better articles, 
pointing out to the merchant that there 
was more profit in the sale of quality 
goods than in the cheaper lines. In nu- 
merous instances the effort proved highly 
satisfactory. He believed it largely a mat- 
ter of education of the clerks. Appar- 
ently, too many dealers go along the line 
of least resistance. 

Sanford Vaughn, Vaughn & Bushnell 
Mfg. Co., Chicago, Ill, suggested that 
where there were several grades of the 
same tool made it would be well to have 
different finishes. He did not like the 
word “second” quality. The different fin- 
ishes could be known as A, B, C, D. The 
different lines should not overlap each 
other. ; 

Announcement was made that in a re- 
cent bid on tools in the Navy Department 
at Washington the lowest bidders were 
German firms. Under the law the depart- 
ment was obliged to make award to the 
lowest bidder. Attention was called to 
this fact. During the last tariff revision a 
very moderate tariff was placed upon some 
tools, and today it is apparently difficult to 
properly protect American makers because 
of lower production and labor costs from 
some foreign countries. 
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Distribution and Its Present High Cost Studied 
by Garden Tool Group Tuesday 


UESDAY afternoon the garden tools 

and farm equipment group of the 

American Hardware Manufacturers’ 
Association, held its meeting to discuss dis- 
tribution and its present high costs. J. S. 
Bonbright, Pennsylvania Lawn Mower Co., 
Philadelphia, newly elected director of the 
Association, presided as group chairman. 
The program committee was chairmaned 
by W. H. Roberts, Jr., S. L. Allen & Co:, 
Philadelphia, who was aided by O. H. 
Smith, Lynchburg Plow Works, and G. B. 


Durell, American Fork & Hoe Co., Cleve- | 


land, Ohio. 


E. W. Burt of S. L. Allen & Co., Phila- | 


delphia, Pa., said: 
“We employ missionary men, who work 


with the jobbers’ salesmen and sometimes | 
who do missionary work with the retail | 


dealer. It has been very difficult to get 
cooperation from the jobber in this mis- 


sionary work. Some jobbers and dealers | 
are willing to have this missionary work, | 


provided it is at the expense of the manu- 
facturer. This cooperation with the job- 
ber has resulted in building up car-lot 
orders from previous smaller orders. Our 
experience with the dealer has been better 
than with the jobber. Sometimes the job- 
ber looks askance at this plan. Some of 
the salesmen do not look with favor upon 
the missionary salesman. As a_ general 


proposition, it is advisable to do mission- | 
ary work for the jobber or the dealer, 


provided proper cooperation is given, and 
it costs that jobber or dealer something to 
cooperate. 

W. H. Roberts, Jr., S. L. Allen & Co., 
Philadelphia, Pa., chairman of the pro- 
gram committee, called attention to the 
pamphlet issued by the Hardware Council, 
which bears the title of “Trade Better- 
ment.” He made frequent reference to it, 
and suggested that it be again read in con- 
junction with the consideration of this sub- 
ject. 

Mr. Roberts stated that his company sent 
out advertising matter direct to the retail- 
ers and later sent a man to call on them. 
The jobbers objected to this. When ques- 
tioned as to the reaction from the dealers, 
he said it was good money well spent. 

He said that this plan would prove sat- 
isfactory in cases where new tools were to 
be introduced, producing results quicker 
than any other method. Dealers were quite 
pleased to have a man call on them. We 


Mrs. F. F. Hickey, Savage Arms Co., Mrs. T. C. Montgomery, Harrington & Richardson; T. L. Hopkins, sales 
G. G. Dutton and E. J. Angell, B. F. Gladding Co.; H. M. Johnston, F. G. Wooster Co.; C. B. Steffey, Pittsburgh Shovel Co. with T. €. 


make it a point to market our product 
through wholesale channels. 

Edward Durell of the Union Fork & 
Hoe Co., Columbus, Ohio, believes it is of 
prime importance that the missionary man 
teach the jobbers’ salesmen all he can on 
| the line he particularly represents. When 
the two men travel together it is the mis- 
sionary man that does most of the talk- 


jobber’s traveling man. To a small extent 
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we have sent out missionary salesmen, but 
the jobbers have not been very enthusias- 
tic about it. 

The group then gave as an expression 
rather than in the form of a resolution the 
following : 
| “This group regrets that it is necessary 
in many instances to send missionary sales- 
| men, as they recognize the large addition 
jto the salesmen’s expense account, but it 
| is difficult to avoid this method of exploi- 

tation by reason of the fact that the sales- 
|} men now engaged in the selling of these 
| goods are not sufficiently acquainted there- 
| with.” 

One member said: “Retailers are almost 
| unanimous in criticising manufacturers in 
| the distribution of their advertising mat- 
j ter. To some it has been a real burden. 
| Some dealers stated that the size of the 





Demarest, American Handle Co. 


| 
| 


window trims was such that they could 
not use them. In other instances the colors 
were wrong. 

“In the sending out of printed matter 
greater care should be exercised. In the 


'use of mailing lists it has happened that 


sometimes as many as eight or ten pieces 


lof the same thing were received, duplica- 


tions. 
ing, and at the same time educates the | 
| feels that he is paying 


This, naturally, has an unpleasant 
effect upon the retailer receiving same. He 
for same in “the 
long run. 

“Tt would seem that some manufacturers 


should make a more careful study of the 


matter, and lay out a campaign ahead of 


| time, with the idea of a most effective us¢ 
of all their printed matter.” 


| made 


; cedure 


A manufacturer stated that he now first 
inquiry as to whether a jobber 
wanted circulars imprinted with his name 
wanted them blank. The same pro- 
was reported by another manu 


or 


| facturer who furnished folders and circu 








i direct to the 





lars to the dealer direct. 

With every shipment there were 
cluded a certain number of folders 
scriptive of that article. If a larger quan 
tity was desired a specific request must be 
made for same. Where display stands are 
concerned none were sent out save upor 
direct request. Indiscriminate distribution 
was entirely unwarranted. Where a job 
ber’s salesman travels with a car, a sup- 
ply of literature, cut-outs, etc., is carried, 
and he can use his own judgment as to 
how many, if any, should be given deal- 
ers. The foregoing plans have materially 
cut the cost of this department. 

To introduce a new tool, a manufacturer 
stated he had found it advantageous to put 
out a specialty salesman, to send literature 
trade. He was willing to 
stand the cost for the first year, after that 
it was up to the jobber to sell the goods. 

A manufacturer stated that he asked for 
a list of the jobber’s customers, and to 
these he sent announcements direct, using 
literature with the jobber’s name imprinted 
thereon, etc. He had found this resultful. 

A manufacturer for several year has 
been trying out various plans to develop 
jobbers and dealers business. One year he 


1n- 
de 


| has tried the direct-by-mail method, send 
; ing of special letters to carefully selected 


lists. We lay out our plan to start with 
the first of the year and then rigidly adher« 


| to it. 


manager, Savage Arms Co., Mrs. Hopkins, 
Rose and H. M. 





























Left to Right——L. B. Jackson, Wickwire Bros.; John H. Gesing, Norton Lasier Co.; Paul A. Heller, Heller Bros.; Frank P. Tenney, Utica Drop Forge 


Ce.; Vaughn Horner, Pittsburgh Shovel Co.; C. E. Bulloch, Bulloch & Isbister; J. G. O’Brien, Caldwell Mfg. Co.; and F. L. Stellwagen, Sargent & Co. 


Missouri Jobbers Working Together Toward 
Common Goal, J. E. Woodmansee Tells 


OOPERATIVE effort of the Mis- 
¢ souri River Hardware Jobbers to 

convince the retailer of the economic 
soundness of the wholesaler was outlined 
in a comprehensive talk by J. E. Wood- 
mansee, Richards & Conover Hdwe. Co., 
Kansas City, Mo., at the Thursday morn- 
ing session of National Hardware Asso- 
ciation. In part Mr. Woodmansee said: 

“The Missouri River Hardware Jobbers 
have helped make history in the Great 
West, Northwest, and Southwest. Surely 
history is a greater teacher than theory. 

“If you will follow the course of the 
Missouri River from Sioux City, Iowa, to 
Kansas City, Mo.—a distance by rail of 
290 miles—you will find twelve wholesale 
hardware: houses, representing an invest- 
ment of thirty to forty million dollars. 
And, in addition to the houses on the river 
there are a number of wholesale hardware 
houses in nearby States serving to some 
extent the same trade as served by the 
River Houses. Many of these firms have 
operated successfully for over half a cen- 
tury. 

“In the pioneering days the wholesaler 
was chiefly interested in obtaining orders 
and filling them without thought to the 
problems of the retailer. This condition 
has gradually changed. Today our best 
thinkers are taking a lively interest in our 
dealers, to whom we look for distribution. 

Advertising: Apparently hardware whole- 
salers have been too busy to sell the 
trade more thoroughly on their legitimate 
place in the scheme of distribution. Ex- 
cept for the work done by our own asso- 
ciation, hardware jobbers have been inac- 
tive in any organized effort to show their 
value of the world of commerce. 

“A large retail hardware company in 
Kansas City, Mo., which has been in busi- 
ness for forty years, is now liquidating and 
in the hands of a creditor’s committee, and 
will be unable to pay its creditors in full. 
We were called upon to furnish a man to 
assist in the inventory work. In making 


a study of the inventory we found that this 
company, in buying direct from the manu- 
facturers, purchased greatly in excess of 
This large retail store 


its requirements. 





Convention 


is a corporation. The president of the 
corporation stated to me that for a num- 
ber of years their purchasing ideas have 
been faulty and now, too late, he regrets 
exceedingly the fact that they did not re- 


duce their direct-from-factory buying and ! 


patronize to a greater extent their friends, 
the Kansas City Wholesale Houses. 

“The five hundred fifty to six hundred 
traveling salesmen, representing the job- 
bers interested in this campaign, are ré 
ceiving monthly letters and bulletins deal- 
ing with the broader side of jobbers’ ser- 
vice. We find these salesmen well posted 
on hardware and prices but not very con- 
vincing when they attempt to justify the 
wholesalers’ rightful place in our distribut- 
ing machinery. 

“We consider our salesmen of the utmost 
importance. They are the contact between 
dealers, wholesalers, and manufacturers. 
Our plan is to train these travelers to know 
and think more of the economic side of 
jobber distribution in order that they may 
pass this information on to our retail deal- 
ers. As a part of our campaign it is 
planned to offer cash prizes of $500 for 
the salesmen writing the best five hundred- 
word letters on jobbers’ service. The win- 
ning letters will be published in pamphlet 
form and sent to all salesmen. 

“Our campaign is barely under way, but 
is showing results. We are going to in- 
crease jobbers’ sales and increase factory 
direct sales in the Missouri River Valley, 
not because we love the manufacturer less, 
but because the dealers’ best interests lie in 
making use of jobbers’ service. And, we 
are going to make our salesmen like their 
jobs better by showing them the impor- 
tant part they fill in the distribution of 
hardware. 

“We are advised that in many instances 
before a chain store is located in a given 
locality a check is made to ascertain the 
probability of the chain store being a suc- 
cess before it is actually installed. If the 
merchant in the particular line already 
established in the locality is active, stands 
in high regard, carries well selected mer- 
chandise properly displayed, the chain store 
very likely will not be near that dealer’s 


| 








location. And, in many small towns in 
some lines of business there is no chain 
store at the present time, chiefly due to the 
fact that the locality has established in its 
bounds a retailer who understands his busi- 
ness. There is a lesson in the chain store 
system for every individually owned busi- 
ness. 

“How can the chain store maintain its 
permanency along present lines and lack 
community interests? The chain store as 
a rule has no concern in the municipal en- 
terprise except to take money from people 
by the attraction of underselling on stand- 
ard brands of merchandise, meaning brands 
on which the price is established and ad- 
vertised nationally to the consumer. 

“It is a well-known fact that the chain 
stores take no interest in community proj- 
ects, make no donations, and offer no-sup- 
port. Local merchants are expected to con- 
tribute to every good cause in their com- 
munity and would be woefully condemned 
1f they declined to do so. 

“I firmly believe that the properly 
trained retail merchant can successfully 
compete with the best organized and best 
managed chain stores in existence and with 
the help of the wholesaler from an educa- 
tional standpoint, sales helps, and contact 
with our salesmen. Great care should be 
exercised in our advice to dealers. Other- 
wise we will be criticized. We look to the 
future with great confidence. 

“T think that we wholesalers have been 
guilty in the past of not analyzing prop- 
erly the beginner’s financial condition. We 
have accepted money for his opening stock 
without giving thought to the customer’s 
chance of being a successful merchant. 

“The Western Retail Implement and 
Hardware Dealers have held a convention 
in Kansas City annually for the past 
thirty years. For a number of years 
hardware and implement houses have held 
their displays in their several places of 
business, served lunches to the customers, 
and in this way have attempted to assist 
the retail dealers of our trade territory in 
making their annual convention a success. 

“A new plan is being developed this 

(Continued on page 198) 
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Left to right—1—T. E. Hoffman, John H. Graham & Co., Inc. 2—John Martindale, Van Camp Hardware & Iron Co. 3—Joseph E. Stone, Stan- 
ley Works. 4—Fred Haase, Burhans & Black, Inc. 5—John Williams, Fayette R. Plumb, Inc. 6—Geo. E. Dresser, Carborundum Co. 7—R. W. 
Shapleigh, Shapleigh Hardware Co. 8—R. G. Whiting, Samson Cordage Works. 9——Chas. W. Asbury, Enterprise Mfg. Co. 10—Irving S. Kemp, Evans- 
ville Tool Works. 11—Murray Sargent, Sargent & Co., elected to the ive i 12—W. H. Rattenbury, Landers, Frary & Clark. 
13—J. L. B. Holme, John H. Graham & Co., Inc. 14—Irving S. Kemp, Evansville Tool Works. 15—E. W. Clark, E. C. Atkins & Co. 
16—W. D. Biggers, Continental Screen Co. 17—R. B. Jones, Clyde Cutlery Co. 18—John J. Armstrong, Armstrong Hardware Co. 19—Chas. J. 
Smith, Chas. J. Smith & Co. 20—L. Mouat, P. & F. Corbin. 21—W. H. Geller, Geller, Ward & Hasner Hardware Co. 22—Henry A. Squibbs, American 
Steel & Wire Co. 23—W. G. Yantis, Shapleigh Hardware Co. 24—H. S. Earle and Geo. L. Earle, North Wayne Tool Co. 25—John Donnan, 
secretary, Southern Hardware Jobbers Association. 26—H. E. Masback, Masback Hardware Co. 27—Chauncey F. English, Hardware Age. 28—Arthur M. 
Dodd, Horton Mfg. Co. 29—Mrs. and Mr. A. C. Albrecht, North Bros. Mfg. Co. W. C. Holleyman, Beck & Gregg Hardware Co. 31—Chas. 
H. Ireland, Odell Hardware Co. 32—E. R. Masback, Masback Hardware Co. 33—Henry J. Funk and W. I. Baker, Albany Hardware & Iron Co. 
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Left to right—F. W. Heitman, F. A. 


American Hardware 


Manufacturers’ 


Heitman Co., S. Horace Disston, Henry Disston & Sons, Inc., Will J. Feddery, Hardware Age, Miss M. B. Francis, 
Association and Mrs. George H. Griffiths, Hardware Age. 


Sixty-Day Requirement Buying Is Desirable, Says 
Builders’ Hardware Group 


ESIRABILITY of requirement buy- 

ing for sixty-day periods, the im- 

portance of selling quality builders’ 
hardware and the use of cooperative ad- 
vertising were the outstanding topics dis- 
cussed by the builder hardware group of 
the American Hardware Manufacturers’ 
\ssociation meeting Tuesday afternoon, 
with R. L. Rogers, Payson Mfg. Co., Chi- 
cago, as group chairman. J. P. McKinney, 
McKinney Mfg. Co., Pittsburgh, Pa., new- 
ly elected vice-president, was program 
chairman, assisted by W. R. Hill, Sargent 
& Greenleaf, Inc., and Isaac Black, Russell 
& Erwin Mfg. Co. 

Mr. Black started the discussion, say- 
ing in part: 

“In the last ten years many have been 
led to believe that the abnormal and spec- 
ulative buying which characterized the 
period was the regular buying practice in 
the hardware trade. This was fallacy. 
Requirement, or sixty-day buying by 
wholesalers, is the right and desirable 
thing; this conduces to that steady demand 
and steady flow of goods which every man- 
ufacturer desires. 

“Distributors, both wholesalers and re- 
tailers, are not doing requirement buying. 
They seem either to lack confidence in 
price, or are trying to place the burden of 
handling upon the manufacturer. 

“Their demands for many small and 
special shipments make it necessary for 
the manufacturer to set up a machinery 
that, against his will, makes him in effect 
their competitor. Manufacturers are be- 
ing called upon to perform the functions 
of the wholesaler and the retailer. 

“This adds a tremendous burden to the 
manufacturer’s costs and contributes to 
the situation wherein can flourish the chain- 
store system, which eliminates such waste. 

“The returned-goods problem for the 
manufacturer is aggravated by many small 
orders which the manufacturer is called 
upon to ship direct. It usually happens 
that by the time the wholesaler relays a 
special order to the factory and the factory 
gets ready and fills the order, shipping 
direct to the retailer, the consumer desir- 
ing the article has purchased it elsewhere; 
then the article is returned sometimes via 
the wholesale house, often direct from the 
dealer to the factory.” 





Mr. Black reported that from an analy- 
sis recently made it was found that of 
732 orders received, only 11 per cent were 
for more than $100—the average was $22 
—and 452 of them ordered other than 
parcel 


freight shipment (express, post, 
direct). 

The cure is for distributors to do re- 
quirement buying, meaning by that, pur- 
chase their requirements for sixty-day 
periods, not indulging in speculative buy- 
ing or burdening themselves with excess 
stocks. 

N. T. Hasenflue, Champion Hardware 
Company, said: “Declining prices and the 
present high efficiency of the transporta- 
tion system were the principal causes of 
the so-called hand-to-mouth buying. 

“In support of the practice it must be 
conceded that it reduces capital require- 
ments, increases turnover and that there is 
a real place for it up to a certain point, 
but that it possesses an element of weak- 
ness if it is followed blindly. 

“The distributor in determining his buy- 
ing quantities should consider probable de- 
mand for the goods and the wholesaler 
should keep himrelf in position to fill or- 
ders promptly and completely. 

“Disadvantages of close buying are that 
the excess cost of filling a back-order often 
wipes out the profit made on the original 
order, and that it tends to reduce volume 
because the seller does not push for busi- 
ness on those lines that he handles in this 
manner.” ° 

George F. Wiepert, Sargent & Com- 
pany, agreed with Mr. Black’s figures, and 
said: “In discussing this subject it is 
necessary to discriminate between hand-to- 
mouth buying which is inadequate and ‘re- 
quirement buying.’ 

“It would be fair to charge an extra 10 
per cent for small orders for special ship- 
ment. This would only partially compen- 
sate for the extra cost of handling, but 
might help to some extent in correcting the 
practice.” 

J. P. McKinney, Jr., reported that his 
firm makes a 10 per cent charge on re- 
turned goods. 

Mr. Black said his firm accepts no re- 
turns except when made by permission, 





and that on returns of regular stock charges 
are made from the minimum 10 per cent | 


up to 20 per cent, and on contract goods 
up to 50 per cent. In last mentioned cases 
the buyer is encouraged to make some local 
disposal of the goods. 

How may the use of better hardware be 
promoted by manufacturer and distributor ? 
Would the use of hallmark assist? 

Mr. Wiepert said: “In late years it has 
unfortunately come about that undue em- 
phasis is placed upon price. Cheap plated 
hardware is used in enormous quantities, 
especially in houses built to sell. Often 
such houses are bought because the hard- 
ware looks nice while it is new. 

“‘Always select hardware adequate for 
the purpose’ is a good and safe rule to 
follow and one that the manufacturer may 
well impress upon his salesmen. Much 
cheap hardware is used where good hard- 
ware could and should be used. 8 

“House builders will emphasize that cop- 
per guttering has been used, copper screens 
and brass water pipe, when at the same 
time steel hardware has been used through- 
out the structure. 

“Use of better hardware will become 
common when people are educated to ap- 
preciate its ultimate economy. The right 
start in the direction of accomplishing this 
is by urging salesmen to sell the idea of 
better hardware. 

“It is the practice of manufacturers to 
label hardware packages to indicate steel, 
brass and bronze, but it might Help much 
more if there were on the hardware itself 
some stamp by which the consumer might 
be enabled to identify the goods after it 
has been used. 

“Such a mark, stamped on wrought ware 
and cast or stamped on cast ware, a mark 
adopted by the industry and recognized as 
indicating brass and bronze, applied so as 
to be visible. to the public, would make it 
possible for the consumer to get what he 
wants. 

“People want economical goods, as dis- 
tinct from cheap, and just as they have 
learned to appreciate and desire brass wa- 
ter pipe, copper leads and down spouts and 
copper screen, so might they also be edu- 
cated to demand good hardware.” 

W. S. Mace, Lockwood Manufacturing 
Co., said: “In house building there is too 
much emphasis on price and the disregard 

(Continued on page 199) 
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- HE seller of shoes and the seller 
of cheese can compare victories 
and another beautiful friendship, 

born of sympathetic understanding, has 

sprung up,” said S. A. Knisley, director 
of advertising and publicity of the Sheet 

Steel Trade Advertising Committee, in ex- 

plaining that the fundamentals of merchan- 

dising are now and always will be the 
same, regardless of what is sold. 

After telling of his experiences as a 
merchandiser who had sold many things, 
but not sheet steel, Mr. Knisley said in 
part: 

“To the sheet metal jobber who is doing 
a real job of merchandising today— 
1—By refusing to handle an inferior prod- 

uct ; 

2—By courageously running his own busi- 

ness rather than letting his competitor 

run it for him; 

3—By working a staff of salesmen large 

enough to adequately cover the terri- 

tory ; 

4—By employing, at good salaries, men 

who SELL business rather than men 

who are forced to buy it by cutting 
prices ; 

5—By educating those salesmen to be of 

real service and assistance to his cus- 

tomers ; 

6—By employing well proportioned and 

well directed advertising to assist his 

salesmen, and 

7—By recognizing that since he has no 

intention of establishing a direct con- 
tact with the ultimate consumer, he is 
dependent upon and must look upon the 
sheet metal contractor and retail dealer 
as a secondary sale force and accord- 
ingly undertake to educate him to serve 
in that capacity. 

“To such a jobber I am unable to offer 
a single constructive suggestion except to 
urge that he carry on with increased vigor 
and persistence. 

“The sheet metal jobber who isn’t doing 
these things, isn’t benefiting by the widely 
known and well understood experiences of 
every successful business in America. 

“In merchandising sheet steel or gro- 
ceries we can be a constructive force or 
we can be order takers, and we reap our 
rewards accordingly. 

“Since the organization of the Sheet 
Steel Trade Extension Committee, you 
gentlemen have been kept informed con- 
cerning our activities. To bring this in- 
formation up to date I might tell you that 
today or tomorrow in Pittsburgh will 
come from the press, our first roofing 








Left to right—E. W. Howell, Bob Raymond and Geo, Houghton. Evansville Tool Works, with R. G. McKinney, McKinney Mfe. Co.; 
Stanley Works; Don J. Foss, Wooster Brush Co., Geo. W. Eckhardt, Henry Disston & Sons, Inc. 


S. A. Knisley Addresses Metal Branch on 
Merchandising of Sheet Steel 


booklet, entitled, ‘Steel Roofing—Its Use 
and Application.’ This booklet is designed 
to sell steel roofing. It explains the ad- 
vantages of the material, illustrates its use 
on all types of building from the simple 
shed roof chicken coop to the elaborate 
and many-gabled city residences. It goes 
to great lengths to get across to the reader 
the ‘quality’ idea, and informs him how 
he can make sure of getting prime sheets 
of the proper gage. 

“This booklet will be followed shortly 
by two additional roofing booklets which 
will go into the most elementary detail in 
explaining how to apply all of the various 
forms of steel roofing. 

“As soon as we can get to it, we plan a 
booklet for the construction industry, de- 
signed to illustrate the uses to which sheet 
steel can be put in building construction. 

“We further contemplate a booklet to 
the architect, dealing with the architectural 
uses of sheet steel. 

“We already have, as you know, a cor- 
nice specification in the hands of the archi- 
tects. 

“These roofing booklets are designed 
primarily for those who send inquiries to 
us as a result of our magazine advertising. 
However, they should be given a much 
wider distribution through the offices of 
sheet steel manufacturers and through 
sheet steel jobbers. 

“At least half of our general magazine 
and trade paper advertising this year is of 
direct interest and benefit to you gentle- 
men. Since the Trade Extension work 
started, thousands of inquiries have been 
received in our Pittsburgh office for sheet 
steel in the form of roofing, cornices, 
ventilating equipment, etc. Within the 
last two months, we have received nearly 
500 inquiries for our new roofing booklet. 

“As an apt illustration of why the sheet 
metal jobber is not getting more business 
today, I will conclude with a brief refer- 
ence to ‘The Spirits of St. Louis.’ There 
are more than one. 

“By the same token, all of us are ac- 
quainted with one ‘Spirit of St. Louis.’ 
Many after-dinner orators have extolled 
the virtues of Colonel Lindbergh, have 
pointed out his courage, his careful plan- 
ning, his skillful navigation, his marvel- 
ous endurance and best of all, his accom- 
plishment of what he set out to do. 


“But there is another ‘Spirit of St. 


| Louis’ that has not been so well advertised. 
A week ago last Thursday afternoon, at 
about 1 o’clock, a tornado swept through 
a residential portion of St. Louis. The 
story was told in the Friday morning 
papers all over the country. Friday eve- 
ning two representatives of the Sheet Steel 
Trade Extension Committee entrained for 
St. Louis. 

“Upon arrival Saturday morning and 
following a hasty survey of the devastated 
area they called upon sheet metal jobbers, 
as well as the leaders of two sheet metal 
contractor organizations. They reported 
the wide destruction of property and the 
urgent need for service and concerted ac 
tion on the part of the sheet metal indus 
try. Thousands of feet of eaves trough 
and conductor pipe were waiting to be sold. 
The market was hungry for galvanized el- 
bows. Sheet steel ventilators by the score 
were required. The market for steel cor- 
nices was beyond the fondest hopes held 
by any sheet metal contractor twenty-four 
hours before. Sky-lights by the thou 
sands needed repairing. The largest po 
tential market for sheet steel was created 
by the fact that the age and present de- 
preciated value of most of the houses in 
one large section did not warrant their 
being again roofed with expensive slate 

“A manufacturer of composition roof 
ing had already set up a tent in the de 
vastated area and was stocking that tent 
with his material. Roofing contractors in- 
terested in slate had sent out a call to sur 
rounding cities for helpers. The following 
item appeared in the Globe Democrat. 
| “‘Roofs of buildings in the path of the 
storm were damaged to the extent of more 
than $500,000, it is estimated by Elmer L 
Musick, president of the Master Roofers 
Association. Demands for repairs for 
damaged roofs far exceed the facilities at 
hand. Efforts are being made to secure 
experienced roofers from other cities to 
aid local workers. The Master Roofers 
Association plans to give its attention first 
to repairing the roofs of industrial and 
commercial institutions, so that costly ma- 
terial and stocks of goods may be pro 
tected. Orders for repairing roofs of resi- 
dences are being taken, however, and such 
work will have the earliest possible atten- 
tion. Arrangements have been made for 
importing large forces of experienced 
roofers from Kansas City and other near 








by cities.’ 
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S. McClelland and R. W. Chamberlain, Stanley Works, with C. J. Prentiss and C. B. Crets, Van Camp Hardware & Iron Co. 


Jobbers Report on Business Conditions 
in Various Sections of the Country 


NE of the interesting features of 

the Tuesday morning session of 

the Accessories Branch of the 
National Hardware Association was the 
general discussion on current business 
conditions. Chairman A. H. Nichols, 
Buhls Sons Co., vice-president of the 
association called on members whose ob- 
servations follow: 

Frank A. Bare, Tritch Hardware Co. 
said, “the business conditions in Denver 
I should say are hardly normal. They 
are below the average because of the 
number of conditions we have had to 
meet. The livestock market has not 
been in a prosperous condition On the 
whole it is below the average.” 

G. S. Wilson, Decatur & Hopkins 
Co. of Boston said, “Speaking for New 
England as a whole, I believe the gen- 
eral conditions are on the upward turn. 
The textile industry is improving and 
the future looks brighter.” 

Mr. Huntley of Iowa said, “you all 
know from the papers that things were 
bad with us. I don’t want you to be- 
lieve all you read in the newspapers, 
I feel that if ever a miracle was per- 
formed that miracle was performed in 
our State between the 25 of August 
and the following four weeks. Corn 
that we would not have given 50c. an 
acre for, today is going to yield from 
50 to 75 bushels to the acre, due to the 
extremely hot weather that we had in 
September, but it was the saving of our 
State. I think conditions are much 
better than they have been since 1920. 
Although we are a corn State, less than 
20 per cent of our corn is sold as corn. 
It goes into stock, but we will not begin 
to realize upon it until next March or 
April.” 

F. W. Heitmann of F. A. Hutman Co., 
Houston, Texas said: “In our territory 
we are not in a favorable condition from 
a commercial standpoint. Generally 
while conditions are good in Texas, it 
seems that the commercial end is badly 
shot to pieces by the increased competi- 
tion that is coming from all sources. 
Our competitors are trying to divide up 
the business. It seems impossible to 


get business to a point where it will be 





a profitable basis; too much of it is 
being divided by garages and small 
dealers. How they get their supplies 
I don’t know, but they do not get them 
through the legitimate channels.” 

H. R. Melhuish, Radio Corporation of 
America said: “From the standpoint of 
the radio I will say that business condi- 
tions are excellent generally. As a 
whole, business conditions have reached 
a point where they are equal to last 
year.” 

R. L. Bidez, Mobile, Ala., said: “I 
am very glad to say that conditions in 
our immediate trade territory are in 
better condition than they have been for 
years. Our farmers have made a good 
crop of cotton, and it was sold early and 
brought a good price, and conditions 
agriculturally are very good. In Mobile 
and surrounding territory the Satsuma 
Orange crop is the best we have ever 
had, and our prospects are very good.” 


Robert H. Treman, Treman, King & | 
Co., Ithaca, N. Y., said: “I think we | 


should discriminate between the hard- 
ware business and general conditions. In 
the hardware business we are apt to 
over-intensify our troubles every year. 
The problems, we always have them with 
us. As to general prosperity we have 
had three years of unusual prosperity in 
this country. We look back to the Civil 
War times, we find practically there 
were three such periods: One, after the 
Civil War, in which there was a great 
period of expansion, and another period 
in the eighties in which there was great 
agricultural expansion—the taking up of 
new land, etc. Then there was a third 
period in the nineties, a period of com- 
bination of business. This continued for 
several years. Now we are in a period 
of what we will say unusual prosperity, 
represented by comfort and luxury. The 
use of the automobile is perhaps an in- 
dication of the prosperity of the country 
—a standard of living that has been de- 
veloped in this country unequaled here- 
tofore by the average person. 

“Now, what are the conditions todav? 
I do not think we need to reiterate the 
situation very much at length except 
to say that in the early part of the year 








we were continuing in 1927 as we ended 
in 1926. The price level of commodities 
in general has been going down for about 
two years. 

“On the general situation, it seems 
to me we have a very good outlook. We 
must not compare it with 1926 alone, but 
we should realize that we are in a pros- 
perous year. We are all enjoying pros- 
perity, and we should do everything we 
can; be reasonably conservative in our 
overhead expenses, and treat each other 
in a way so as to continue that pros- 
perity.” 

Colonel Robert M. Starke, Canada, 
said: “That he appreciated very much 
the invitation extended to the represen- 
tatives of the Canadian Hardware Asso- 
ciation to attend the meetings of the 
National Hardware Association; that the 
Canadian Hardware Dealers were among 


| the best customers that the United States 


hardware dealers had. He said that the 
business conditions in Canada were 
better than normal. He said one of the 
new sources of revenue was from the 


| raising of tobacco; that in 1927 they 


would raise 40 million pounds of to- 
bacco, and that four or five million of 
that would be exported.” 

Walker D. Stuart, Richmond Hard- 
ware Company said: “We have had to 
contend with factory competition. The 
retail dealers are not developing their 
accessory business. That is our ex- 
perience, and until they do, and have 
somebody that will study it technically, 
I do not think they will make any ma- 
terial headway. It would be more satis- 
factory to the jobbers and manufacturers 
of accessories to deal with the hardware 
trade than with the ordinary garage 
trade, because they would find credits 
more satisfactory in dealing with the 


| said hardware dealers.” 


George S. Winders, Columbus, Ohio, 
said: “I am firmly convinced that the 
sale of automobile accessories is fast 
going more and more into the hands of 
the wholesale hardware merchant. There 
is not such a great demand for auto- 
mobile supplies as formerly, owing to 
the fact that automobiles are now more 


| fully equipped than in the past.” 
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F. L. CAMPBELL 
U. 8. Chain & Forging Co. 


ENNIS A. MERRIMAN, American 
Steel & Wire Co., Chicago, Ill, was 
reelected president of the American 

Hardware Manufacturers’ Association, at 
the closing session of that organization’s 
convention with the National Hardware 
Association, Marlborough-Blenheim Hotel, 
Atlantic City, N. J., Oct. 17-20. Frank 
L. Campbell, U. S. Chain & Forging Co., 
Pittsburgh, Pa. was reelected as vice- 
president. A. E. Alverson, Greenlee Bros. 
& Co., Rockford, Ill., and J. P. McKinney, 





Manufacturers Reelect 
President D. A. Merriman 


Vice-Presidents Are Frank L. Campbell, 
J. P. McKinney, Jr., and A. E. Alverson. 
New Executive Committee Members Are 
J. S. Bonbright, Murray Sargent and 


W. E. Cross. 


Jr., McKinney’ Mfg. Co., Pittsburgh, Pa., 
were chosen as vice-presidents. Both of 
the latter were members of the executive 
committee. 

Three members of the executive com- 
mittee were selected for three years. They 
are Murray Sargent, Sargent & Co., New 
Haven, Conn.; W. E. Cross, Clemson 
Bros., Middletown, N. Y., and J. S. Bon- 
bright, Pennsylvania Lawn Mower Co., 
Philadel phia. 

J. E. Stone, Stanley Works, New Brit- 











J. P. MecKINNEY, Jr. 
McKinney Mfg. Co. 


ain, Conn., retiring vice-president, was 
chairman of the nominating committee. 

The resolution committee reported no 
resolutions. 

Vice-Presidents Campbell and McKinney 
were conspicuous in their committee work, 
planning the group meeting of the manu- 
facturers’ association. The group meet- 
ings were very successful. Members ex- 
pressed the hope that the scope of the 
groups will be widened and the idea de- 
veloped to an even greater extent. 


Walter H. Donlevy Reelected President National 


Hardware Association 
Vice-Presidents Brace Hayden and A. H. Nichols Will Serve Again 


ALTER H. DONLEVY, Carter, 
Donlevy & Co., Philadelphia, Pa., 
was reelected president of the Na- 
tional Hardware Association at the closing 
session of that organization’s convention with 
the American Hardware Manufacturers’ 
Association, held at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., Oct. 
17-20. Vice-presidents Brace Hayden, 
Dunham, Carrigan & Hayden Co., San 
Francisco, Cal., and A. H. Nichols, Buhl 
Sons Co., Detroit, Mich., were selected to 
serve another year. Executive committee 
members whose terms expired this year 
were chosen to serve another three years. 
The executive committee includes Paul 
A. Griffith, Shields & Bro., Philadelphia; 
John T. Martindale, Van Camp Hardware 
& Iron Co., Indianapolis, Ind., and G. S. 
Wilson, Decatur & Hopkins Co., Boston, 
Mass., until 1929; Charles H. Black, Seat- 
tle Hardware Co., Seattle, Wash.; Walker 
D. Stuart, Richmond Hardware Co., Rich- 
mond, Va., and H. S. Darby, J. M. War- 
ren Hardware Co., Boston, Mass., until 
1928 and until 1930 Frank A. Bare, Tritch 
Hardware Co., Denver, Colo., D. M. Ful- 











BRACE HAYDEN 











ton, Carlin & Fulton Co., Baltimore, Md., 
and Charles H. Ireland, Odell Hardware 
Co., Greensboro, N. C. - 





R. W. Shapleigh, Shapleigh Hardware 
Co., St. Louis, Mo., was chairman of the 
nominating committee and was assisted by 
F. T. Bruzzone, H. E. Nickerson, Fred L. 
Miller, Leo C. May, D. T. Peden, and H. 
H. Riddle. 


Jobbers Pass Resolutions of 
Appreciation to Trade Papers, 
Speakers, Officers and 
Committees 


At the closing session of the National 
Hardware Association, resolutions were 
passed expressing the organization’s ap- 
preciation for the cooperation of the trade 
papers, speakers, officers, committees, hotel 
management and resolutions of friendliness 
for the American Hardware Manufac- 
turers’ Association and other hardware or- 
ganizations. 

J. A. Warner was chairman of the reso- 
lution committee and was assisted by W. F. 
Kennedy, Frank A. Bare, Geo. B. Ryan 
and Geo. W. Huntley. 
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David Beecroft and E. A. Gallaher Give Talks on 
Present Day Distribution Problems 


HE Automobile Accessories group of 

the American Hardware Manufac- 

turers’ Association Wednesday morn- 
ing was addressed by David Beecroft of 
the Chilton-Class Journal Co. and E. A. 
Gallaher of the Clover Manufacturing Co. 
Mr. Beecroft presented an analysis of pres- 
ent day distribution, and Mr. Gallaher of 
the future of merchandising. Frank L. 
Campbell of the U. S. Chain & Forging 
Co. presided in the place of D. S. Brisbin 
of the Columbus McKinnon Chain Co., who 
was ill. 

Mr. Beecroft presented an analysis of 
how 243 dealers in automobile accessories 
and equipment in fourteen counties in Penn- 
sylvania bought the goods that they sold 
to the public either as merchandise or as 
a part of repairs or used in the shop in 
making these repairs. 

The chief disclosure was how close to 
home these dealers made these purchases 
and how few of them made purchases from 
“first line jobbing” cities—which can be 
construed as the better known jobbing 
cities. In several of the lines referred to, 
the third line cities distributed a larger 
percentage than the first line cities. This 
research included the distribution of repair 
parts, electrical repair parts, brake lining, 
accessories, tools, shop equipment. The 
dealers were the garage owner, automobile 
dealer and repair shop. Hardware dealers 
were not included in the research. 

Mr. Gallaher described the success of the 
mail order house to excellent catalogs, 
which was merely a fine form of merchan- 
dise display where a person could shop 
without announcement. The secret, he 
said, was that the man who wrote the 
descriptions was truthful and an expert 
merchandiser. 

The chain store, he said, is merely an- 
other step in that it is merely a physical 
catalog, where the mail order house had 
a book catalog. The chain stores, he 
said, make an expert and detailed study 


of buying habits, and they have found that | 


a good cover (show windows) for their 
catalog will draw trade. They know ex- 
actly the dimensions of the window, exact- 


ly how the door shall be made, exactly how | 








D. S. BRISBIN 
Columbus McKinnon 


Chain 
Co. Chairman of Automo- 
bile Accessories Group. 














| high the display counters must be to sell | 


| goods and how to avert theft. 

| “The only use for counters,” he said, 
persuade him, if possible, to use them and 
then wait for him to go broke. If the 
competitor will not take and use them, burn 
them.” 

The chain store, he said, is merely a 
wholesaler and a retailer working 100 per 
cent in cooperation, while the independent 
wholesaler and retailer were working on a 
basis of a complete lack of cooperation. 
In this connection he said: 

“The chainstore wholesaler employs no 
traveling salesmen and thus saves 8 per 
cent of the cost of distribution.” 











| 
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| make both efficient. 
“is to give them to your competitor and | manufacturers have sold to chain stores or 
| mail order houses and have helped to make 


| program committee. 


retailers to commercial consumers instead 
of properly wholesalers, as was proved by 
the number of small orders received and 
filled without profit and often at a loss. 

The automotive accessory industry, Mr. 
Gallaher said, was without retailers be- 
cause the men who filled this role were not 
displayers of merchandise and did not at- 
tract sales. The hardware merchants, he 
said, were a much stronger class of mer- 
chants and were rapidly improving their 
situation by adopting modern merchandis- 
ing plans. He said that in his work with 
the National Retail Hardware Dealers’ As- 
sociation, he had come into contact with 
some 3000 hardware merchants who were 
entirely revising their retail methods. 

“I am describing these merchandising de- 
velopments,’ Mr. Gallaher said, “because 
they are things that must be brought to the 
attention of the dealer. No manufacturer 
can be stronger than his dealers, and it is 
up to the manufacturer to work through 
his jobbers to his dealers and to protect 
himself in this way if he does not want to 


| be forced into a position whereby he must 
| sell to the chain stores or mail order houses 


to find an outlet for his production. 

“In my own case, I have refused to sell 
to the large outlets, for I believe that the 
only safe method is to sell through the 
jobber to the retail, and we must help to 
I know that where 


| a success of an item, they have found that 


the chain store company soon set the price 
at which they will buy, or have set up a 
factory of their own.” 

Mr. Brisbin was chairman of this group, 


| and Mr. Campbell chairman of the group’s 


R. J. Koehr, Brugess 
3attery Co., and F. S. Macourek, Vichek 


| Tool Co., were on the program committec. 


To Mr. Campbell much credit is due for 
the formation of the manufacturers’ group 
meetings and for their success. He has 


Jobbers, he said, were in too many cases | been a prime mover in this work. 


Friendship and Support of Distributor 
Doubles Sheet Steel Business 


ENEFITS derived. from the friend- 
ship and support of the sheet steel 
distributor for the fabricator was 
forcefully told by C. F. Barker, of Lamb 
& Ritchie, at the session of the Metal 
Branch of the National Hardware Asso- 
ciation, Tuesday afternoon. Mr. Barker, 
after giving a favorable report of the sheet 
steel conditions in New England, said in 
part: 
“In years past our company has always 
sold our material to anyone who wanted 
to buy direct from us, no matter who he 


was or where he was in New England. In 
addition to this, we expected to sell the 
distributor all of his requirements, and in 
a great many instances we were wrong. 

“In January of this year the company 
decided to stop this practice of selling di- 
rect to the consumer or retailer, and de- 
cided to sell to the distributor only. In 
doing this we believed that we not only 
would get more business, but it would have 
a tendency to create a better feeling be- 
tween the distributor and ourselves. 

“Of course, if the retailer or consumer 











wishes to come to our factory to get his 
material, he can still do so, but before giv- 
ing it to him he has got to tell us which 
of our distributors he wishes to have the 
material billed through, and we have a list 
of distributors posted in the shipping room 
for his convenience. It has been very 
gratifying to us to see the remarkable 
change this great step (and it was a great 
step for us) has made between our good 
distributors and ourselves. I believe I am 
correct when I say our business has more 
than doubled since January.” 
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OME hardware men have created quite a bit of 
paint volume by enlisting early in the holiday 
preparatory season by letting it become generally 
known that their paints were especially adapted to 

Christmas preparations. This phase of the work must 
he done early because it takes time to use these paints 
and most people want to clear up—or at least think when 
they start that they will—all such work several days 
before Christmas. Right after Thanksgiving is none to 
early to start this work. 

After this is done and the holiday shopping starts in 
earnest there is another phase of Christmas paint selling 
to the last minute buyers which we will explain in detail 
later. 

The quick drying paints now available are going to 
make for a much greater opportunity in selling for the 
Christmas trade. One way to do it is a card or adver- 
tisement that appeals to the parents of boys and girls 
away at school. This can read something like this: 


COLLEGE COLORS 


Wouldn’t your boy or girl be tickled to 
come home for the holidays and find his 
or her room decorated in the school 
colors. You can do this in one day— 
woodwork, furniture and other belong- 
Ings. 


Another appeal that will bring results is something like 


this: 
CHRISTMAS COLORS 


Why not surprise your friends with some 
of the bright red and green of the holi- 
day season in what appears to be a per- 
manent form. You know, paint removers 
have been developed to the efficiency 
that makes paint as easily removed as 
put on. 


Or perhaps this will 
make the strongest bid 
for these early season 
paint sales : 


OLD EQUIP- \ 
MENT MADE \ TS 
NEW ua |= 
Give the kiddies a Ae 


double treat. Renew 
the old toys so that 
they will take their 
place unashamed : 
along with the new. With the quick drying 
paints so popular in bright colors, you can 
make these toys divide honors with the new. 
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Sell Paint 


Then there is the home made novelty field that has 
steadily gained in prominence since the quick drying 
lacquers have come into prominence. Many home painters 
have developed remarkable ability for turning old bot- 
tles, vases, boxes, dull and drab odd pieces, coat hangers 
and the like into objects of art. Some women do this 
with a brush, others with the sprays. Both the black 
and bright colored decalcomanias are used. Write your 
own ad beginning : 


OLD BOTTLES AND FURNITURE 


Make the attic relics over into living 
room. desirables. Bases, chairs, odd 
tables, chests can be made beautiful, de- 
sirable and useful. Come to our store 
and see some that we have made over 
with a small can of paint. 


Then do a few yourself and put them on exhibition. 
Some paint manufacturers have recognized this activity 
and the Acme White Lead and Color Works have pre- 
pared a special circular on this feature for their dealers. 

Every dealer who has tried this finds that it pays 
to do a bit of work himself to show. Old toys, chairs 
and the like can be half painted and put on exhibition. 
We recall a paint dealer who sawed out the corner of 
an old window frame and painted it in an unusual color 
design and put a small curtain on it to show what 
could be done. The frame came from a house that was 
being wrecked and did net take much space. 

When Christmas is nearer, the problem is somewhat 
different. A McDougall-Butler Co., Inc., dealer 
makes up some special Christmas packages. [or 
the last several seasons he has made up this Christ- 
mas package: 1 quart of colored enamel (body 
color), % pint colored enamel (trim 
color) 6 transfers (assorted), a 2-in. 
brush, a pencil brush for striping. 

This assortment displayed with an un- 
finished breakfast set or other unfinished 
furniture sells readily. This dealer 
borrows a part of the unfinished furni- 
ture he shows from another merchant, 
as he does not sell the large pieces. He 
distributed informative literature about 
odd job painting in the home in liberal 
quantities. 

This year is perhaps the best of all 
years to experiment with boosting paint 
Isales for the Christmas season. The 
“Color in the Home” and “Color” in the 
kitchen campaigns are sweeping the country. 
All sorts of kitchen equipment is coming on 
the market in colors. 
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Rich Paint Profits Lurk in Unfinished 


Furniture Popularity 


The wise hardware dealer will train a demonstrator, borrow some pieces of 
furniture and lead the way in home decorative movement 


By a Woman Contributor 


N the minds of many women of today, brushing lac- 

quer is synonymous to unpainted furniture, for the 

one makes the other desirable and possible to the 
home makers because of its simplicity in application and 
speed in drying. 

The hardware dealer who stresses brushing lacquer 
in connection with unpainted furniture and educates the 
people of his town in the decorative possibilities of this 
furniture for beautifying the home, will be building busi- 
ness on a firm foundation, for, it is conceded, unpainted 
furniture is here to stay. One of the very obvious pos- 
sibilities is that, with a piece or two of new unfinished 
furniture and the old painted to match this, the room is 
“refurnished.” 

The unpainted, or decorative, furniture, while not 
exactly new, has lately made rapid strides in popularity. 
New designs are continuously appearing on the market, 
so that now the fur- 
niture is made in 
about every form and 
size attainable in fin- 
ished furniture. 

This decorative fur- 
niture gives the home 
maker, whether her 
domain is a spacious 
dwelling or a single 
room, an opportunity 
for freer decoration 
— self - expression in 
decoration, probably 
we should say — and 
is particularly adapt- 
able for brightening 
up the small apart- 
ment, the dark bed- 
room or the window- 
less dining nook. 

The hardware 
dealer who takes ad- 
vantage of this busi- 
ness opportunity will 
have a wide range 
of customers —the 
woman who wants to 
refurnish one or more 
of her rooms in a dis- 
tinctive manner; the business girl who desires to taste- 
fully and inexpensively furnish her small apartment ; the 
housewife who wishes to add a small end table, corner 
bookcase or the like to her living room furnishings ; the 





The dealer in a town where unpainted furniture is sold might borrow 
one or two pieces from the store, giving the company credit by advertising 
its name and the place where the furniture may be purchased. 


woman desiring gay, bright colored furniture in her 
summer cottage; the person in search of suggestions for 
acceptable and unusual gifts. 

There are still so many women who have little know!l- 
edge of the ease and simplicity with which brushing lac- 
quer may be applied and who would be delighted to learn 
how they could, with no painting experience, apply it to 
unpainted furniture, with assurance of a satisfactory re- 
sult, that here indeed is a splendid opportunity for the 
hardware dealer. Many women are deterred from at- 
tempting home painting through lack of knowledge, fear 
of doing botchy work, a distaste for the disorder they 
associate with such work, and the length of time they 
believe it takes paint to dry. 

The hardware dealer who wishes to capitalize on this 
brushing lacquer, in connection with unpainted furniture, 
would do well to go after the business seriously. As dem- 
onstrations are a most 
effective means of 
creating interest, the 
dealer can advantage- 
ously stage one with 
little expense, by em- 
ploying one of his 
own women clerks to 
act as demonstrator. 
It is not necessary that 
she be attractive; in 
fact, the more house- 
wifely and competent 
her appearance, the 
more effective and 
convincing will be her 
efforts. 

The training of 
such a demonstrator 
may be accomplished 
by a salesman from 
one of the lacquer 
houses, with a couple 
of hours of instruction 
or, if convenient, the 
clerk might spend a 
few hours at the 
headquarters of one 
of the brushing lac- 
quer companies. As 
there is nothing intricate about the application, the 
woman or girl could become proficient with the slight 
training suggested. 

The purchase of a few pieces of unpainted furniture 
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to show the actual application of the lacquer would en- 
tail but a small outlay of cash. The demonstrator, sta- 
tioned in a conspicuous, convenient place in the store, 
should have at her hand, not only a quantity of different 
size cans of lacquer, but a chart showing the different 
colors or blends in which it is available, as well as a 
goodly supply of printed booklets, and other dealer helps 
obtained from the manufacturer, for distribution. 

She should explain to interested listeners that brush- 
ing lacquer, while not a paint or a varnish, does the 
work of both and is a simple, decorative finish for furni- 
ture. She can show that applying this lacquer to un- 
painted furniture may be accomplished by the housewife 
who has never attempted home painting with assurance 
of an even, quick drying job—dry in less than a half 
hour after the work is finished. Two or three coats can 
easily be applied in a day. 

As there are two methods of applying the brushing 
lacquer, the demonstrator should choose either one or the 
other, so as not to confuse the timid customer. Some 
dealers advocate the application of brushing lacquer 
through a spray made for the purpose, to accomplish a 
strong, smooth finish on unpainted 


may be used in the spray for demonstrating its use and 
action. 

Most important of all, the demonstrator should be 
positive in her answers to the questions of her custom- 
ers, because they will depend upon her for information 
and therefore she will have to impress them with her 
knowledge of the subject. 

She might explain that while the natural finish of a 
lacquered ‘job i is half dull, a high polish surface may be 
secured by rubbing with a soft cloth, as one would with 
silverware. Then, too, further decorative effects may be 
suggested by the use of stencils, which can be purchased 
at a small cost, and the floral or other designs trans- 
ferred to the lacquered surface be the furniture. Or if 
lines or slight decorations are desired in a contrasting 
color, they may be put on right over the finished work. 
Decalcomanias are much used for this work. 

The demonstrations should be well advertised, so that 
all of the home makers in the vicinity may be informed 
of their educational value, and learn how easy it is to 
beautify or add to the decoration of the home. 

The dealer in a town where unpainted furniture is 

sold might borrow one or two pieces 








furniture. When the spray is used, 


from the store, giving the company 





a third part thinner is added, so that 
the loss of lacquer through spraying 
narrow surfaces is offset by the addi- 
tion of the thinner. 

Those dealers who recommend the 
use of the brush for the woman in 
the home believe that a better job 
will result, as the brush is simpler to 
handle and produces a smooth, per- 
fect surface. 

As there are good arguments for 


credit by advertising its name as the 
place where the furniture may be pur- 
chased, as suggested in the accompany- 
ing window display. In the smaller 
town, where there is no store selling 
unpainted furniture, the hardware 
dealer would doubtless find it profit- 
able to stock a few small pieces, such 
as magazine holders, wall book cases, 
kitchen chairs, small dining tables, 
end tables, telephone tables and the 








the use of both the brush and the 
spray, it is best for the demonstrator 
to try out both thoroughly and decide 
which, to her mind, is the better way 
of applying the lacquer and then to 
concentrate on that method in her 
demonstrations, rather than confuse 
the customer with suggestions as to 
the use of the brush and the spray 
too. But, in the use of either method, 
she should be explicit in her explana- 
tions as to the application of the lac- 
quer and be ready to answer con- 
vincingly the questions which will be 
hurled at her. Nine out of every ten 
women know nothing of using brush- 
ing lacquer and will look to her for 
all their information. 

In using the brush, she should show 
how to hold it; where to start the 
work, as, for example, turning a 
chair upside down and doing the un- 
der part first ; how heavy to apply the 
lacquer; how to brush it on; when 
two coats are desirable ; how to clean 
the brush with thinner or turpentine 
when work is complete, etc. She 
might also suggest that the use of 
a camel’s hair brush will make a 
smoother job than a brush with stiff 
bristles. 

If she recommends the application 
of the lacquer by spray, she should 
explain how to operate the spray, 
adjust it for small and large surfaces, 








like. This would encourage the use 
and sale of brushing lacquer by mak- 
ing the purchase of the furniture 
convenient for his customers. Once 
the home-maker has started her 
painting on these pieces, she will con- 
tinue with her used furniture. 

As shown in the suggested window 
display herewith, a kitchen chair of 
unpainted furniture, finished in lac- 
quer and another piece of this furni- 
ture’ unfinished, are shown against a 
background of various sizes of brush- 
ing lacquer cans of a particular make. 
The lettered card beneath the lac- 
quer finished chair reads as follows: 


A woman with no knowledge of 
painting did this fine job, which 
was thoroughly dry in less than 
half an hour. 


i. rrr $2.50 
Price of 14% pt. Lacquer... .50 
i. rer $3.00 


The other display card in the win- 
dow bears the statement : 


A large assortment of this un- 
painted furniture, ready for its 
decorative finish of brushing 
lacquer, is carried in stock by 

The Blank Department Store 
1000 Main Street This City 

















where to start the work, etc. Water 





(Continued on page 191) 
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Display Sells 5 Times More Brushes 


OBERT SIMMS is an enthusiastic convert to So he had built a frame about eight feet long and five 
the theory that display is the greatest single factor feet high. In this frame was fitted a series of wall 
in merchandising—given, of course, store traffic board panels. Each panel was painted in some unusual 

and a reasonable stock. Mr. Simms is in charge of the design and brushes were placed as improvised divisions 
paint department for William Simms, hardware dealer for the panels. 
at 411 Fourteenth Avenue, Minneapolis. In the photograph, inside white is used for the back- 
The demonstration of the power of display in moving ground of one panel and outside white for another, with 
merchandise is shown in the annual volume of paint a bit of color on each panel to show the whiteness to 
brushes in the Simms store. Three years ago the brushes the best advantage. On each panel are brushes suggested 
were carefully kept in drawers under the paint counter. for the average use of that kind of paint. Prices of the 
Sometimes some of the stock was in sight and sometimes various sizes of cans of this sort of paint are given on 
it was all under cover. There was the usual asking of the cards on the panel. 























paint customers about brushes, and sales followed with Then on top of the frame, almost even with the eyes 
considerable regularity; enough to make a $300 a_ of a person standing, is a row of rectangular glass con- 
year volume. tainers, long enough to hold paint brushes. Each con- 


Perhaps a good many hardware merchants would not tains brushes grouped by price rather than size or use. 
criticise this volume, nor the percentage it bore to the Time has proved that more people see this brush display 
total paint sales. But Mr. Simms was not satisfied. He and examine it closely than in any previous display. 
thought he ought to sell more brushes, so he obtained a One very pleasing feature of this display is the better 
floor show case and put brushes in it, so that all of the quality of brushes sold. People will often begin with the 
paint customers who looked down at that particular spot lower priced brushes, pick them up, rub the bristles over 
might see them. Sales increased, but not so much as to their fingers, against the face and then try the next 
ae ay excitement. 7 a higher price by the same tests. It is the belief of Mr. 

bt aa — —— ve or serum low, flat Simms and others in the store that the brush sales 
able where s could see anc : . There were : ; 
ee ne ee eee eee average from 20 to 30 cents higher per brush than under 
the usual divisions on the tables and each lot was marked ; : ‘ 

; : . "st alae the previous methods of showing and selling brushes. 
by a price card. Under this manner of display sales Thi *escersgeeer t the rate of $1,500 
jumped to the $1,000 a year rate. 1s see — 1 sales si . . : Sac 

About a year ago Mr. Simms got another idea. Cus- # Year and when you consider how Kobert ~ ; 

stepped up this volume from $300 a year to the present 


tomers in the paint department are inclined to look up. ; , : 
The paint cans are on the shelves and the color samples figure, you can hardly blame him for being an enthusiast 
about the power of display in moving merchandise. 


are high and, generally, eyes ranged above the table. 
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D. E. Billman of Minne- 
apolis is making a low ceil- 
inged back wall of his store 
room an asset by using it as 








shelf room for his paint 
stock. The stock looks 
larger here than in the high 
shelving and this end of the 
room becomes bright. 













Unusual Displays 
That Helped Sell Paint 














This window Much attention 





display for the 
Gardner Hard- 
ware Co., Min- 
neapolis, is 
chiefly educa- 
tional. The ex- 
hibits on the 
floor of the win- 
dow are raw 
materials for 
white. lead. 




























was attracted by 
the display and 
included among 
those who 
studied the ma- 
terials shown 
were many pro- 
fessional  paint- 
ers, some. re- 
turning often. 
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The Schlatter monthly meeting on the right PAINT was the topic. 





Schlatter sales force. 


There are a few guests, but the group is chiefly the 








The Men Who Know Are The Men Who Sell 


Salesmen who built the $100,000 a year volume for Schlatter not only know 


paints but how to use them 


chance. Ask any hardware dealer who does this 

volume and he will tell you that he has certain 
set principles that have made for this success. To be 
more specific, ask C. C. Schlatter of C. C. Schlatter & 
Co., Fort Wayne, Ind., or O. E. Richards, secretary of 
the company, or Don Hadley, who has charge of the 
paint department, and they will tell you a detailed story 
of what brought about this volume. 

No one in this store comes down in the morning and 
says “Presto” or any other magic word to get business. 
Rather they talk paint and methods of selling seriously— 
What is it made of ? What is it for? How do you use 
it? Why did the Schlatter store select this particular 
brand? Whom did they expect to buy it? And many 
more questions that you can think of. 

The method of answering these questions is sim- 
plicity itself. Of course the same sort of questions can 
be asked about any and every line in the hardware store. 
They are not peculiar to paint. So Mr. Schlatter set up 


. $100,000 a year volume in paint is not gained by 


a bit of machinery that serves automatically to answer 
the questions about all lines. 
This machinery is the monthly meeting. 


All em- 


and they TELL the customers 


ployees are required to attend this meeting and out- 
siders are invited, according to the subject to be dis- 
cussed. This is how it works out: 

Just before the spring painting season broke, paint— 
especially Sherwin-Williams paint—was the subject of 
the meeting. When this was decided upon, S. E. 
Williamson, representative of that company, was called 
in. To him was delegated the job of arranging the 
program. He obtained the services of C. E. Trees, man- 
ager of the Indianapolis branch, as the chief speaker. 
A comprehensive list of subjects was arranged and the 
paint topic was covered as systematically as possible in 
one evening. 

The speakers brought with them exhibits that illus- 
trated the points made in a practical manner. Concern- 
ing this meeting, Mr. Schlatter said: 

“Our men were very much pleased with the meeting. 
They said they learned more about paint in that one 
meeting than they had ever known before and some 
were frank enough to admit that their chief trouble in 
selling paint was the lack of knowledge about the prod- 
ucts they sell. They expressed a desire to have more 
meetings of a similar nature and we will not disappoint 
them.” 
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Guests at these meetings are often dealers from nearby 
cities who have expressed interest, or customers who 
are much interested. 

Then the Schlatter store follows the plan of having 
one man in the store specialize on one line of goods and 
this man, making a special study of his subject, is 
always available to the store force. If someone asks a 
question that this man cannot answer, it is his specific 
job to find the answer. 

Now as to selling. 

Paint is regarded as sufficient importance in this store 
to devote window space for 26 displays a year. A photo- 
graph of one of these window displays 1s reproduced 
here. Not only is it comprehensive as to the line shown, 
but this window—as must each display—has a convinc- 
ing educational punch. 

You will note in the background of this window two 
scales. On one scale is a can of $4 paint; on the other 
an equal sized can of $2 paint. The weight is the answer. 

Certainly any one who knows anything about paint 
and what it is supposed to accomplish, realizes that there 
must be substance in paint and here is one proof. Ques- 
tions asked by customers, manufacturers advertisements, 
salespoints made by competitors all supply topics for 
the educational punch that must be included in each 
window display. 

People generally get queer ideas at times. Ideas— 
wrong ones as well as right ones—get a strong hold on 
the public. So when a considerable number of customers 
ask the same question, it is time to answer that question 
as publicly as possible—no matter how foolish it may 
seem to those who know the subject. This is one 
objective of the Schlatter windows. 

It is a part of the selling plan that the salesman shall 
learn from his customer exactly what the paint purchased 


is to be used for. The objective is, of course, to be 
sure that the customer gets the right kind of paint. 
Some people get strange ideas from advertisements and 
it is well to check up on them and see that they under- 
stand what they have read or heard from a neighbor. 

Next comes questions about the brush. This is not 
entirely an effort to sell a brush with each can of paint, 
but more an effort to learn if the customer has the right 
kind of brush to get reasonable results. The Schlatter 
sales folk, like all other good sales forces, know that 
many a can of perfectly good paint has failed to give 
results because the brush was no good or unfitted for 
the job or the kind of paint. 

Next comes inquiries as to preparation of the surface 
before the paint is applied. This inquiry develops 
something in the way of extra sales, such as sand- 
paper, steel wool or occasionally some paint remover but 
the chief value comes in the satisfaction to the person 
using the paint. It is a very common failing among home 
painters to think that paint is merely something to cover 
the surface and they do not distinguish between fixed 
stains, which can be covered, and grease splotches which 
must be removed. 

Each sale, no matter how small, is watched carefully 
on the supposition that this customer may be consider- 
ing the purchase of a large bill of paint in the near fu- 
ture and will remember the thoroughness of the small 
sale and return feeling that there will be no mistakes. 

The Schlatter store employs outside salesmen and 
these men are competent to specify the kinds of paint 
and estimate the amounts and to give advice as to treat- 
ment of the surface. 

These are the methods used to justify a $30,000 stock 
and to build a practical $100,000 a year volume. 





This is one of twenty-six window displays a year. 





Note in background scales which tell the difference between a $4 and 
a $2 can of paint. 
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Fabric Paints Winning 
Popularity 


Popularity of the color in the home and | 
| of the house, which permits air circulation 


dress movement has brought into promi- 
nence a line of paints that the hardware 


merchant who is catering to the women’s | 


trade cannot afford to overlook. 


These are the fabric paints for designs | 


on wool, silk, cotton and linen fabrics. 
These are used quite freely to paint flower 
designs on dresses and fabric ornament 
for the house. Many women have the 
ability to paint the impressionistic flower 
designs that are so popular with smartly 
dressed women. 

These paints come in strong as well as 


delicate colors, and are fine for use on 
glass, china, leather, celluloid, pottery, 
parchment, transparencies and metals. 


Also, they are fine for coloring photo- 
graphic film and lantern slides. 

Some very successful uses have 
made of these paints in connection with 
decalcomanias on silk fabric and on glass 

These colors are often packed ten colors 
to a carton, and dealers where this vogue 
has become popular, can sell full sets to 


been 


many customers with the proper brushes. | 


Other women buy usually two colors. 
There is, of course, an immediate demand 
for bronze and other powders that enter 
into many of the decorative schemes, and 
for the thinner with which the lighter 
shades of color are obtained. 

These paints are being referred to often 
these days in the women’s magazines, and 
in many communities it will be found that 
the women are merely awaiting the sug- 
gestion of seeing these paints in their usual 
stores before buying them. Many women 


employed in hardware stores, or the wives | 


of the men employed there, can made up 
some work for a show window or counter 
display, if you want to add this item to 
your stock. These paints are excellent 
Christmas merchandise, as they solve many 
problems for the home-made Christmas 


gifts. 


Some Thoughts to Pass on to 
Customers 


Recently we heard a young paint sales- 
man talking to a customer—a woman who 
know something about home painting, but 
did not pretend that she knew all there 
was to know. She was asking about colors 
for a room interior. 
is in a light part of the store and the sun 
was reaching it. 

“IT think we had better get out of the 
sun to consider the interior colors,” said 
the salesman, and the woman agreed. 

Then she asked about cleaning kalso- 
mine. The salesman said: 

“Kalsomine can be cleaned with this clean- 
er (showing her one of the dough-like 
sort) if it was well put on. If it was 
not well put on, the cleaner will pull it off 
of the wall. If you cannot clean it, you 
will have to do it over, and it will not cost 
much to find out. 

“If you must do the room over, 
should wash the old coat off. Dampen it 
with brush and water, then wipe it off with 
a sponge. Putting new kalsomine over old, 
is laying up trouble for the future.” 





The paint counter | 


you |} 
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Then the woman referred to the smell 
in the house while painting a room, and 
the young man advised her to hang a sheet 
over the door connecting with other parts 


and holds back the major part of the ob- 
jectionable odor when the room cannot be 
entirely shut off. 


Seasonal Suggestions 

Thanksgiving is a great home holiday. 
Many women would like to brighten up 
their home a bit before the company comes. 
Thanksgiving window displays are the 
easiest to arrange of any during the en- 
tire year. 

Fodder in the shock, pumpkins on the 
ground, an ax to kill the turkey, some pots 
and pans for the cooking of the turkey 
and the pies, some china and glassware for 
the serving, and you will stop the passers- 
These family holidays have a strong 
They are easy 


by. 
hold on public imagination. 


to capitalize. 


Do not forget to put a few paint sug- 
gestions in the Thanksgiving window this 
year, and do not forget to tell the customer 
that by means of brushing lacquer she can 
paint up any part of the house the day 
before and it will be perfectly safe for the 
big dinner. 


Clean-Up, Paint-Up and Fix-Up 


San Francisco has completed a Clean-up, 
Paint-up and Fix-up Campaign that has 
excellent results in bringing a lot of atten- 
tion to paints and painting. As usual, the 
campaign interested many sorts of people 
in paint, and the results are certain to be 
beneficial. Many of these campaigns have 
been conducted in all sizes of cities, and 
the plans for such a campaign in your 
community can be had for the asking from 
the Clean-up, Paint-up and Fix-up Cam- 
paign headquarters at 239 West Thirty- 
ninth Street, New York City. 

Any merchant who wishes to lead a 
movement that will be beneficial to the 
community and himself can start a cam- 


paign. 
‘ 


Wicker Furniture 


Keep in mind this winter that there 
will be a lot of wicker furniture to be 
refurbished next spring, or perhaps your 
customers would like to do it this winter. 
So many people do not know about the 
home size paint spray and its possibilities 
for wicker furniture and baby carriage 
work when used with brushing lacquer that 
they will thank you long and heartily for 
bringing it to their attention. 


The Automobile Paints 


There are plenty old automobile 
wheels to be had for the asking, and it is 
not hard to get a tire that will hold air 
for the purpose of exhibiting the wheel in 
a show window or in the store, or perhaps 
on the sidewalk. 

Then paint the wheel with a_ suitable 
color, blacken the tire and put aluminum 
paint on the rim. Also, a suggestion of 
a metal fence is good for a display of the 
aluminum paint. 


of 





| Concerning Window and Other 
Displays 

Some way we never could understand 
| why a window display of paints should be 
| just cans of paint and color cards, with a 
few brushes and other accessories scattered 
about for trimmings. 

Paint is unlike much other merchandise 
in that it is worth nothing to the consumer 
as long as it remains in cans. It must be 
used to be appreciated. We recently saw 
a display of floor paint in cans placed 
upon a paper floor covering in the window. 
We could not help contrasting the effective- 
ness of this window with what it would 
| have been if there were at least three 
| shades of finish illustrated on the floor of 
that window. 

One of the best windows we have seen 
in a very long time had a section of well- 
worn picket fence across the window, and 

| some cornstalks and other high, home- 
grown foliage behind it—a garden sugges- 
tion. 

In front of the fence were a few cans 
of suitable paint. Some stray pickets 
| painted in different colors. Suitable brushes 
| for work on old fences. Many a man and 
| woman stopped and looked fondly at that 
old fence. Whether or not it sold any fence 
paint, it was worth while. 


Revolving Brush Merchandiser 
Displays 22 Types of Brushes 


Twenty-two different types of brushes 
can be shown on the new Wooster Whirl- 
wind Revolving Metal Brush Merchan- 
diser and Display, recently introduced by 
The Wooster Brush Co., Wooster, Ohio. 
The display itself occupies little counter 
space, measuring only about 18 in. wide 
| and about 16 in. high. It is made of heavy 
metal, lithographed in yellow and_ black 
and sets low on the counter, which pre- 
vents tipping. The rotating panels have 
clips which hold the brushes, the majority 
of which hang bristle down, keeping the 


BRUSHES 


ene - 


brushes in good condition. It has been 
stated by the company that the dealer can 
display a sufficiently large assortment of 
| brushes to satisfy 95 per cent of all the 
| calls for brushes. 
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A view of the sales floor of the Billman Hardware Store, Minneapolis 











Color Schemes Increase Sales in 
Hardware Store 


Billman Hardware Co., Minneapolis, give store a 
larger and brighter appearance and their merchan- 
dise an effective background by judicious use of color 


N recent years, greater and lesser authorities have 

spent considerable time in investigating the psycho- 

logical effect of this, that and the other thing as 
pertaining to retail hardware merchandising. Practically 
everything around a store has been subjected to a rigid 
scrutiny and adopted or rejected according to effect .on 
the mental attitude of the prospective customer. 

Even the color combination on the walls of the store 
and its relation to sales has come in for discussion. There 
is no question but that colors may attract or repel and it 
is sometimes a problem to know just what combination 
will be attractively pleasing and what will be merely 
startlingly flamboyant. The effect of lighting up the 
store must also be taken into consideration. 


Possibly one of the best examples of what may be 
accomplished along this line of interior decoration is the 
color scheme recently worked out in the Billman hard- 
ware store in Minneapolis. Here the walls and ceiling 
and store fixtures, the latter consisting of open display 
tables, wall cases and open shelving, have been painted 
a light gray, trimmed with bands of vivid orange. The 
orange, which has not been overdone, breaks the dead 
monotony of the large amount of gray surface, while the 
gray in turn gives the store a larger and lighter appear- 
ance and is at the same time an effective background for 
the merchandise. 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 





FAKIRS AND FALLACIES 


AN himself is dropping behind in the mad dash 
to a higher civilization. He is not keeping up 
with the amazing developments in the mechani- 

cal field. This is true notwithstanding our talk about 
how sophisticated we have become. How hard-hearted 
we are in business. How quick we can recognize bunk, 
and how difficult it is for anyone to pull the wool over 
our eyes and get us in- 
terested in ideas or ar- 
ticles of doubtful value. 

The other day at a 
crowded resort I saw a 
fellow working the old 
shell game with as much 
success as was ever at- 
tained in the past. It ; 
brought back memories 
of the time when I was 
a freshman in college 
and went out to the 
County Fair and met 
this game for the first 
time. That was my 
first experience with 
the “cappers” who work 
in partnership with the 
fakirs themselves. My chum and myself saw these 
strangers picking up shells and walking away with what 
seemed to be easy money, and our only fear was that the 
fellow running the game would lose all he had before we 
could get some of it. 

One would think that people in this modern age would 
have profited sufficiently from the experiences of others 
to at least make it necessary for unscrupulous schemers 
to employ new methods and devices in fooling the pub- 
lic. But one does not need to investigate far to discover 
that Barnum was right. Street vendors still find no 
trouble in selling their dancing dolls while a confederate 
lounges unconcernedly against a wall or other dark 
background, stares vacantly in the opposite direction and 
slyly manipulates the dolls by pulling a thread that is 
practically invisible. Thousands of people buy these 
devices, believing they are getting an automatic toy for 
ten cents. 

The work of freeing ourselves of follies and super- 
stitions proceeds with painful slowness. A multitude of 
folks believe it is unlucky to walk under a ladder ; that 
the screeching of an owl portends misfortune; a dog 
howling at night indicates somebody is going to die; the 
appearance of a black cat or a crow foretells misfor- 
tune; breaking a mirror is seven years’ bad luck; a wart 
will disappear if you wash it with a stolen dishrag; a 
potato in the pocket will cure rheumatism; never light 


three cigars or cigarettes with the same match; don’t 
pick up a pin when the point is toward you; thirteen is 
unlucky ; so is Friday. On and on goes the bunk. 

The origin of superstition is found in early man’s 
effort to explain nature and his own existence. The 
average person has always been inclined to attribute 
most of the happenings he doesn’t understand to super- 

natural causes. Even 
today many more busi- 
ness men than one 
could imagine consult 
clairvoyants in the hope 
of procuring additional 
light on future happen- 
ings with respect to an 
important deal. Dream 
books still have a large 
sale and precious stones 
continue to be subject 
to a multitude of super- 
stitions, and as_ for 
lucky talismen, one will 
hardly find a_ person 
but secretly has faith in 
in the efficacy of some 
prized possession which 
he links up in affection or association with a person or 
event. 

One reason for the continuance of superstitious be- 
liefs is the everlasting tfuth that “men mark when they 
hit and seldom when they miss.” When the result hap- 
pens just as the belief prescribes, it is human nature to 
remark: “See? I told you so!” 

For instance, we meet a friend and he says: “It 
rained Monday, so it is going to rain four days this 
week.” If it does rain four days he reminds us of his 
prediction. If it doesn’t, he forgets the incident. Thir- 
teen people sit at a table and six months later one of 
them dies. “Do you remember the dinner we had when 
thirteen were present?” says one of the party months 
afterward. “Well, I suppose you know that Jones cashed 
in last week. Strange how true these old sayings,” he 
adds. 

Notwithstanding that this and many other similar 
superstitions are purely cases of mathematics and form 
nothing more than matters to be solved by the formulas 
of probability and chance, we are so possessed of such 
delusions that many hotels find it unprofitable to have a 
thirteenth floor. In many cities there is no thirteenth 
street, and a real estate dealer will tell you that a house 
or building marked number thirteen is not the easiest 
kind of property to sell. 

= (Continued on page 189) 
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Game Preservation 


By Saunders Norvell 


UST because here in the United States we have 

been blessed with unusual opportunities, we are in- 

clined to take a little too much credit for our national 
success and prosperity. It is a very common thing for 
Americans when traveling in Europe to compare the 
way we do things with the manner in which Europeans 
do them, considerably to the discredit of the Europeans. 
Unfortunately, the American, when he makes these 
comparisons, does not always take into careful considera- 
tion all of the conditions in the background. He does 
not consider the handicaps under which the European is 
compelled to work. 

xs «+ 

In certain things here in the United States, we are 
actually far behind our European friends. One of them 
is the lack of conservation of many of our resources, 
among others, the conservation of game. In England, 
almost every man who claims to be a gentleman must 
be a good sportsman. One of the sports in England 
that is just as popular as it ever was is that of shooting. 
In walking around London, one is surprised to see the 
large number of first-class dealers in rifles and guns. 
Along Pall Mall and in the vicinity of Buckingham 
Palace, where there are many men’s clubs, you will see 
several large gun stores on every block. Of course, the 
interest of the Englishman in shooting has never waned. 
As a result of his love of this sport, there has been no 
diminution in the output of guns and the sale of 
ammunition. 

* oe —* 

Then too, the Englishman is a great traveler. He is 
fond of traveling in all of the wild spots of the world. 
Everywhere he goes, he carries his guns and his ammuni- 
tion and he shoots. When the partridge season is on 
in England, the shooting news is front page stuff. The 
King and all the Royal Family go up to Scotland and 
the other parts of the kingdom where there are shooting 
preserves, and they shoot. Every day the English 
nation read with breathless interest how many braces of 
birds the King bagged the day before. One would 
imagine, from the papers, that the whole nation was on 
a grand orgy of shooting. 

* * * 


In the restaurants, the game birds are on every bill of 
fare. 
but also for eating them. Personally, I have never in- 
dulged in the shooting, but I have indulged in the gastro- 
nomic delights of eating partridges deliciously prepared. I 
am not aware whether these particular partridges that 1 
consumed were shot by the King or not, and really, I 
do not think they would have tasted any better if they 
had been shot by His Royal Highness! 

* * * 

But here is the point: One would suppose that with all 
this shooting, the game birds in England, Scotland and 
Ireland would be exhausted. Not a bit of it. And the 


reason that there are still plenty of birds is because in 
Great Britain they understand the art of conservation. 
They take care of the birds. A well-stocked game pre- 
serve is a very valuable piece of property. In England 
there are all kinds of laws covering the conservation of 
game and the protection of game preserves. 


It is the season, not only for shooting partridges, - 


On a visit to France, I motored one day out to the villa 
of Baron Henri de Rothschild. This villa is about 
twenty-five miles from Paris, in the direction of Ver- 
sailles. I went out primarily to study a Thirteenth 
Century monastery that stands on the estate of the Baron. 
The ruins of this monastery have never been restored. 
They are very interesting. Next to the monastery is 
the modern villa of Baron Rothschild. This house is a 
veritable museum of objets d’art. In the afternoon we 
walked over thé estate of the Baron. 

* * * 


He not only has an eighteen-hole golf course of his 
own, but what interested me more than anything else 
was to walk into a preserve of pheasants. There were 
hundreds and hundreds of these beautiful birds. As we 
strolled through the woods, they flew up and around us 
in all directions. Then, passing through a high wire 
fence and going into a deeper part of the woods, we 
found hundreds of deer. In other words, Baron Roths- 
child, on his place, is preserving, propagating and con- 
serving all kinds of wild game life. 

ce, & 


That evening, at an artists’ restaurant very near the 
estate of the Baron, with our champagne we enjoyed the 
most delicious pheasant pattie. I could not but wonder 
whether the pheasant I was eating had been carefully 
reared by the Baron. However, be that as it may, the 
artists at Cernay enjoy their pheasant just as, in one of 
our Southern States, we enjoy our fried chicken a la 
Maryland. 

* * * 

Now, it is interesting to note that here in the United 
States we are awakening to the necessity of the conserva- 
tion of game. Recently, I picked up a sportsman’s 
magazine and I was somewhat startled to see an article 
upon the subject of farmer’s relief in which it is advo- 
cated that a practical way to help the farmer and poultry- 
man increase his earnings in a new and interesting way 
is for the farmer to take an interest in game restoration. 
It was pointed out in this article that raising game birds 
is a thoroughly practical and profitable occupation for 
the farmer and countryman. 

* ok x 


It states as follows: 

“Methods of raising game birds that assure success are 
well known and the occupation is profitable since the 
demand exceeds the supply.” 

It would appear also that this is the opinion of the 
U. S. Department of Agriculture, as expressed in Farm- 
ers’ Bulletin No. 1521, recently issued and entitled: 
“THE PROPAGATION OF GAME BIRDS.” This 
pamphlet will be sent free of charge, upon request to the 
Department of Agriculture in Washington. 

* * * 


In this magazine article, it is urged that the propaga- 
tion of game is the most direct means of increasing the 
game supply. This magazine would have each sports- 
man assume the responsibility for placing in the covers 
each year as much game as he expects to take out. 
Unlike most projects that have been urged for the 
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benefit of the sportsman, this plan does not omit careful 
consideration of the farmer’s interests. In fact, the 
article devotes more attention to the farmer than to the 
sportsman. It points out that although the sportsmen 
living in the country, or even in suburban towns, can 
raise their own game, the majority of the sportsmen 
live in cities and must buy their game or arrange with 
someone else to raise their quota for them. 
* * * 


This article recognizes the fact that sportsmen are 
dependent on the good will of property owners who allow 
hunting on their land. It is pointed out that each hunter 
has some favorite hunting ground and the farmer who 
owns that land is the logical one to raise game for it. 
The farmer is not only equipped with facilities and 
experience, but he is in a position to take care of the 
game after it is liberated. Thus, the farmer will find it 
profitable to take an interest in the game supply on his 
own property and receive payment for the game which 
he raises and the time which he gives to its protection. 

* * * 


Then this article makes some very practical sugges- 
tions to sportsmen, viz., on their hunting trips, they 
should make a special effort to buy their produce and 
other supplies direct from the farmers whenever possible. 
Game propagation offers a new line of activity and 
source of revenue for the farmer, regardless of whether 
or not some sportsman arranges in advance for the game 
he may raise. The demand exceeds the supply and the 
Game Restoration Program will greatly increase that 
demand. 

a 

The article does not recommend that the farmer take 
up game breeding on an extensive scale—at least not 
until experience has been gained. However, it believes 
that farmers can raise twenty-five or fifty pheasants 
successfully each year, just as many of them now raise 
a flock of turkeys, only they can raise the pheasants 
at a greater profit. 

*x* * 

Farmers and poultrymen wishing to take up game 
breeding should write to the Department of Agriculture 
in Washington for a free copy of Bulletin No. 1521, 
which is full of authoritative information anl illustra- 
tions on this subject. 

x * * 

In discussing this subject recently with a friend from 
the West, he told me that in the State of Illinois, an 
experiment was made in breeding pheasants. A piece 
of land, forty acres, largely wooded, was selected. Of 
course the first thing to be done was to hunt, with dogs, 
all the “vermin” on this piece of property that would 
injure the birds. I was given a list of all the bird- 
destroying varmints that were killed off on this property. 
The place was just alive with them. I wish I had made 
notes of the list of the different enemies of birds that 
were killed. It would clearly indicate what a precarious 
existence game birds have in a wild state. 

*x * * 


After the place was cleaned up, an experiment started 
with one thousand eight hundred pheasants. At the end 
of the first season, a round-up disclosed that there were 
five thousand pheasants on the place. This did not 
count many pheasants that had flown away to neighbor- 
ing covers. The cost of the work of feeding and look- 
ing after these pheasants for the one season was five 
thousand dollars. The value of the business at the end 
of the season, including the price received for eggs, was 
seventeen thousand five hundred dollars. Of course 


the five thousand dollars mentioned means only the cost 
of labor. Against the gross profits must be charged the 
interest on the value of the land—it was very cheap 
wooded land, also taxes. At any event, figuring against 
himself, I was informed that the man who made this 
experiment of breeding pheasants said that his first 
year’s experience netted him more than one hundred 
per cent on his investment. 
* * * 


In another part of Illinois, a man is making an experi- 
ment of raising deer. I was informed that the State 
of Pennsylvania has offered him fifty dollars per head 
for all the deer he can deliver. I was also informed by 
this authority on game preservation that the State of 
Pennsylvania has gone much farther into this subject 
than almost any other State. It may surprise some of my 
readers to know that in a State such as Pennsylvania, 
with great manufacturing cities all over the State, there 
is still probably more wild game than in almost any State 
in the country, east or west. Now, understand, I am 
simply repeating what was told me by this friend at 
luncheon. However, I do happen to know that there 
is a great deal of hunting in Pennsylvania and that there 
is much game. 

x * # 

When I heard this story, I could not but think of my 
good old State of Missouri. I have fished and hunted 
in the Ozark Mountains in that State. If I remember 
correctly, practically nothing has been done in this sec- 
tion for the conservation of game. I do not mean by 
this that there are no game laws, but what I do mean is 
that nothing has been done, as far as I know, to re-stock 
the State with quail or to stock the State with pheasant 
or to see that the turkey hunters arrange that just as 
many turkeys will be raised as the turkeys they shoot. 

x * * 


In the Ozark districts of Missouri there is a great 
deal of very poor, rough mountain land. This land is 
of little value for farming, but it would be just the 
country for game preserves and the preservation of wild 
animal and bird life. Now, I am writing about Missouri, 
not because this State is any different in this respect 
from many of our other States, but simply because I 
happen to know by actual experience what an ideal 
country Southwestern Missouri would be for game pre- 
serves. It is a rolling, hilly country—rough, but not too 
rough—and the climate in the southern part of Missouri 
would be very favorable to game conservation. 

a 

Our hunters have been so energetic that they have 
killed off a lot of game in this country. Then, nature 
and the enemies of game every year take their toll. In 
a hard winter, when the ground is covered with snow 
for long periods, and especially after a deep snow when 
the snow itself is covered with a crust of ice, quail starve 
by the thousands. In a very wet spring, when the rivers 
overflow, the young baby rabbits are drowned by hun- 
dreds and hundreds. Nature is prolific. She does her 
very best to keep up the supply, but nature always re- 
sponds generously when she is given a little help. 

+ o 6 


Here in America there are a lot of men who love the 
out of doors. They love wild life. Nothing would in- 
terest them more than to become interested in a well 
thought out, practical, comprehensive scheme for game 
conservation. I know one man in the steel business, a 
bachelor, who made a fortune at fifty years of age. He 
is now practically retired from business and he is devot- 

(Continued on page 189) 
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Six “Silent Salesmen” Sell $3,000 Each 
in Kitchen-Ware 


G. Lindquist, manager of the Christensen Hardware Store, 
Chicago, explains these results with one word-—“Display.” 


FR cxxiying 5 a hardware dealer located in one of the 


outlying districts of Chicago explained the absence 

of a stock of kitchen-ware in his store by saying 
that he had no call for it, as the women in his neighbor- 
hood either bought the very cheapest items at the 5 and 
10 cent stores, or else, if they wanted something better, 
got it at the downtown department stores. No doubt this 
dealer was sincere in the belief that these were the facts, 
and, at any rate, by not carrying the kitchen-ware he 
certainly did not sell any of it. 

However, a direct contradiction of his theories can be 
found in another similarly situated neighborhood store 
—the Christensen Hardware Store, 1043 W. 59th Street, 
Chicago. G. Lindquist, the manager, has built up an 
average sales volume per month of $1,500 worth of 
kitchen-ware from a stock which usually runs about 
$3,000. When asked how he had accomplished this re- 


sult, Mr. Lindquist gave the rather cryptic answer, “Dis- 
play,” and pointed to the battery of six triple decked 
tables standing in a conspicuous place in the center of 
the store. 

These tables have a base shelf 30 by 72 inches with a 
second shelf the same size 30 inches above, while the top 
shelf, 18 inches above the middle one, is only 15 inches 
wide. The rather large distance between the bottom and 
middle shelves permits the storing of such items as pails, 
tubs and other big articles, or, if smaller goods are 
placed there, the view of the customer is not obstructed 
by a closely overhanging shelf. Two of the tables con- 
tain white enamel ware, one gray enamel, two aluminum 
and one glass oven-ware and this incidentally also about 
represents in this store the ratio of sales of each kind of 
ware to the total volume. 





The effective arrangement of kitchen-ware by the Christensen Hardware Store, Chicago 
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The Remington Weekly Letter 


Every Week, in This Place, We Will Write Informally 
About the Policies and the Plans of the Company 


ee arms, ammunition and cutlery, cf the 
Remington make, the problem of QUAL- 
ITY does not exist. Remington mechanics do 
not know how to make poor goods. It is 
curious that in the discussions among Rem- 
ington men QUALITY is seldom or never men- 
tioned—QUALITY IS JUST TAKEN FOR 
GRANTED—we make none but high grade 
goods. 


This is well known to the trade, and we do 
not waste our time, nor his time, “talking 
quality” to a well posted dealer. BUT we are 
spending many thousands of dollars in all 
kinds of publications read by the great buying 
public, advertising the -quality of Remington 
goods to consumers. A new generation must 
be, and are being, told the story every year. 


This steady, consistent consumer advertising 
brings customers into the stores of retailers. 
They call for the REMINGTON-U. M. C. 
BRAND. The goods move off of the dealers’ 
shelves. Goods of quality, backed by con- 
stant advertising, mean REPEAT business— 


QUICK TURNOVER. 


Che merchant is running low on Remington 
goods. They are on the WANT list. Along 
comes friend Jobber’s salesman. Friend 
Merchant orders the goods BUT does he lean 


over Mr. Salesman’s shoulder and see that he 
enters on his order and UNDERSCORES 


REMINGTON OR U. M. C. BRANDS? 


To illustrate, there are several brands of .22 
Rim Fire cartridges, but there is only one pop- 
ular “KLEANBORE.” They are all sold at the 
same price by the jobber. If you see that the 
salesman enters the brand on your order 
“UNDERSCORED,” your chances of getting 
“KLEANBORE” are good. If you don’t, you 
THERE’S A REASON. 


may or may not. 


If our quality—our packages—our brands 
are called for because of our advertising—IF 
THE CONSUMER WANTS OUR GOODS— if 
our goods cost the retailer no more—then 
WHY shouldn’t the retailer get our goods when 
his shipment is received. 


See that your jobber’s salesman specifies them 
on his orders—UNDERSCORED. Then, if 
other brands are substituted, PLEASE WRITE 


US. 


It is our first duty to see that those who call for 
our goods, get them. 


President. 


REMINGTON ARMS COMPANY, Ine. 


25 Broadway, New York City 


Bowling Green 3392 
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T is almost impossible to go into a haberdasher’s and 
make a purchase without being asked as to your fur- 
ther needs. You are surely going to have your atten- 

tion called to other items with the suggestion that you 
may need some of them. I have noticed in my own case 
and in watching others that not infrequently the sales- 
man’s suggestions develop additional sales, and sometimes 
he happens to suggest something the the customer has 
been needing but always forgot to buy. 

Oftener than we realize customers have wants and 
needs in the back of their minds and will be glad to be 
reminded of them. We might take a leaf from the men’s 
wear salesman’s book and put it into the hardware sales- 
man’s book. 


It is told of John H. Patterson, the founder of the 
National Cash Register Company, that upon making a 
suggestion to his employers when he, as a young man, 
was toll collector on an Ohio canal, they scorned his sug- 
gestion and said to him, “Mind your own business and 
we'll mind ours.” 

How far will a merchant get today if he refuses to 
receive the suggestions of his employees, and how far 
will an employee get who never shows enough interest 
to make any suggestions ? 








“Do you know why I don’t like to patronize Smiley’s 
hardware store?” an acquaintance asked me. “It’s be- 
cause Smiley is always bawling out his assistant for 
something or other. If I ask the young fellow for some- 
thing and he slips or has to ask the boss, instead of help 
from Smiley, he gets scolded. Why can’t that sort of 
thing be left until I have gone? It’s unpleasant for me, 
and I think it spoils the salesman’s disposition.” 





The hardware merchant’s business is very largely in the 
hands of his selling force, especially if his is a store of 
considerable importance. Hence the desirability of keep- 
ing the salesmen’s interest and good will. Perhaps that 
old Hindu proverb might fit in here: 

“Before thou hast forded the river, O Brother, 
Revile mot unduly the Crocodile’s mother.” 


AN BEHIND 
the(_OUNTER 


When a man comes in and wants a hammer or a saw 
or some other tool and refuses to buy because we haven’t 
the particular make he wants, we call him a tool crank. 
When he comes in and wants just the make we have and 
tells us he wouldn’t use any other kind, we think he’s a 
wise man and we agree with him and compliment him 
upon his position. 





I wouldn’t want to work for a hardware dealer who 
was always telling me what he was going to do for me 
if I made good—and then always forgot to do it. That 
sort of employer reminds me of what Franklin D’Olier 
of the American Legion was reported to have said a 
short time after the war. His comment was to the effect 
that the Government led the soldiers to expect that when 
they came home it would kill the fatted calf and all it 
did was to shoot the bull. If is too much to expect the 
man who makes promises to his employees and doesn’t 
fulfill them to be able to hold or even to get good sales- 
men. They fight shy of a man with such a reputation. 





I heard a hardware salesman using a good argument 
the other day when he was telling a customer who 
wanted something different in door hardware and men- 
tioned something he had seen advertised by a mail order 
house, that it paid best to get a standard pattern kept in 
stock in the store all the time. “If you have a broken 
or worn out piece, or if you want to put in another door 
or make any change at any time, you can come right 
back here and get just what you want. If you send off 
for the hardware, when you want a replacement, you 
probably can’t find it. The people who sell such things 
by mail often change their stock and you have no way 
of knowing what they are going to continue to handle, 
if any.” 





Speaking of interesting customers in making further 
purchases, when the opportunity offers it is good busi- 
ness to try to develop in well known customers a desire 
to try out some new sport. The man who is an ardent 
tennis fan may never have played golf. It is worth 
while to talk golf to him and even to try to arrange for 
him to have a chance to take a crack at it by finding, if 
he wishes, some golf player who will take him out and 
show him something about the game. Many a new golf 
player owes his start in the game to the sporting goods 
salesman having induced him to try it once, even arrang- 
ing for him to use a set of borrowed clubs. There are 
usually clubs in the store that belong to a player there 
who will lend the essential three or four for a trial. 

















AiR-Way insures 
perfect ventilation 
in every room 


Window openings equipped with AiR-Way Multi- The sash may be adjusted at any point to admit 
fold Window Hardware assure the desired amount _—_any desired amount of fresh air without draughts. 
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of ventilation in any season. When closed the windows are weather tight and 
When open the sash slide and fold to one or __ rattle proof. 

either side leaving a clear opening the full width Cost no more than the most ordinary equipment. 

and depth of the frame—there is no interference Write for full information and working details 

with screens or drapes. of this most modern window equipment. 


AiR-Way is furnished in complete units with hardware fitted to either 
steel or wood sash and assembled in frames ready to set in openings. 
Hardware is also furnished for assembly on the job if desired. 





“A Hanever forany Door that Slides.* 


AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis a bay 
Chicago Minneapolis KansssCity LosAngeles SanFrancisco Omaha Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD.,LONDON, ONT. + Winnipeg 
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Cleveland Retail Association 
Has Unusually Large Meeting 


“The Proper Display of Merchandise to 
Help Hardware Sales,” was the subject of 
a very 
of the 
ciation 
Hotel, Cleveland, Ohio, Oct. 13. 
subject is attracting an unusual amount of 
interest was indicated by the fact that there 
was an attendance of 450 which included 
representatives of jobbing houses as well 
as retailers. 

The speaker who discussed this subject 


Cleveland Retail Hardware Asso- 








WUERTZ 


PHIL 6C. 











was H. H. Daughters, Painesville, Ohio, 
merchandising engineer. He advocated the 
placing of merchandise in the open on 
tables with aisles so arranged that custom- 
ers will walk the length of the store and 
look over all the goods on display. He 
also urged that these goods be all price 
marked in plain figures. 

J. B. Carson, secretary of Ohio Hard- 
ware Association, told of plans that are 
being made for the annual meeting of 
this association which will be held in 
Toledo, Feb. 21-24, 1928, and said that 
indications pointed to a very successful and 
largely attended meeting. Practically all 
the booths have already been sold to manu- 
facturers and jobbers. 

Phil G. Wuertz, president Cleveland Re- 
tail Hardware Association, presided at the 
meeting and spoke briefly. 


Pittsburgh Fall Market Week 
Attracts 2,000 Retailers 


“Fall Market Week,” held under the 
auspices of the wholesalers council Pitts- 
burgh Chamber of Commerce, Oct. 11 to 
14, inclusive, proved an even greater suc- 
cess than did the initial venture into that 


sort of trade stimulation held last spring. | 


2000 merchants from various 
parts of the Pittsburgh district came to 
Pittsburgh during those four days. The 
wholesale dealers believe that they have 


More than 


} 


interesting talk given at a meeting 


__Harpware AGE for OcToBER 27, 1927 





solidified the impressions they made at the 
earlier meeting and that after all, these re- 
tailers can do as well or better in coming 
to Pittsburgh for their goods rather than 
ordering them from more distant sources. 
The money spent in this concentrated form 


| of sales promotion is regarded as _ well 


in the ballroom of the Cleveland | 
That this | 








spent since probably in no other way is it 
possible to create the contacts as are pos- 
sible in a program such as arranged by the 
Pittsburgh wholesalers. 

On each night a splendid dinner was pro- 
vided the visitors and after musical and 
other entertainment, they listened to talks 
that were of a type that must have been 
helpful to every visiting retailer in the con- 
duct of his individual business. 

John Matter, domestic distribution de- 
partment, Chamber of Commerce of the 
United States, Washington, D. C., was the 
speaker after the dinner on Tuesday eve- 
ning, Oct. 11, his subject being “Facing the 
On the following 


Facts in Retailing.” 

night, F. J. Nichols, director, merchants 
service bureau, National Cash Register 
Co., Dayton, Ohio, spoke on “Bigger 


Profits from Better Merchandising.” On 


| Thursday evening, an assemblage of be- 
| tween 650 and 700 listened to Louis Spil- 


man, editor Industrial Retail Stores, New 
York, tell in entertaining fashion what the 





retailers could do to help.themselves to | 


better things, his talk being based on per- 
sonal experiences in a store in Indiana and 


| his observations as a trade paper editor. 





| speak, as in the past. 


His formal subject was, “Selling or Clerk- 
ing—Which, How and Why.” The closing 
meeting heard Teel Williams, Harvard 
Bureau of Business Research, Cambridge, 


| Mass., on “Turnover and Profit in Retail 


Merchandising.” 


Three Applications Received at 
Nutmeggers Oct. Meeting 


Three applications for membership were 
received at the October meeting of The 
Nutmeggers, held at the Burritt Hotel, 
New Britain, Conn., on Oct. 19, 1927. With 
these applications the membership of the 
organization is now very close to 100, and 
an effort will be made to keep this large 
membership active by sending a letter of 
suspension to all members whose dues are 
in arrears. 

Nutmegger “Bill” Bailey passed away 
recently, and a set of resolutions 
drawn up, a copy to be sent to his family 
and to his employers, the E. C. Atkins & 
Co. 

It was decided 
speaker from the outside at each meeting, 
as well as having one of the members 
A committee was 


to have a prominent 





| in putting over your program.” 


were | Opdyke, president of the association, ex- 


Philadelphia Association Holds 
Supplee-Biddle Night 


Supplee-Biddle Night was enjoyed by a 
gathering of some 350 enthusiastic mem- 
bers and friends of the Philadelphia Hard- 
ware Association on Oct. 12. The celebra- 
tion which was held in the Fraternity 
Building, Philadelphia, Pa., had a most 
appropriate location, according to J. William 
Ditter, Esq., the speaker of the evening, 
who called attention to the mutuality of 
confidence between -hardware men who 
generally gather together in worthwhile 
projects. Mr. Ditter said that, as an attor- 








EARL S. OPDYKE 











ney, he has been very observant of hard- 
ware organizations and attributed their 
success to the willingness on the part of 
members to give up and submerge them- 
selves to serve the common welfare of their 
trade organizations. He said: “Sometimes 
it is very hard to see the other man’s light 
—-to put yourself out of the picture to ad- 
vance the other man—to put service above 
self, yet it has to be done in any successful 
business organization with the same team 
spirit that dominates team work in major 
league baseball. He: profits most who 
serves best and unless you have a program 
that involves service* you will not succeed 
Earl S. 


tended the right hand of fellowship to the 
guests of the evening, which was responded 
to by Frederick H. Karutz, president of 
the Supplee-Biddle Q. Q. M. Club. James 


| M. Rose, Harpwarr Aor, called attention 
| to greater organization possibilities based 
jon what has already been accomplished in 


| Philadelphia. 


appointed to wait upon Saunders Norvell, | 


president of Remington Arms Co., Inc., 
in an effort to secure him as the speaker 
for the meeting on Jan. 11, 1928. 

Plans are being formulated for the an- 


nual dinner, which will be held in Febru- 


' ary, the exact date and place not yet se- 


lected, but most likely in Hartford, Conn. 
Vice-president C. S. Philips, L. S. 
Starrett Co., presided at the meeting. 





The Adelphia Quartet put plenty of pep 
in the meeting along with other entertain- 
ing features which were followed by a well 
arranged buffet luncheon. The November 
meeting has been designated as Traveling 
Men’s Night, which will be followed by the 
second Philadelphia Hardware Assembly 
on the evening of Nov. 22, at Mercantile 
Hall. The meeting of Dec. 14 will be cele- 
brated as Winchester-Simmons Night. 


Reading matter continued on page 162 
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The Only Marker that Pledges Quality 


There is one sure way to tell a quality rope and you’ll never make a mistake if these 
directions are followed: 


Separate the strands, and if in one of them you find a red, white and blue Tape- 
Marker, you will know that the rope is 





Columbian Ze-Merked Pyre Manila Rope 
“The Guaranteed Rope” 


Examine this Marker carefully for the final evidence of Quality. It contains a guar- 
antee which is unparalleled in the cordage industry. The fact that the guarantee is sub- 
stantiated by the manufacturer’s signature, and the Marker containing this signed guar- 
antee is found running continuously in every length of Columbian Tape-Marked Rope is 
proof conclusive that Columbian must be a quality rope, unsurpassed by any other brand. 


You cannot handle a finer line nor sell your customers a better rope than Colum- 
bian. Order it from your jobber, and if he can’t supply you, write direct to us. 





. Columbian Rope Company 


352-80 Genesee Street 


| 
| Auburn, “The Cordage City” N. Y. 





Branches: New York Chicago Boston New Orleans 
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Manhattan & Bronx Dealers Meet 
in Prince George Hotel 


Plans for the annual Dinnér Dance and 
Entertainment of the Manhattan and Bronx 
Hardware Association were discussed at 
the October 18th meeting of the associa- 
tion, held in the new meeting place, the 
Prince George Hotel, New York City. 
This affair will take place in the early part 
of February, a convenient place and date 
to be selected. G. Duncan C. MacLeod 
will take charge of the program book. 

President Edward J. Ferguson presided 
and led the discussion about plans for the 
ensuing year. Individual suggestions were 
offered, which will be taken up at the next 
executive meeting. President Ferguson 
also advised the members to consider sev- 
eral courses offered at a nearby university, 
saying that they would be of value to the 
employer and employee. 

Several robberies were reported, and 
Arthur Shimmel, W. T. Patterson and 
Chief Booster Charles Pincus, Stanley 
Works, told of specific instances of theft 
from stores and trucks. Secretary C. H. 
Tilson warned of a bad check passer 
and was instructed to write to the police 
commissioner, asking if the association 
could help the police in the suppression of 
burglaries. 

It was voted to cooperate on another 
joint outing, to be held next June, and it 
was suggested that the ladies be brought 
along. Since many members do not re- 
turn to their homes for supper on meeting 
nights, a supper preceding the meeting 
was proposed and Arthur Shimmel was 
asked to make necessary arrangements for 
a supper before the next meeting. Chief 
Booster Charles Pincus and Secretary Roy 
C. Schmidt, of The Hardware Boosters, 
were among the guests of the meeting. 

A telegram was read from Jean Blair, 
treasurer, who is honeymooning in the 
South. 


James S. Neill Passes Away 


James Stewart Neill, formerly a hard- 
ware dealer in Fredericton, New Bruns- 
wick, passed away recently at his home, 
225 Church Street of that place, after a 
long illness. 

Mr. Neill was born in Fredericton, Oct. 
14, 1849, and attended the local schools. 
In 1879 he started in business by taking 
over from his father the hardware business 
which he had established. Under the name 
of James S. Neill, the business continued 
until 1910, when James S. Neill & Sons, 
Ltd., was formed. Mr. Neill retired twelve 
years ago; his sons now managing the 
business. 

He took a prominent part in the gen- 
eral life of the community and was a mem- 
ber of many organizations. He is sur- 
vived by his widow, five sons and two 
daughters. 


Boston Varnish Announces 

Chicago Personnel Changes 

The Boston Varnish Co., Second and 
Boston Streets, Everett Station, Boston, 


Mass., has announced several important 
changes in its Chicago, IIl., executive staff. 


F. M. Cartland, long in the service of the 
company and for the past four years in 
charge of the general sales department 
at the home office, has been transferred to 
the Chicago Division as Division Sales 
Manager, where he will take up his new 
duties immediately. The industrial phase 
of the company’s Middle Western business 
has shown a substantial growth, and J. 
Luther Roll has been appointed to the new- 
ly created office of Industrial Sales Man- 
ager of the Chicago Division. Mr. Roll 
brings to his new work the fruits of a very 
successful selling career in the East. 

A. G. Ballester, a director of the com- 
pany, will continue to guide the destinies 
of the Chicago Division. 


Edward J. Brislin Dies 


Edward J. Brislin, who for more than 
25 years had been engaged in the plumbing 
and contracting business in Wilkes-Barre, 
Pa., passed away recently at the age of 
50. Mr. Brislin came to Wilkes-Barre in 
1887 and resided there since that time. 
He is survived by three brothers, two 
of whom comprise the contracting firm of 
Brislin Bros., 294 Scott Street, East End., 
Wilkes-Barre, Pa. 


P. V. Bunn Elected President 
Remington Cash Register Co. 


Paul V. Bunn has recently been elected 
vice-president and general manager of the 
Remington Cash Register Co., Illion, N. Y. 

Mr. Bunn is a native of North Carolina, 
and his career has been a most versatile 
one, covering a wide field of endeavor and 
experience. He has been agency director 
for the New York Life Insurance Co. 
for ten States, general office manager of 
Sears, Roebuck & Co., magazine and mail 
order advertising manager of John Wana- 
maker, executive position with the Sim- 
mons Hardware Co., and for nine years 
secretary and general manager of the St. 
Louis Chamber of Commerce. 

At one time Mr. Bunn was a Civil Ser- 
vice Commissioner at Washington, D. C., 
and served under Theodore Roosevelt, who 
was then President. 


Failures Slightly In Excess 
of Last Year’s Record 


Failures were on an ascending scale in 
September of this year. There were, as 
usual, fewer than in August, the decrease 
from last month being considerably less 
than it was a year ago, but compared with 
September of last year, a substantial in- 
crease was shown. The result is that the 
slight excess for the nine months of this 
year over the first nine months of 1926 
has become even more marked. 

There were 1418 failures reported to 
Bradstreet’s for September, a decrease of 
two per cent from August but an increase 
of 13.4 per cent over September of 1926. 
For the nine months of this year the total 
number of failures was 15,321, an increase 
of two per cent over the first three-quarters 
of 1926. 
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Chain Stores Show Gains 
for Month of September 


Total sales of 23 chain stores in Sep- 
tember aggregated $78,905,868, compared 
with $67,859,569 for the same month last 
year. This represents an increase in the 
aggregate sales of $11,026,199, or 16.2 per 
cent. For the first nine months of the 
current year sales, as compiled by Merrill, 
Lynch & Co., for the same companies to- 
taled $644,243,821, representing an increase 
oi 16.3 per cent over 1926. 

Sales of 16 chain companies up to Sept. 
30 aggregated $829,559,071, a gain of $75,- 
601,838. In the corresponding period of 
last year sales totaled $753,957,233, and in 
1925, $666,400,236, or $87,556,997 below 
last year. Figures compiled by Dow, Jones 
& Co. show that the 5-and-10-cent-store 
chains are holding their own, the increase 
to Sept. 30 being 12 per cent. The chains 
handling a line of general merchandise 
advanced their gains to 29.9 per cent, com 
pared with 28.7 per cent in 1926. 


W. R. Tomlinson Now with J. H. 
Williams & Co. 


W. R. Tomlinson, formerly vice-presi- 
dent of the Billings & Spencer Co., Hart- 
ford, Conn., is now connected with J. H 
Williams & Co., Buffalo, N. Y. Mr. Tom- 
linson is works manager of the Buffalo 
plant. 


Freight Loadings Show Decline 
for the Past Week 


Cars loaded with revenue freight for the 
week ended on Oct. 8 totaled 1,100,552, 
according to reports filed Oct. 19 by the 
railroads with the Car Service Division of 
the American Railway Association. Com- 
pared with the preceding week this was a 
decrease of 25,838 cars and 74,376 cars, as 
compared with the corresponding week last 
year. 

Decreases under the week before were 
reported in the loading of grain and grain 
products, coal, coke, forest products, ore 
and miscellaneous freight, with increases 
in the loading of live stock and merchan- 
dise and less-than-carload-lot freight. 

In comparison with the same week last 
year the loadings were as follows: 

Miscellaneous freight loading, with a to- 
tal of 422,986 cars, decreased 16,746 cars; 
loading of merchandise and less-than-car- 
load-lot freight, with a total of 271,439 
cars, increased 475 cars; coal, 190,929 cars, 
decreased 30,987 cars; grain and grain 
products, 49,902 cars, an increase of 2368 
cars; live stock, 38,689 cars, a decrease of 
2082; forest products, 65,029 cars, a de- 
crease of 6061 cars; ore, 52,123 cars, a de- 
crease of 17,508; coke loading, amounting 
to 9455 cars, decreased 3835 cars. 

All districts reported decreases in the 
total loading of all commodities compared 
with the corresponding period in 1926, but 
all except the Eastern, Southern and South- 
western districts reported increases com- 
pared with the corresponding period in 
1925. 
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The Master Speed Wagon 


VEN huskier than the Standard Speed Wagon— 
for hauling loads up to two tons. The announce- 
SPEED WAGON JUNIOR ment of this Master Speed Wagon, the third of the 
CA Chip of the Old Block’ new Speed Wagons, marks the widening of the Speed 
Wagon’s field of usefulness, the opportunity to put 
Speed Wagon utility and Speed Wagon economy to 
work on a greater number of hauling jobs. 

































STANDARD SPEED WAGON 6-Cyl. Speed Wagon Engine 











Wortas ‘Average Load. Coupe Cab—4-Wheel Brakes 











NEW lowness— NEW comfort—NEW power — NEW acceleration— NEW speed— NEW ease of handling — NEW 
completeness — NEW chassis lubrication with Myers Magazine Oilers— PLUS even more of the rugged durability that 
has saved thousands of dollars for former Speed Wagon owners. 













REO MOTOR CAR COMPANY 
Lansing Michigan" 


SPEE 


for faster, surer, easier, cheaper hauling 
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Universal Bottle Package 


| 
} 
Landers, Frary & Clark, New Britain, | 
Conn., offers the retail dealer the Univer- 
sal Bottle Package, No. 2370. This assort- | 
ment consists of six pint vacuum botles, | 
six quart vacuum bottle, three lunch kits, | 
one Universal pint filler and one Univer- | 
sal quart filler. The vacuum bottles have 
corrugated metal cases, making them easy 





to hold and hard to break. They are 
equipped with the multi-cup drinking cup 
and are finished in blue, khaki, maroon, 
gray, green and seal brown. This assort- 
ment with the display stand and the cards 
makes a good window decoration or coun- 
ter display. 


The Taylor Scooter 
The Frank F. Taylor Co., Norwood, Cin- 
cinnati, Ohio, who recently entered the 
children’s vehicle field with a line of tubular 
velocipedes, etc., is manufacturing the Tay- 





lor Scooter, a two wheel juvenile vehicle. It 
has 11-in. roller bearing disc wheels with 
balloon type tires. The entire frame is of 
half oval steel, strongly joined. The hard- 
wood handle grips are fastened directly on 
the specially formed extensions of the fork 
and will not come off. The platform meas- 
ures 13 by 5 in. and has a non-skid rubber 
mat. A standard rest and quick-stop brake 
complete the product. 


Velocipede Has Safety Brake 


The Toledo Metal Wheel Co., Toledo, 
Ohio, is equipping several of its veloci- 
pede models with a positive steel roller 
brake, operating on both rear wheels. The 
child places either foot back on the rod 
connecting the brakes, and the speed of the 
velocipede is checked, according to the 
pressure applied. 











HARDWARE AGE for OCTOBER 27, 1927 


This feature may be had on No. 94 with | 
a 16 in. front wheel, No. 95 with a 20 in. 
front wheel, and No. 96 with a 24 in. 


| 


front wheel. All these models are full 
ball bearing equipped. 


Strong, Fast Cutting Grinder 


The Milwaukee Circulating Pump & 
Mfg. Co., 331 Ninth Street, Milwaukee, 


Wis., is now manufacturing the American 
Liberty model, Type B, grinder, one of 
the American Grinder linet This is a fast 
cutting, powerful grinder, built to stand 
up under all conditions. It has bronze 
bearings and a grinding wheel measuring 
7 by 1% in. Attachments are available 
for sharpening twist drills and chisels and 
also for truing grinding wheels. 





Cordrey Cupboard Catch 


The Cordrey Friction Cupboard Catch 
is manufactured by Cordrey Mfg. Co., 
Chula Vista, Cal. This catch is simple 


No. 1 





CROSS SECTIO, 


in design and is constructed of half-hard 
brass, which gives a lasting spring quality. 


The catch consists of only two parts, 





one attached to the door and the other to 
the door jamb or shelf. The convex part 
slides into the concave part, causing a firm 
union, which holds the door secure. Glass 
knobs, giving a very attractive finish, may 


No. 2 


|| CROSS SECTION 











be used, for when the door is closed the 
catch is out of sight. 

Illustration No. 1 shows Catch No. 1, 
which can be attached to the side, top or 
bottom of a door. Illustration No. 2 shows 
Catch No. 2, which takes the place of the 
old-fashioned elbow catch,. used on doors 
which have no parting strip between them. 





A Practical Kitchen Tool 


The Vaughan Novelty Mfg. Co., 3211 
Carroll Avenue, Chicago, IIl., is market- 
ing a new potato masher and whipper. 
This product mashes, whips and mixes 
with remarkable ease. It also can be used 
as a sugar and butter mixer. It comes in 
two sizes, No. 136% with a 6-in. han- 
dle and No. 0136 with a 4%-in. handle, 





supplied in either case with a white enamel 
or a blue and white crackle handle. 


Commerce Yearbook for 1926 
Now Ready for Distribution 


The Department of Commerce, Bureau 
of Foreign and Domestic Commerce, Wash- 
ington, D. C., announces that the first vol- 
ume of the Commerce Yearbook for 1926 
is now ready for distribution. This vol- 
ume deals with industrial progress, résumé 
of general business conditions and discus- 
sions of production, distribution, etc., in 
the year 1926. 
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INAWINK 


Cleans and polishes 
Porcelain, Baked En 
amel and Metallic Sur- 
faces. The most effec- 
tive, rapid and _ eco- 
nomical polish of its 
kind on the market. 


Let us send you a 
sample—you'll see why 
INAWINK sells. 
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Kills and removes Rust 
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Old Man Rust 
No Longer Works in Her Kitchen 


At last the housewife has an effective weapon to combat 
old man Rust’s destructive touch. Its name is STOV- 
OIL. 

Stovoil is not a stove polish. Old-fashioned stove pol- 
ishes hide rust—STOVOIL prevents it. It removes the 
rust that stove polishes allow to accumulate. When 
STOVOIL is used on a new stove, the stove will always 
look new. 

Non-explosive, clean and easy to use. Leaves a fine, 
lasting finish on new or old stoves. 


Your customers will buy STOVOIL when you tell 
them what it will do. After they have tried a bottle your 
repeat sales will start. 


Let us send you descriptive circulars and prices. 


° 
Superior Laboratories 
Department 902 
Grand Rapids Michigan 
Exclusive Pacific Coast Distributors: 
718 Mission St San Francisco, Cal. 
350 E. First St. Los Angeles, Cal. 
312 2nd Ave. South Seattle, Wash. 
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Enameled Gas Flue Fittings 


The S. M. Howes Co., 505 Medford 
Street, Charlestown District, Boston, 
Mass., is now manufacturing a line of gas 
flue fittings in gray flexible enamel. These 
fittings have been especially designed for 
the venting of the gray enamel and gray 





enamel trimmed gas and electric ranges. 

The enamel was developed by the Howes 
company, who state that it is so flexible 
that it will not crack or chip when fittings 
are cut with tin snips or “overled” by 
hand pressure. Scientific tests have proved 
that the enamel withstands the temperature 
found at oven vents without chipping. 
cracking or discoloring. 





New “Whipwell” Egg Beater 


An individually packed egg beater has 
recently been placed on the market by The 
Winsted Hardware Mfg. Co., Inc., Win- 
sted, Conn. The new “Whipwell” is made 
of bright, rust-resisting metal, and has a 


THE 
NEW 
WHIPWELL 





‘palm grip” white enameled handle. The 
large wheel has no exposed teeth and the 
gears will not slip, providing perfect op- 
eration at all times. It is compact, neat 
and so designed that it has a good balance 
and will not tip over when placed in a 
bowl. Each Whipwell comes in its own 
two-color carton, 12 in a shipping case. 
In each shipping case there is an attractive 
two-color counter card. 


Curtainless Shower Bath 


A. K. Trout Co., Inc., 17 E. Forty-fifth 
Street, New York City, is distributing to 
the hardware trade the “Morning Glory” 
Curtainless Shower Bath, manufactured by 
Hugh Pitcher Co., Inc., Boonton, N. J. 
“Morning Glory” Shower is made of 
seamless nickel plated brass tubing and 
other rust-resisting metals. It has a full 
size 6% in, 150 hole rose shower head and 
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is so constructed that there are no moving 
parts or rubber connections. It can be 
attached or detached in one minute, is well 
made, forming if necessary, a permanent 
fixture in the bathroom. 

It is stated that the “Morning Glory” 
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is the only shower bath which may be 
used in a 4% ft. bathtub, without a curtain 
and yet not wet the floor. 


New V-W Window Ventilator 


The V-W Ventilator Co., A. I. U. Build- 
ing, Columbus, Ohio, recently placed on the 
market a new window ventilator. This 
product has vertical R-shaped louvers, 
placed in such a position as to form a 
zig-zag passage through which the air 
passes but does not permit dirt, dust, rain 
or snow to enter. A closing device is in- 





corporated whereby the flow of air can be 
regulated or cut off entirely. By bevel- 
ing the top and bottom of the ventilator 
and using a compression spring arrange- 
ment, which allows a window width varia- 
tion of 3% in., perfect fit is assured on 
all four sides. 

The ventilator is made entirely of metal, 
well finished and can be secured in several 
sizes. 





Self-Locking Sash Lock 


“Buolock,” an important improvement in 
sash locks, has been developed by The Buol 
Machine Co., Rear 168 Arch Street, New 
Britain, Conn. 

This product is similar to the popular 
type of sash lock with the exception that 
a cone type of coil spring is included. This 
gives a continual tension in the locking 





direction of the sweep, supplemented by a 
simple tripping device, which retains the 
sweep in unlocked position when the win- 
dow is raised and releases it automatically 
upon the closing of the window. The 
action of this automatic device can be illus- 
trated by taking the locked window. To 
open the window the sweep must be turned, 
against the pressure of the spring, till the 
trip dog catches. The window is then 
raised. Upon closing the window, a small 
plate catches the trip dog, releases it, and 
the spring pushes the sweep around to a 
locked position. This lock prevents rattles 





and can only be opened from the inside. 

“Buolock” is furnished from stock in 
brass, nickel or oxidized copper finish on 
cast iron or in solid bronze. 





New Haven Tip-Top Traveler 


The New Haven Clock Co., New Haven, 
Conn., manufactures the Tip-Top Traveler, 
a small nickel-plated alarm clock, which 
is compact, practical and dainty. It is of 
octagon design, and has a dustproof case 
with a Krack-Proof Krystal. There is a 





Actual Size 


silver dial and the hands are radium coated. 
The second hand and dial are sunk. This 
clock is of the stem-wind, stem-set type. 
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‘Challenge 
































Why can’t you 
sell refrigerators? 
HIS is addressed to the thousands of hardware 


dealers who do not carry refrigerators and are 
missing out on profits as a result. Your customers have 
to go to some other merchant down the street when 
they want to buy refrigerators. Why should you lose 
out on these sales? 

People are thinking more about refrigerators these 
days than ever before. More and more families are buy- 
ing their first ice box. A very small percentage can 
afford the mechanical type. The great majority will 
continue to purchase ice refrigerators. 

More hardware merchants should cash in on this pub- 
lic interest in refrigerators. Many hardware dealers are 
making a big success with the Challenge line. It is espe- 
cially fitted for the hardware trade. It is a broad line, 
starting with a well-made but very low price box, and grad- 
ing on up to the all porcelain Iceberg. 

We are one of the oldest and largest refrigerator manu- 
facturers in the country, with factories covering 20 acres. 
We operate our own porcelain plant. Our boxes are scien- 


Refrigegtors 





tifically made, some of them containing 20 walls of insula- 
tion. Due to our comparatively small overhead and mer- 
chandising costs our prices are more favorable as you will 
discover. This fall we are bringing out a remarkable new 
WOLVERINE line of porcelain interior refrigerators that 
have captured the dealers because of their low pricing. 

Write us or your hardware jobber about the Challenge 
agency. Right now is the proper time to make your plans 
for handling this line. 


CHALLENGE REFRIGERATOR COMPANY, GRAND HAVEN, MICHIGAN 
Established 1883—Operating One of the Largest Refrigerator Plants in Michigan 
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Nokorode Counter Display 


The M. W. Dunton Co., 670 Eddy Street, | 


Providence, R. I., has placed on the mar- 
ket a new counter display carton, printed 
in two colors, which holds a standard case 





of 36 two-ounce cans of Nokorode Solder- 
ing Paste. Printed on the box is some 
useful information on tinning of solder- 
ing coppers, the use of Nokorode Salts, 
as well as helpful data for the hardware 
salesman. 


Improved Trico Fuse 


Trico Fuse Mfg. Co., Milwaukee, Wis., 
announces an important improvement in 
its ferrule type of renewable fuses. 

This improvement consists of using 
spring retainers on the end caps to hold 
the end screws. There are now only two 





parts and the renewal element. The gen- 
eral design of the fuse requires the re- 
moval of only one cap when renewing. 


Everedy General Utility Torch 


Clayton & Lambert Mfg. Co., Detroit, | 


Mich., has placed on the market a new 
general utility torch, which has been de- 
signed especially for use in the workshop 
or around the home. The C. & L. Eve- 
redy No. 158 has a burner of bronze which 
produces a clear blue flame of intense 
heat. It is of the undergenerator type, the 
gas being superheated as it passes through 
the burner veins. The tank is made of 
heavy gage drawn brass, strongly rein- 
forced inside and out. The pump is the 
double spring, automatic type, said to be 
very quick and powerful in action. The 
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| handle is positioned to give the tool per- 
| fect balance, and the burner hook for hold- 





ing soldering copper is screwed in and can 
be removed if not needed. 





Milady’s Moto Mirror 


Something new in the line of auto ac- 
cessories has recently been placed on the 
market by the Turner Mfg. Co., Kokomo, 
Ind. “Milady’s Moto Mirror” is made of 
plate glass, deeply beveled, 6 in. long and 
3% in. wide. It is installed by means of 
two slender steel pins, attached to the 
plated metal back, which penetrate the card- 











board lining behind the upholstery of the 
automobile. It can be removed easily and 
will be quite handy for tourists. 





“Milady’s Moto Mirror” is usually sold 
in pairs, one for each side of the rear seat, 
as they are packed two in a carton, but 
may be sold singly if desired. 





Bull Dog Cord Garden Hose 


A garden hose that will not kink has 
recently been developed by Boston Woven 
Hose & Rubber Co., P. O. Box 5077, 
Cambridge, Mass. Bull Dog Cord Garden 
Hose has an inner tube of live rubber with 
a thick wall which resists kinking. Over 
this live rubber there is braided a strong 
reinforcement of hawser cord, thoroughly 
impregnated with live rubber. Another 








layer of tough, live rubber is laid and then 
another hawser tord reinforcement. The 
outside, extra flexible cover of corrugated 
rubber, protects the inner plies of the hose. 

The live rubber in the garden hose pro- 
vides for resiliency and flexibility and the 
braided, twisted plies add strength, which 
resists pressure from the inside of the 
hose and the hard knocks and abuse from 





outside. The diameter of the waterway 
of the Bull Dog Cord Garden Hose is % 
in., but is also made with a % in. water- 
way for professional uses. 

Many tests have been given this hose, 
one of which is illustrated. Water poured 
in from a funnel at one end of the knotted 
hose began to run out of the other end 
with amazing promptness, showing that 
in spite of the twists, the waterway was 
open from end to end. 


Evansville Display Tray 
Evansville Tool Works, Inc., Evans- 
ville, Ind., is supplying an attractive ham- 
mer display tray. The tray is printed in 
bright colors and contains either one and 


HAMMERS 


| CRESCENT) | ACME | 


| RED TIP | 


PVANWOSOVITLS 





one-half dozen hammers of the same model 
or six hammers each or three models. 
This display tray ought to prove to be a 
help in securing additional hammer sales. 











POULTRY NETTING 
Galvanized Before and Galvanized c4fter Weaving? 
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Light 
and 
Dark 
Finish 


Finish 
y+ REGULAR 
y¥ GRADE (12x 


=) 13 mesh) and 
} » 14, 16, 18, 20, 


La AVY 
GRADE (14 
Mesh only) 


GALVANIZED STEEL WIRE CLOTH 
IncAl Grades 


eel Look for the tag, carrying our name, at the end of every roll! { 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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(Washington Bureau of HARDWARE AGE) 


WasuincrTon, Oct. 25.—From the White 
House has come the announcement that 
there will be a tax reduction at the next 
session of Congress. This was made defi- 
nite. It had none of the tentative strings 
tied to it such as were so painfully notice- 
able previously. There was, however, a 
note sounded which shows plainly the 
President proposes to restrict the reduction 
of tax to $300,000,000, unless developments 
give reason to raise the limit. Such a de- 
velopment is not in prospect. On the con- 
trary, it was hinted that the reduction may 
be less than $300,000,000. 

The limitation specified was interpreted 
by many as serving notice upon the Cham- 
ber of Commerce of the United States 
that its suggestion of a reduction of $400,- 
000,000 would not be met. This interpreta- 
tion is based on the fact that the White 
House statement was made the day fol- 
lowing the announcement of the Chamber’s 
program. The Chamber’s proposed cut 
would come from reduction im corporate 
income taxes and repeal of the Federal 
estate and war excise taxes. The cor- 
porate income tax evidently is going to be 
reduced, but it remains to be seen what 
will be done with the Federal estate and 
war excise taxes. The amount of the re- 
duction of the corporate income tax is 
problematical. At present this tax is 13.5 
per cent. The President not only wants 
to adhere to a program of economy, 
but he wants to reduce the national debt 
and provide for a program that will in- 
volve heavy expenditures, such as flood 
control and related subjects. Also, it has 
been strongly indicated at the White House 
that the President has taken a firm stand 
against “pork barrel” legislation which 
calls for large government appropriations 
for purely local or sectional projects. 





Praise for the attitude of the Federal 
Trade Commission toward business was 
expressed recently by Judge Edwin B. 
Parker, chairman of the Board of Di- 
rectors of the Chamber of Commerce of 
the United States. Coming from such a 
sound source as Judge Parker, this was 
accepted as praise indeed. It reflected a 
striking contrast to the attitude of busi- 
ness toward the Commission, not only dur- 
ing the Commission’s early days, but up 
to the time of its change under the Coolidge 
régime. The Commission itself has caused 
the changed attitude of business toward it, 
showing, it is claimed, that business has 
been willing at all times to cooperate if 
given fair treatment. Judge Parker’s dec- 





Washington News Letter 


Tax ‘Reduction at Next Session of Congress—Judge Edwin B. Parker Praises 
Attitude of Federal Trade Commission—Radio Growth Has Not Ceased—The 


Metric Bill Again 


By L. W. Moffett 


larations were made in the course of an 
address here before the National Chain 
Store Grocers’ Association. He explained 
that enlightened self-interest had prompted 
group action in trade, and that it is also 
bringing those groups and each individual 
member to a realization of group responsi- 
bilities. This is exemplified, Judge Parker 
said, in the widespread movement to set 
up in each business, trade or industry high 
and sound standards of business conduct 
and to outlaw practices that in the days 
of isolation tended to bring the whole in- 
stitution of business into popular disrepute. 
Judge Parker dwelt upon the standards of 
business practice developed in business by 
action of the business people themselves 
together with work of the Chamber of 
Commerce, and he also referred to coopera- 
tion with the Federal Trade Commission. 

“The sympathetic attitude of the Fed- 
eral Trade Commission toward the efforts 
of business to set its house in order are 
well known,” said Judge Parker. “Some 
twenty-five trade groups have gathered 
around the Commission’s table and frankly 
Ciscussed the unwholesome business con- 
d'tions within their industries, and have de- 
clared against policies and methods op- 
posed to the best interests of the trade and 
of the public. These declarations thus be- 
came the rules of the trade. When ap- 
proved by the Commission these declara- 
tions became a guide for future proceed- 
ings involving practices which the industry, 
itself, had outlawed.” 

Judge Parker spoke of this as being an 
opportunity for business to grasp. 

“The success of the self-regulation move- 
ment depends entirely upon the men within 
the industries and upon their group action,” 
he declared. “Make no mistake as to this 
responsibility. Business chafes under those 
restraints of government regulation which 
hamper and restrict the free play of indi- 
vidual initiative and action. The alterna- 
tive is self-regulation, through self-re- 
straint, accomplished through cooperative 
effort.” 


Although merited pride has been taken 
in the advance of radio since 1912, and 
marvel is expressed at the change from 
birth to present development, Secretary 
Hoover told the International Radio- 
telegraph Conference here that we should 
“not for a moment assume that growth 
has ceased.” It may well be that progress 
in the next score of years will equal or 
exceed that of those just passed, he de- 
clared. Just as the London convention of 





1912 is already found obsolescent, it was 
pointed out, so perhaps will “our efforts 
here be wholly inadequate to meet condi- 
tions a few years hence. International 
agreements are essential to orderly con- 
duct. But the letter of the law cannot 
create. Progress and development come 
only from the unfettered working of the 
minds of men directed to scientific dis- 
covery and technical improvements.” 





Like the poor, the metric bill is always 
with us. Introduced and defeated suc- 
cessively for the past decade or so, it will 
be again thrown into the Congressional 
hopper at the next session. Senator Gil- 
lette, Republican of Massachusetts, will 
father the measure in the Senate and Rep- 
resentative Britten, Republican of Illinois, 
will again be its daddy in the House of 
Representatives, with whom it has become 
a habit. The bill would make the change 
in 1935 from the present English system, 
under which the metric system sponsors 
would have us believe that the United 
States government, industry and trade have 
been a complete failure. Then the metric 
system would be put into effect, and gov- 
ernment, industry, trade, etc., blossom like 
fertile valley, albeit at enormous cost to 
industry in changing its dimensions on its 
machinery, long set up and established, to 
the railroads in changing its entire stand- 
ards of measurements, pulling up and 
“transplanting” telegraph poles, and what 
not. It has been estimated that the change 
would cost industry a mere $11,000,000,000. 
Metric adherents naturally dispute this 
claim, and are vigorous in their arguments. 
But likewise opponents to the change up- 
hold the claim and are vigorous in their 
arguments. And so the merry war goes on 
without end. 


The Federal Trade Commission is at- 
tacking attempts to maintain resale prices. 
Because of this interest is manifested in 
the inquiry it has instituted in the matter 
of Scott & Bowne, Bloomfield, N. J., manu- 
facturers and sellers of medicine. 





Automobiles are now being sold by one 
ef the large Parisian department stores, 
according to a report received by the De- 
partment of Commerce from Assistant 
Trade Commissioner H. C. Schuette, Paris. 
All vehicles are sold at the cash list price 
and no charge is made for interest. Which 
leads many to suspect the interest charge 
is in the original price. 
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LITTER , 


CARRIERS 


Are the choice of the farmer who wants to 
save steps, time and money or avoid back- 
aches and expense. 

Every farmer who has used one knows that 
they pay for themselves in a year or 
two and they last for years and years. 




















They're Easy to Sell 


Find how long it takes a man 
to ¢lean his barn. Cut that in 
two and you have what they save 
in time. But the best thing about 
them is they make the job so 
much easier. 


We Help You Sell Em 


Our Salesman gives you his personal as- 
sistance in measuring up jobs and making 

the sale. He knows how to do it the quick- 
est and surest way. You just introduce him— 


he does the rest. 
Send us names of a few who need and can use litter carriers 
or feed carriers. We’ll show you how our plan works, 


Hunt-Helm-Ferris& Co.,Inc. 


Albany, N.Y. Harvard, Ill. San Francisco, Calif. 


Manufacturers of 


TAR *« 


Stalls, 
Stanchions, 
2 Pens, Water 
owls, Ventilators © 
and Door Hangers Equipment 
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General Market News 








Hardware Trade in General 
Continues in Sound Condition 


NEW YorK, Oct. 25—The generally satisfactory condition of the 
hardware trade throughout the country shows every indication of 
continuing. The winter lines of merchandise are now moving in 
larger quantities and the approach of colder weather will still fur- 


ther accelerate this movement. 


Building, which continues heavy, will compare well with that 


of 1926. 


Collections are, on the whole, better than they were. 





Indications Point to Turn in the 
Steel Market 


Two developments of the week are taken 
to indicate that a turn in the steel market 
is imminent, says the Jron Age. One is 
a rather pronounced movement of miscel- 
laneous ordering of all products, and the 
other is a heavy leaning toward weakness 
in prices, with a virtual confusion in this 
respect in strip steel and pipe, the result 
more of competition among makers than 
of the pressure from buyers. 

There are instances of specifications and 
new buying so far this month being 10 
per cent in volume ahead of the corre- 
sponding period of September and in the 
case of companies serving railroads only in 
a limited way. Discounting expansion in 
automobile production in November or De- 
cember, it remains that a railroad car buy- 
ing movement, not yet in evidence, is de- 
pended on to start an active revival. 


Employment Statistics Reflect 
Soundness, Says Natl. Board 


During the past few months, as reflected 
in wage and employment statistics, busi- 
ness progress inspires confidence rather 
than apprehension. The recent stiffening 
of commodity prices is indicative of at 
least a normal seasonal increase in the de- 
mand for products, according to the Na- 
tional Industrial Conference Board, says 
Trends and Indications. 

The element of confidence is to be de- 
rived from the fact that in spite of various 
outside influences that ordinarily would 
react unfavorably on business, such as the 
approach of a presidential election, dis- 
turbances in foreign affairs, a season of 
floods and generally unfavorable weather, 
industrial activity in the country has suf- 
fered no serious depression even in those 


branches of industry which have been op- | 


erating on unprecedented records during 
the past two years. 

Employment and the total number of 
hours worked in manufacturing plants have 
declined slightly since last March and 


were somewhat lower in July of this year 
than in the corresponding month of last 


year. But according to data collected 
among 2000 representative establishments 
in 25 different industries, such fluctuations 
recorded during the past twelve months 
average less than five per cent. Average 
weekly earnings per wage earner while de- 
clining seasonally in July were at the same 
level as in the corresponding month of 
1926. Average hourly earnings, a sensitive 
indicator of wage rates paid, were even 
one per cent higher than in July of 1926. 

In interpreting this data, emphasis should 
be put not on such slight fluctuations as 
have occurred but rather on the minute- 
ness of those fluctuations as indicative of 
the increasing stability that has marked 
American industrial and commercial life 
during the past five years. 

When variations in employment, wage 
earnings and wage rates are of such trivial 
nature as they have been in the industries 
of the United States during the past two 
years, the barometer of business activity 
as a whole may well be said to register 
“no change” fundamentally. 





Bank Forecasts Better Business 
Stresses Good Farm Situation 


The business outlook for the remainder 
of this year is, on the whole, encouraging, 
according to the business and financial re- 
view issued by the First National Bank of 
St. Louis. 

In the past six weeks the adverse influ- 


been decreasing in importance as crop 
prospects have steadily improved. Evi- 
dence is now accumulating that August 
probably marked the turning point of busi- 
| ness for the time being. General business 
| appears to be improving and while the de- 





| gree of improvement has been only mod- | 
lerate it has been slightly better than the | 


| expected normal seasonal increase. 

Taking all factors into consideration 
| there seems to be little ground for either 
pessimism on the one hand or extreme op- 
| timism on the other. It appears, rather, 
| that the general condition of industry, as 
| measured by the standards of the past sev- 
eral years, will remain in somewhat of a 
natural position for some time to come. 


ences of the crop and flood situation have | 








Chain Store Sales Advance About 
15.7 Per Cent 


For the first nine months of the current 
year chain store sales of twenty-nine com- 
panies aggregated $743,510,915, compared 
with $642,123,480 for the corresponding 
period last year. This represents a gain 
of $101,387,435, or 15.7 per cent, accord- 
| ing to a compilation made public last week. 

Ernst & Ernst compilation for twenty- 
three chain stores for the first nine months 
of 1927 shows total sales of $904,189,393, 
compared with $830,881,377 for the same 
period in 1926. This represents an increase 
of 8.82 per cent. According to this com- 
pilation twelve 5-10-25 cent stores showed 
total sales for the nine-month period of 
$400,671,217, compared with $356,905,417 
for the same period in 1926, or a gain of 
12.26 per cent. Eight other chain stores 
and restaurants show total sales of $138,- 
712,265, against $113,951,950 last year, an 
increase of 21.73 per cent. The sales of 
three leading mail order houses amounted 
to $364,805,911, against $360,024,010 last 
year, or a gain of 1.33 per cent. 








Building Activity Continues Heavy 
Compares Well With 1926 


In 1926, the peak month of building ac- 
tivity, as measured by. contracts let, oc- 
curred in August. According to the report 
of the F. W. Dodge Co. which covers 37 
states and includes about 91 per cent of all 
construction in the country, August, 1927, 
contracts reached a total of $552,487,900, 
about eight per cent under the total estab- 
lished for August of last year which was 
an unusually high record. August, it is 
noted, showed a three per cent increase 
over July. 

However for the first eight months of 
this year the figure totals $4,274,871,100 
as compared with $4,247,408,400 for the 


same period of 1926. 





Nine Per Cent of Retail Sales 
Made by Chains 


It is estimated that $3,400,000,000 worth 
of various merchandise and foodstuffs is 
purchased each year by American con- 
sumers through chain stores, according to 
a survey recently made public by the Chain 
Store Economic and Financial Research 
3ureau. This is an increase of $2,031,000,- 
| 000 in volume since 1921. 
| Their report shows that nine per cent 
| of the $37,000,000,000 constituting our total 
| annual retail sales is done through chain 
| store systems. The balance of this volume 





is distributed as follows: Independent 

stores, $25,000,000,000, or 68 per cent; de- 
| partment stores, $5,000,000,000 or 15 per 
| cent; mail order houses, $1,500,000,000 or 
| four per cent and house-to-house selling, 
| $375,000,000 or one per cent. ‘ 
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Aluminex 








ALUMINEX has the 
Approval of Good 


Housekeeping Insti: ‘The aluminum ware with the smooth bright inside finish While P.P. P. sie: 


While P. P. P. sig- 

tute. 
Modern Priscilla 

Proving Plant. 








ALUMINEX PERCOLATORS 


No. 645114 1% quart No. 6452 2 quarts No. 6453 3 quarts 


To the Aluminex line we have added three new percolators—1!4 qt., 2 qt. and 3 qt., respectively. 

To really appreciate the simplicity and beauty of these new percolators you should see them. 

These percolators have the improved Aluminex finish inside—smooth and bright. This finish can 
only be procured in Aluminex. 

The handle is made of Thermoplax and will not char or burn—even though subjected to direct if 
heat. 

The swell at the bottom enhances its appearance and also insures ample heating surface which gives 
maximum results with minimum amount of heat. 

The cover is so constructed that there are no crevices in which dirt could lodge. 

The cover flange is made so that a slight twist of the glass top locks it securely yet 
the top can be removed as often as necessary for cleaning without injuring the locking 











The Buckeye 
Aluminum Co., 
Wooster, Ohio 


device. 
The hinge is made of a strong aluminum alloy and is attached with six strong 











aluminum rivets. Send us prices on the 
The spout is welded to the percolator and is made of very heavy aluminum Rag Wedays e520 ae 
so that it will withstand rough treatment. Ordinary bumps will not dent this list dated August Ist. 
spout. 
THE BUCKEYE ALUMINUM COMPANY Name. 
WOOSTER, OHIO sn a 
Makers of fine aluminum ware for more than a quarter of a century on ae te ae | 
L 
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A Good Volume of Spring Orders 
Developing —Chicago Prices Unchanged 


(Chicago Office of HARDWARE AGE) 


CHICAGO, Oct. 25.—Seasonable fall weather is causing a steady in- 
crease in the demand for fall and winter hardware lines and sales are 
now running about equal to this same period last year, which was con- 
sidered especially good. Future buying of spring merchandise is get- 
ting well under way and while the volume of this business is not large 
when compared with a few years ago, it is satisfactory when the present 
general tendency toward hand-to-mouth buying is considered. 

Although hardware prices in general are expected to show a very 
gradual decline for some time to come, at present there is a marked sta- 


bility. 


In fact, the only change to be reported this week is an advance 


of 3 cents per gallon on turpentine which offsets the decline of the same 


amount reported last week. 


Credit conditions are good and the banks are well supplied with 


funds. 





AXES.—Warranted goods are selling 
best; prices remain steady and un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bit base weight 
axes, unhandled, at $14 per doz.; han- 
dled at $19.25 per doz.; double bit 
base weight axes, unhandled, at $19 
per doz.; handled at $24.50 per doz. 


BOLTS AND NUTS.—The demand con- 
tinues fair, with stove bolts especially 
active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount, 


BUILDERS’ HARDWARE.—The de- 
mand is still fairly active and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.92 
per doz. pair, case lots—less quan- 
tities, 12c. per doz. pair higher; 4 x 4 
steel butts, old copper and dull brass 
finish, $2.64 per doz. pair, case lots— 
less quantities 12c. per doz. pair 
higher; heavy steel bevel inside sets, 
$5.75 per doz. sets, case lots; steel 
bit-keyed front door sets, $1.45 per 
set; wrought brass bit-keyed front 
door sets, $2.49 per set; cylinder front 
door sets, $6 per set. 


ELECTRICAL MERCHANDISE.—The 
demand for all electrical items is very 
good. Radio batteries are in very 
heavy demand. 


GLASS AND PUTTY.—Putty sales 
have been very active recently, while 
glass sales are about normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 
brackets, 89 per cent discount; single 
strength B, all brackets, 90-5 per 


cent discount; double strength A, all 
brackets, 89 per cent discount; double 
brackets, 
putty, 


90-5 per 
pure grade, 


strength B, all 
cent discount; 





$4.25 per commercial, $3.50 


per 100 Ib 
HANDLED HAMMERS AND 
HATCHETS.—Demand is_ seasonably 
active, especially on the warranted 
grades. Prices remain firm and no 
changes seem in early prospect. 


100 Ib.; 


HAMMERS.— 

We from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz., nail hammers, 
$6 to $8 doz. 


HATCHETS.— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz. ; 5-3 , ge hatchets, No. 2 
shingling, 0z.; medium quality 
hatchets, ne 8 broad, $12.50 doz. 


ICE SKATES.—A very good volume 
business is developing. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
men’s and boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
women’s and girls’, $1 pair. Key 
Clamp, hockey, men’s and boys’, $1.20 
pair. Half Key Clamp, hockey, 
women’s and girls’, $1.40 pair. Tu- 
bular skates, men’s or women’s racer 
or hockey, $5. 50 pair. 


LANTERNS.—Sales are steadily in- 
creasing as the day becomes shorter. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Long or short globe 
tubular lanterns, $13 per doz. net. 


PAINTS AND OILS.—Turpentine re- 
covers the three cent drop of last week 
and other prices are unchanged. Sales 
are seasonal. 
We quote from jobbers’ 
f.o.b, Chicago: 
Linseed Oil, Raw.—Barrel lots, 89c. 
per gal.; 5 barrel lots, 86c. per gal. 
Linseed Oil, Boiled. — Barrel lots, 
Ste. per gal.; 5 barrel lots, 89c, per 
gal. 


quote 


stocks, 





— Barrel lots, 


' extra 


‘lots, 
lots, 


7c. per 


Denatured Alcohol. 
j84oc. per gal.; steel drums, 
$6, returnable. 

Turpentine, — Drum lots, 69c. per 
gal. net. 

White Lead.—100-lb. $13.75; 
50-lb. lots, $7; 25-Ib. $3.50; 
12%-lb. lots, $1.80. 

Shellac. (kage lb. cuts), —. $2.60 
per gal.; orange, .30 per gal, 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
eo” Paste.—Barrel lots, 

PREPARED ROOFING. — Cooler 
weather is stimulating sales. Prices 
are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per 
square; best grade talc surfaced, $2.65 
per square; medium talc, surfaced 
$2 per square; light tale surfaced, 
$1.20 per square; red rosin sheathing, 
$57 per ton. 


SASH CORD.—There is a very active 
demand and prices are firm. 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: No. 7 — brands, 
$8.50 per doz. hanks; No. 8, $9.70 per 
doz. hanks, 


SCREWS.—Prices are extremely low, 
and advances may be in order before 
next spring. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: “Flat head, bright 
screws, 75-20-35 per cent; round head, 
brass, peas x per cent; flat head, 
brass, 20-35 per cent; round 


head, wren, 70-20-35 per cent. 


SOLDER AND BABBITT.—Prices are 
firmer this week, though with no actual 
change. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $38.50 per 100 lb.; medium 
45-55 ‘solder, $37.50 per 100 Ib.; tin- 
ners, 40-60 solder, $36.50 per 100 Ib.; 
high speed babbitt metal, $20 per 
100 lb.; standard No. 4 babbitt metal, 
$13 per 100 Ib. 


STEEL SHEETS.—Prices are holding 
firm and sales are somewhat improved. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage galvanized 
sheets, $5.30 per 100 Ib. ; 28 gage black 
sheets, $4.20 per 100 Ib. 


TOYS.—Dealers are buying early in 
anticipation of an especially good toy 
business for this season. 


TRAPS.—There is a steady improve- 
ment in sales as the season advances. 


We quote from jobbers’ stocks, 
f.o.b. ek og” No. 0, $1.10 per doz.; 
No. $1. + ner doz.; No. 14%, $2.44 
per Fd. , $3.36 per doz. 


WIRE PRODUCTS.—Sales are season- 
ally normal—only fairly active. Prices 
are very steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No, 8 black annealed 
wire, $2.95 per 100 Ib.; No. 8 galvan- 
ized plain wire, $3. 40 eper 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.65 per cwt.; 80 r 
spool of galvanized hog wire, $3.18 
per spool. Polished fence staples. 
$3.40 per 100 Ib. 
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| QUALITY 
Metal Frame Window Ventilators 


The Ventilator Selling Season Is Here. Continental Cloth 
Ventilators, Both Metal Frame and Wood Frame, Offer the 
Complete Quality Line, with One Sure Source of Supply 



























































HE Continental name has stood for the 
utmost in quality for more than a quarter 
of a century. 


When you order CONTINENTAL Venti- 
lators, you can be sure of getting the very best 
obtainable. 


We can make immediate shipment of your 
order, whether it be for one dozen or a thou- 
sand dozen Ventilators, now or any time dur- 
ing the season. 


Critinonttal 


Taian 





The new Continental Metal Frame Venti- 
lators are the last word in Ventilator construc- 
tion. They are stronger, more rigid—perfect 
in every feature, and made to satisfy the de- 
mand of those who want the very best. 


Our enlarged and improved production facil- 
ities enable us to not enly guarantee you uni- 
form and perfect quality, but immediate ship- 
ment of any quantity you may want, at any 
time. 


The Original and Outstanding Quality 
Wood Frame Cloth Window Ventilator 











Fresh Air Without 
Drafts, Dust, Rain or 
Snow, Adjustable 
for 
Every Window 
Everywhere 























Protects 
Curtains, Draperies 
and Furnishings from 
Soot, Dirt and 
Moisture, Keeps 
Them Clean 




















OU can be sure of large sales and completely satisfied customers, if you sell CONTI- 
NENTAL Quality Ventilators, backed by the guarantee of the Continental Screen Com- 
pany, the Originator of Cloth Window Ventilators, and by far 
the largest manufacturer of Screens and Ventilators in the World. 


CONTINENTAL SCREEN COMPANY 


Detroit, Michigan 


OE Eee 
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Employment Conditions and More Seasonal 


Weather Should Improve New York Demand 


New York, Oct. 27—Employment conditions in and around 
Greater New York show steady improvement since the middle of 
August. This change and the more seasonal weather should be 
soon reflected in better business in the hardware trade. Many 
executives of local jobbers were at the Atlantic City convention last 
week which meant that those left at the offices were extra busy. 
Jobbers’ salesmen are turning in fairly good orders but the com- 
plaint that individual orders are very small is still heard in this 
territory. 

Many dealers are preparing for the holiday trade. Jobbers re- 
port that early indications for a good Christmas trade are very 
encouraging. Collections are fair. 


AXES.—There is no change since last 50 and 10 oft list. Larger. 50 off — 
ting a mod- Step bolts, 50 per cent off list. 
week. Local stocks are meeting CARPET SWEEPERS.—A heavy hol- 


erate demand. : ‘ ? 
JOBBERS’ QUOTATIONS TO RE- iday demand is expected. Prices are 


TAILERS, F.0.B. NEW YORK: satisfactory and stocks in good condi- 
Axes, Jersey pattern, ‘. oa tion. 
Ib., $1.82% each; 4 to 5 .88 . : 
~~ Box lots extra 5 per cent. TAWans TF. Taw vonic: RE 
New England pattern, 3 to 4 Ib., 
$1.77 each; 3% to 4% Ib., $1.82% Carpet sweepers, Standard, $3.00 
each. Dayton pattern, 3% to 4% Ib., each ; Universal japanned, $3.50 each; 
$1.8214 each: 4 to 5 Ib., $1.88 each; Universal, nickel plated, $3.83 each; 
box lots of Dayton extra 5 per cent. Grand Rapids, japanned, $3.67 each ; 
Rockaway pattern, 3 to 4 Ib., Grand Rapids, nickel plated, $4.00 
$1.81% each: 3% to 4% Ib., $1.87 each; Elite, $5.00 each; Princess, $4.17 
eac h, and a to 4% Ib., “$1. 92 each; each and American Queen, $4.50 each. 
box lots extra 5 per cent. Sterling, $2.10 each. ; ; 
Boy’s axe, $1.14 each, box lots ex- CLOCKS.—The trade is preparing for 
tra 5 per cent. Boy Scout axe, with - e 
sheath, $1.18% each; box lots extra an active holiday season. Prices are 
5 per cent. Boy Scout axe. without steady and stocks are meeting the cur- 
sheath, $1.00 each; sheaths only, 16% 
cents each. a rent demand. 
House axe, $1.11 each, box lots 5 JOBBERS’ QUOTATIONS TO RE- 
pee cent extra. i a he i atl TAILERS, F.0.B. NEW YORK 
N. B.— ere are six axe é Alarm clocks, Big Ben, ndediine lots, 
BATTERIES.—Those intended for ra- $2. 29; dozen lots, $2.21: 2 dozen any 
° . * .15; same luminous, roken lots, 
dio use are particularly active at the is ate cite week one gece 
present time. Prices are very firm and pots, $2.97. Baby Ben and Baby Ben 
: uminous take same respective prices. 
stocks ‘are satisfactory. Sen Mar, beaken tin, BLS: denen 
JOBBERS’ QUOTATIONS TO RE- lots, $1.70; and 2 dozen lots, $1.65: 
TAILERS, F.0O.B. NEW YORK: same luminous, broken lots, $2.46; 
Dry cells, No. 6, Ignition type ae lots, $2.38, and 2 dozen lots, 
4 . a "an 7 35lKc. 
ee See SEES INE A. Sree Black Bird, luminous Mal, broken 
] rie Jo. 767 ach: i lots, $1.76; dozen lots, $1.70 and 2 
unite of 6. 92 beg Noa + Boon dozen lots, “<. —— ee eroxen 
: 2 62 “h: 5 lots, .22; dozen lots, 19 and 2 
tical type), $2.62 each; in units of 5 cans the S58. Sleep Meter. 


oy 770, ce ge eg 3 broken lots, $1.40; dozen lots, $1.36; 
$3.17 ‘each. Layerbilt No. 486, $3.59 and 2 dozen lots, $1.32. Jack-O-Lan- 
ach: units of 5, $3.33 each tern luminous dial, broken lots, $2.10; 
nine : mm ; dozen lots, $2.04 and 2 dozen _ lots, 


BOILER LIQUID, ETC.—A satisfac- $1.98. America, broken lots, $1.05: 





tory demand exists for the adequate a lots, $1.02 and 2 dozen lots, 99 
local stocks. Auto clocks, Westclox, Hite. 
broken lots, $1.76; dozen lots, $1.70 
JOBBERS’ QUOTATIONS TO RE- ME ig ag Rs 
TAILERS. F.0.B. NEW YORK: and 2 dozen ots, $ ; F same aon 
Hercules tile and ge $2.38 awe Se n lots, 
$2 per dozen; in gross lots, .90 per 
dozen. DRAIN PIPE CLEANER.—Local stocks 
-.. exc te As — continue in good condition. There is a 
ton, $4.50 per dozen. — satisfactory demand. 
= oe boiler liquid, quart cans, JOBBERS’ QUOTATIONS TO RE- 
$2.26 each. TAILERS, F.0.B. NEW YORK: 
BOLTS AND NUTS.—Like other sta- B ormcangge | ag ae, ores pipe 
: . cleaner, J per dozen 1-lb. cans. 
ples, are quite active. Stocks are ample Sate t) Sib. cane, 6890 per denen. 
and there is no change in prices. The 1-Ib. size is packed one, two 
and three dozen to a carton. e 
JOBBERS’ QUOTATIONS TO RE- os Gee is Gaehed 1 ; 
2-lb. s s packed in one and two 
TAILERS, F.0O.B. NEW YORK: dozen cartons. 
Carriage bolts, % by 6 and smaller, FOOD CHOPPERS. — Wholesalers’ 
50 and 10 off list. Larger, 50 per cent inet 4 : : Pri 2. rs ers 
off list. stocks are adequate. rices stea 
Stove bolts, 80 per cent off list. . q y: 
Machine bolts, % by 6 and smaller, JOBBERS’ QUOTATIONS TO RE- 
50 off list: larger to 1 by 30, 45 per TAILERS, F.0.B. NEW YORK: 
,cent off list; 1% to 1%, 30 off list. | Food choppers, Universal No. 00, 


$1.25; No. 1, $1.52; No. 2, $1.86, and 


Coach screws, % by 6 and smaller, 





No, 3, $2.37 each, Universal meat 
chopper, $2.20 each. 

Russwin food chopper, No. 1, $1.50 
each; No. 2, $1.83 each; No. 3, $2.33 
each. 

Enterprise meat chopper, No. 5, 
$2.25; No. 10, $3.82; No. 20, $8.00; 
No, 12, $3.65; No, 22, $6.36, and No. 
32, $7.75 each. 


LANTERNS.—Jobbers’ stocks are sat- 
isfactory. A good demand exists for 
all kinds of lanterns. Prices are steady. 


JOBBERS’ QUOTATIONS hb RE- 
TAILERS, F.O.B. NEW YOR 

Lanterns, Hylo, 62'\%4c. a Vic- 
tor white’ globe, 6624c.; Victor, 
ruby globe, 83%c.; Blizzard, No. 2, 
$1.0814 ; Monarch, white globe, 66%c.; 
Monarch, ruby globe, 8314c.; Little 
Wizard, 75c.; D-Lite, $1.0814; D-Lite, 
with large fount, $1.19; Sport, 46c. 

Junior Wagon, $1.50; Buckeye, 
Dash Lamp, $1.16%4, and No. 39, Rail- 
road, $1.58%, and No. 30, Beacon, 
$2.62% each. 

B.—On all except Hylo an al- 
lowance of 25 cents per dozen is 
made on orders of three dozen or 
more. 


NAILS.—Wire nails continue in good 
demand and wholesale stocks are am- 
ple. The so called reported price is 
$3.35, base, per keg, but there are cur- 
rent rumors of shadings up to 20 cents. 
per keg. A satisfactory demand with 
adequate wholesale stocks. 

ROLLER SKATES.—Firm prices have 
resulted from an active demand. Satis- 
factory retail and wholesale stocks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension model, 
steel foot plate, ‘plain steel rolls, web 
heel and toe strap, 72.cents per pair; 
same with steel toe clamps, 78 cents 
per pair. Boys’ ball bearing, exten- 
sion skates, $1.42 per pair; Girls’ ball 
bearing skates, $1.52 per pair. 

Accessories, key, 2144 cents each; 
skate wheel with’ ball bearings, 10 
cents each; ball bearings, 15 cents 
per 100; axles, 3 cents each; toe 
clamp, 12 cents per pair; cotterpin, 
15 cents per 100; axle nuts, $1.00 per 
100; axle nut washers, 60 cents per 
100; adjustment binding nuts, 65 
cents per 100, and adjustment bind- 
ing bolts, 65 cents per 100. 


ROPE. — Wholesalers report their 
stocks in satisfactory condition. Prices 
until Oct. 31 are: Manila rope, No. 1, 
24c.; No. 2, 22c.; and No. 3, 20c. This 
month’s sales show improvement. 


SASH CORD.—No marked change. A 
good demand, with stocks in satisfac- 
tory condition. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.O.B. NEW YOR 

Sash cord, Samson spot ay 8, 70c. 
to 72c.; Aetna No, 8, 3l1c., and Phoe- 
nix No. 8, 38c. to 39c. 

No. 7 is lc. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—A steady sale and adequate 
stocks. 


JOBBERS’ QUOTATIONS “+H RE- 
TAILERS, F.O.B. NEW YOR 

Screws, flat head, bright iron, 75- 
20-10-10-10-10-10; round heads, blued, 
72 4, -20-10-10-10- 10- 10; round head 
iron, nickel plated, 65- 20-10-10-10-10- 
10; flat head, galvanized, 60-20-10- 
10-10-10-10; flat head, brass, 72%4- 
20-10-10-10-10-10; round head, brass, 
70-20-10-10-10-10-10. These discounts 
apply to standard screw lists. In 
package lots an extra 10 is allowed. 
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We Repeat — 
What Better Recommendation 


do You want for Blair Mowers/ 


BLAIR MANUFACTURING CO. Springfield, Mass. 


Established 1879 


BLAIR DSrawcut LAWN MOWERS 
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Coming Hardware Conventions 


ARKANSAS RetTait HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary 
815-816 Southern Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
t10N, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 
Building, Charlotte, N. C. 

Ipano Retait HarpwarE & IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Pocatello, Feb. 7, 8, 1928. 
FE. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

ILtinois Retait HARDWARE ASSOCIATION CONVEN- 
TION, February, 1928, definite date and place of meeting 
to be announced later. Leon D. Nish, secretary, 14-16, 
N. Spring Street, Elgin. 

INDIANA RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Jan. 31, Feb. 1, 2, 3, 1928. 
Convention headquarters, Claypool Hotel. Exhibit will 
be held at the Cadle Tabernacle. G. F. Sheely, secre- 
tary, 911 Meyer-Kiser Bank Building, Indianapolis. 

Iowa Retar. HarpwareE ASSOCIATION CONVEN- 
TION AND Exuisition. Des Moines, Feb. 14, 15, 16, 
1928. A. R. Sale, secretary-treasurer, Mason City. 

Kentucky HARDWARE & IMPLEMENT ASSOCIATION 
CONVENTION AND Exuisition, Seelbach Hotel, Louis- 
ville, Jan. 17, 18, 19, 20, 1928. J. M. Stone, secretary- 
treasurer, 202 Republic Building, Louisville. 

LouistaNA Retat HARDWARE IMPLEMENT AssO- 
CIATION CoNvENTION, New Iberia, June, 1928, exact 
dates to be announced later. S. H. Sale, secretary, 
Shreveport. 

MicuicGaNn Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Detroit, Feb. 7, 8, 9, 10, 1928. 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. A. J. Scott, secretary, Marine City. 

Minnesota Retart HarpWARE ASSOCIATION COoN- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 

Mississtpp1 Retai. HARDWARE AND IMPLEMENT 
AssociATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 

Missourrt RetatL HARDWARE ASSOCIATION CONVEN- 
TION AND Exutsition, Hotel Statler, St. Louis, Jan. 23, 
24, 25, 1928. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 

MountTAIN STATES HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, Denver, Colo., Jan. 17, 18, 
19, 1928. Place of meeting to be decided later. W. W. 
McAllister, secretary-treasurer, P. O. Box 513, Boulder, 
Colo. 

Nationat Retai. Harpware AssocrtaTion Con- 
_GRESS, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 

NepraSKA RetarL HARDWARE ASSOCIATION CONVEN- 
+10N, Omaha, Jan. 31, Feb. 1, 2, 3, 1928. Headquarters 
to be announced later. George H. Dietz, secretary, 414- 
419 Little Building, Lincoln. 


New EncLtanp HarpwareE DEALER ASSOCIATION 
CONVENTION AND Exuisition, Mechanics Building, 


Soston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 

New York State Retait HARDWARE ASSOCIATION 
CONVENTION, Rochester, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Powers Hotel. Sessions and exhibit will 
be held at Edgerton Park. John B. Foley, secretary, 
City Bank Building, Syracuse. 

Norto Dakota Retatt HaArpWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 14, 15, 16, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 

Onto Harpware AssociIATION CONVENTION AND 
ExuisiTion, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home _ Building, 
Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Oklahoma City, Jan. 24, 25, 26, 1928. 
Charles L. Unger, secretary, 207-208 Bloomfield Bldg., 
Oklahoma City. 

OrEGON RETAIL HARDWARE & IMPLEMENT DEALERS 
AssociATION CONVENTION, Portland, Jan. 31, Feb. 1, 2, 
1928. E. E. Lucas, secretary, Hutton Building, Spokane, 
Wash. 

Paciric NortHWEST HARDWARE & IMPLEMENT As- 
SOCIATION CONVENTION, Spokane, Wash., Jan. 25, 26, 
27, 1928. E. E. Lucas, secretary, Hutton Building, 
Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, Welsley Building, Philadel- 
phia, Pa. 

SoutH Dakota Retatt HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Coliseum Building 
Sioux Falls, Feb. 27, 28, March 1, 1928. C. H. Casey, 
secretary, Nicollet at 24th St., Minneapolis, Minn. 

SOUTHEASTERN Retait HARDWARE AND IMPLEMENT 
Association, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May, 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 

SOUTHERN CALIFORNIA RetatL HARDWARE AsSSOCIA- 
TION CONVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
Hf. L.. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 

TeExAS HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND Exursition, Dallas, Jan. 17, 18, 19, 
1928. Headquarters, Hotel Baker. D. Scoates, secre- 
tary. College Station. 

VirGINIA Retart HarpwareE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Jefferson Hotel, Richmond, Feb. 
21, 22, 23,, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 

West VirRGINIA HARDWARE ASSOCIATION CONVEN- 
TION, Wheeling, Jan. 24, 25, 26, 27, 1928. James B. 
Carson, secretary, 411 Mutual Home Building, Dayton, 
Ohio. 

WEsTERN Retrait HArpwareE & IMPLEMENT Asso- 
CIATION CONVENTION, Coates House, Kansas City, Mo., 
Jan. 17, 18, 19, 1928. H. J. Hodge, secretary, Abilene, 

Wisconsin RetAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Auditorium, Milwaukee, Feb. 
7, 8,9, 10, 1928. P. J. Jacobs, secretary, Stevens Point. 
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In 1864 Lhe entire worlds supply of 


cume frorn lhe case shown inlhe msecl belour 
TO MEET Yow NEEDS TODAY 
MILLIONS Of High Speed and Carbon Twist 


Drills, Cutters, Reamers, ‘Taps and Dies 
ARE CONSTANTLY MOVING THROUGH THIS 


UP-TO-DATE STOCK ROOM 














THE CAPACITY OF THE TRUCK IN 
THE FOREGROUND .IS GREATER 
THAN THAT OF OUR FIRST STOCK 
ROOM SHOWN IN THE INSERT. 


The enormous stock shown above, in part, is F 


YOUR GUARANTEE 


that we are prepared to fill your orders promptly . 


JWistT DRILL L8.MACHI NECO. 
DFORD,MA SA. 


Ew BE OR 





Stock the Line Carrying the Least Sales Resistance 
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Northwest Trade Conditions Good, | 
Prices Steady and Collections Gaining 


MINNEAPOLIS, Oct. 25.—From over the entire territory tributary to | 


(Minneapolis office of HARDWARE AGE) 


the Twin Cities, reports are favorable for a very good fall and holiday 


trade. Corn, in many regions a v 
ture in a much larger percentage 


Other crops, as far as they have been threshed, have turned out well. | 


ery important crop, had time to ma- 
than was at first thought possible. 


Northern North Dakota has not yet completed its harvest and thresh- 


ing, and results there are still in the balance. 


will enable them to thresh and complete a real crop. 


All of which means that the mer 
of a much larger trade for the res 
cleaning up old accounts. 


Prices are steady and firm, showing no changes from those of last | 


week. Collections are slowly gain 


chants in all lines see the possibility 
t of the year and the opportunity of 


ing in volume. 





AUTOMOBILE TIRES.—Demand is 
keeping up well, due to the fine fall 
weather and good road conditions, espe- 
cially in Wisconsin and Minnesota. 
Stocks are still ample for the call. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $6.60; heavy duty 


oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy duty oversize, $14.50; 
balloon size, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20 


$26.75; tan tubes, 30 x 3%, $1.70; 32 x 
4, $2.60; 34 x 4%, $3.25; balloon tire 
tubes, gray, 27 x 4.40, $1.90; 29 x 4.40, 
$2.95; 30 x 5.25, $2.70; 32 x 6, $3.20; 
32 x 6.20, $3.70 each net. 
AXES.—Call is increasing with the 
coming of cooler weather. Stocks are 
well filled for the fall and winter trade, 


with prices steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, $16; double bit base 
weight, $21.50; Plumb Dreadnaught, 
single bit, unhandled axes, $14.50; 


double bit, $19.50; handled single bit, 

$19.25; double bit, $24.25 per doz. net. 
BOILER LIQUID, TILE CLEANER 
AND RADIATOR STOP LEAK.— 
Sales are running fair, with stocks well 
filled. Prices have not changed. 

We jobbers’ stocks, 
f.o.b. Twin Cities: Hercules tile and 
porcelain cleaner, $2 doz. less than 
gross lots, and $1.90 doz. in gross 
lots; Hercules Radiator Stop Leak, 

8 oz. cans, 1, 2 and 3 dozen cans to 
the carton, $4.50 dozen; Hercules 
boiler compound, quart cans, $2.00 
each. 
BOLTS. — Demand 
prices firm. 

We 
f.o.b. 
chine bolts, all sizes, 


quote from 


is steady, with 


quote from jobbers’ stocks, 
Twin Cities: Carriage and ma- 
60-5 per cent; 


stove bolts, 75-10 per cent; and lag 
screws, 60 per cent from standard | 
lists. | 
BUILDERS’ HARDWARE.—Building | 


is still very active, with general condi- 
tions favorable for continuance until 
severe cold weather begins. Finishing 
hardware is selling well in many dis- 


| 


tricts. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 3% x 3% steel 


butts, old copper and dull brass fin- 
ish, 19c. pair, in less than case. lots, 
18c. pair in case lots; 4 x 4 steel, 


butts, old copper and dull brass fin- 
pair in less than case 
lots; 
old 
piece 


j 


lots, 
broad bevel 
copper or dull 
knobs, less 


ish, 
25c. 
steel 
brass 


26c. 

pair in 
inside 
finish, 


case 
sets, 
one 


| work under way, there is a good demand 
for this class of material. 


Reading matter continued on page 182 


than case lots, $7 doz. sets, case lots, 
$6.75 doz. sets; steel.bit-keyed front 
door sets, $1.60 per set; wrought brass 
outside trim, bit-keyed front door 
sets, $1.85 per set; cylinder front door 
sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 in., 
62c. doz. pair; 4 in., 78c. doz. pair; 
heavy plain tee hinges, 4 in., 


$1.06 
doz. pair; 5 in., $1.20 doz. pair; 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. pair; 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.56 doz. pair net. 


CHAIN.—Stocks are ready for the win- 
ter call in this line, with prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Log chain, 4 x. 14, 
$13.85; 3% x 14, $10.90; % x 14, $10.15; 


Proof coil chain, 4 in., $12; % in., 
$8.90; % in., $8.30, and % in., $9.85 
cwt., net. 


COAL HODS.—Demand is steadily in- 
creasing, with stock ready for the call. 
Prices have not changed. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 
coal hods, 17 in., $3.35; 18 in., $3.85; 


japanned funnel, 17 in., $4.30; 18 in., 

$4.90; galvanized open, 1% in., $4.65; 

18 in., $5.40; galvanized funnel, 17 in., 

$6; 18 in., $6.80 per doz. net. 
DAMPERS.—Demand is steady, with 
| stocks in good shape. Prices are un- 
changed. 

We quote jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, 6 in., 
wood handle dampers, $1.40, and cast 
iron, coil handle, 6 in., $1.20 doz., 
net. 

DRAIN PIPE CLEANERS.—Sales are 
good, with stocks well filled. There is 


no change in prices. 





from 














We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Economy Plumber, | 
drain pipe cleaner, 1 lb. cans, $2 per 
doz.; 2 Ib. cans, $3.90. The 1 Ib. size — | 
is packed 1, 2 and 3 dozen to the car- 
ton and the 2 lb. size is packed 1 
and 2 dozen to the carton. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—With new and repair 


Prices are 
firm as quoted. 
We 


from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, 
28-ga., in., S. B., slip joint, in 
crates, $5.50 per 100 ft.; conductor 
pipe, 28-ga., 3 i in crates. not 
nested, $5.40 per ft.; 3 in., $1.73 


doz. net. 


quote 


in., 
100 


Two weeks without snow | 


| FIELD FENCE.—Fencing is showing 
good sales totals, with stocks ready for 
he call. Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Field fence, 10 ga., 
top and bottom, 13 ga. intermediate, 

6 in. stay, 26 in., $27.93; 32 in., $32.40; 
39 in., $52.93; 47 in., $59.74 per 100 
rods, net. 

LAMPS AND LANTERNS.—Demand 
is making steady progress toward 
higher totals, with shorter daylight 
hours. Stocks are being constantly 
| filled, with prices holding firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman lanterns, 
.25; No. L427, $6; No. C329 lamps, 

5; No. C318, $7; No. C317, $7.40 





good, with stocks being constantly re- 
filled. This is the‘time-of heaviest sell- 
ing, during the fall months. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No. 15, $7; No. 
016, $8.25; No. 0190, ;_No.. 151, 
$7.50; No. 0161, $8.75; No. 0191, $11; 
No. 505, Giant, $11.25; No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 

PUMPS.—Demand for water supplies 
seems to be good over the Northwest. 
People are coming to realize the value 
of running water in the home and farm 
buildings, and sales have been climbing 


accordingly. Prices have not changed. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Deming No. 440 
plain spout windmill force pumps, 


6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 Underground discharge 


windmill foree, adjustable _ stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft. set length, 
$5.25 each, net. 


REGISTER AND RADIATOR 
SHIELDS.—Call for wall paper protec- 
tion in the form of radiator and regis- 
ter shields is developing with the begin- 
ning of the furnace season. Prices 
have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Floor register 
shields, $12 doz.; wall, $6 doz., and 


sheet steel adjustable radiator 
shields, $2.67 to $4.37 each, net. 


STEEL GAME TRAPS.—Call is im- 
proving with the approach of actual 
trapping weather. Stocks are ample, 
with prices firm. 


quote from 
f.o.b. Twin Cities: 
No. 0, $1.10; No. 1, 
$2.44; No. 2, $3.36; 

No. 0, $1.54; No. 1, 

$2.81 doz., net. 
WRENCHES.—Sales are good, with 
stocks ready for good business. Garage 
trade is taking its share of the stocks. 
Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call, long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2.75 each, 
net. 


jobbers’ stocks, 
Victor game traps, 
$1.38; No. 1%, 
Oneida, jump, 
$1.83; No. 1%, 
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The Recognized High Quality 
of Horton Washers and 
Ironers is the Result of Low 
Jobber Distribution 





maaan =” 














The Horton 
No. 34 Series 


‘Submerged agitator type; 
burnished copper tub; 
new type wringer with 
semi-soft roll; double-tilt 
drainboard. Remarkably 
— Practically service- 
proof. 











HE channels of distribution through which 

Horton Washers and Ironers pass are log- 
ical, economical. Distribution through your 
jobber—your store—to your customers—elimi- 
nates high-priced, high-pressure salesmen and 
at the same time builds good will, enhances 
your prestige in your community. 
Jobber distribution has saved a lot of money 
for? Horton —a saving that goes back into the 
products, to make them of still higher quality 
and greater dependability. 
People today prefer store buying to high-pres- 
sure, house-to-house canvassing. And when 
they find in your store a complete line of home 
laundry appliances, displayed and sold under 
one nationally-known name— Horton —they 
gain greater respect for the product and for 
your store. When they are ready to buy, you 
get the business. 
Horton’s fundamental policy of merchandising 
has proven itself through 57 successful years 
in business. Jobbers and dealers handling the 
Horton line now have greater opportunity for 
profit making than ever before. 


HORTON MANUFACTURING COMPANY 
222 Fry Street Fort Wayne, Indiana 


HORTO 








The New Horton 
Automatic Ironer 


This splendid ironer for the 
home presents many new re- 
finements in a design which 
has always proven success- 
ful. 30-inch complete open 
end roll; heated by electricity 
or gas; electrically driven. 
The ironer business is grow- 
ing rapidly. You will find a 
ready market for this very at- 
tractive, efficient unit. 





Washers 


lroners 





GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 



































(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Oct. 25.—While bookings of local hardware jobbing | 
houses fell off slightly in the past two weeks, business continues to be | 
fairly satisfactory. Indications are that the month of October will ex- 
ceed September in volume of sales. Seasonal items are moving well 
and the amount of staple merchandise being ordered is encouraging. 
The rural districts are proving to be the best source of business for 
jobbers at the moment. It is the city trade which has felt a slump. 
Farming sections are buying liberally and the crop situation is such 
that this condition probably will continue for several weeks longer. 
Prices in general are exceptionally firm. In screws there has been 
a revision of quotations and a few automobile tire items have declined 
slightly. Otherwise, the schedules in all commodities are unchanged. 


AUTOMOBILE ACCESSORIES. —A 
slight reduction has been announced on 
several sizes of tires, but otherwise the 
price situation is firm. Business has 
been only fair, and the failure of the 
Ford car to make its appearance is 
having a depressing effect. Quotations 
on winter items are given below. 


weeks. Activities are expected to con- 
tinue brisk until well into November. 
Prices are firm. 
We quote from Cincinnati jobbers’ 
stocks: 
Sash Weights.—Sash weights, $1.75. 


Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


DENATURED ALCOHOL. — Jobbers 


We quote from Cincinnati jobbers’ 


REGISTER SHIELDS. — This 
modity is attracting attention at the 
moment. Prices are quoted below. 
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Cincinnati Reports Business Fair—Rural 
Districts Proving Best at the Moment 


rel; Single Grip, No. 2, $3.35 per doz., 
18 doz. per barrel; Single Grip No. 3, 
$5.50 per doz., 15 doz. per barrel; 
Single Grip, No. 4, $6.70 per doz. 10 
doz. per barrel, 


com- 


We quote from Cincinnati jobbers’ 
stocks: 

Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor register, 
$10 per doz.; Star japanned wall 
register, $5.20 per doz. 


ROLLER SKATES.—Business in this 
item has been fairly good. 


We quote from Cincinnati jobbers’ 
stocks: 
Nos. 4 $1.45; No. 6, $1.55. 


and 5, 


SCREWS.—New prices have been an- 
nounced by the jobbing trade. 
are printed below. 


They 


We quote from Cincinnati jobbers’ 
stocks: 

Flat head bright, 85, 20, 10 and 5 
off list; round head blue, 85, 20 and 
5 off list; flat head brass, 85 and 20 
off list; round head brass, 85, 10 and 
5 off list; round head nickel-plated, 
85, 10 and 5 off list. 





stocks: have increased prices 2c. a gallon. Busi- 
Tires: 830x314 29x4.40 ness is picking up, now that cold 

oO TD” ere $5.00 $6.30 eather i r nd. 

Medium grade...” 6.1 7.55 — s near at hand 

Best grade ............. 8.75 9.65 We quote from Cincinnati jobbers’ 
Tubes: stocks: 

Cheap grade .......... 1.00 1.25 Denatured alcohol in 52-gal. drums, 

Medium grade ......... 1.25 lis 53c. per gal.; in lots of three drums, 

Best grade ............. 1.45 1.85 52c. per gal.; in 10 one-gallon lots, 


Heaters.—Arvin Ford heater, $1.15 
each; Ford hot spot, $4 each; Ford 
super heater, $6; Ford zipper heater, 
$2.34 each. 

Chains.—35 per cent off for less 
than 12 pairs; 40 per cent off for 12 
pairs or more. 

Anti-Freeze Preparation.—Eveready 
Prestone in half gallon or gallon cans, 
$3.60 per gal. 


BOILER LIQUID.—Business continues 
at a normal rate. 


We quote from .Cincinnati jobbers’ 
stocks: 


74c. per gal.; in gallon cans, 75c. per 
gal. A charge of $6 for each drum 
is made, but this amount will be re- 
bated when the empty drum is re- 
turned. 

Ivo radiator glycerine, $2.25 per 
gal. for 55-gal. drums; $2.30 per gal. 
for 30-gal. drums; $2.45’ per gal. for 
3-gal. cans. 


DRAIN PIPE CLEANER.—Jobbers 
are pleased at the steady demand for 


this product. 


We quote from Cincinnati jobbers’ 
stocks: 


STOVE PIPE AND ELBOWS.—The 
trade in these items has been very sat- 
isfactory in the past month. 


We quote from Cincinnati jobbers’ 
stocks: 

Stove Pipe.—29 gage u. c. crated 
pipe, 4 in., $9.75 per 100 joints; 29 
gage u. c. crated pipe, 6 in., $11.75 
per 100 joints; 29 gage u. c. crated 
pipe, 7 in., $14.25 per 100 joints; 28 
gage u. c. crated pipe, 6 in., $12.25 
per 100 joints; 28 gage u. c. crated 
pipe, 7 in., $14.75 per 100 joints. 

Elbows.—U. c. elbows, 4 in., $1.05 
per doz.; 6 in., $1.25 per doz.; 7 in., 
$1.65 per doz. 


WEATHER STRIPPING.—Sales have 
been good in the past week, and move- 
ment of material has been about nor- 




















Hercules tile and porcelain cleaner, Economy plumber, drain pipe 
$2 per dozen; in gross lots, $1.90 per cleaner, $2 per doz. 1-lb. cans. Same 
dozen. in 2-lb. cans, $3.90 per dozen. The 

Hercules Radiator Stop Leak, 8 1-lb. size is packed one, two and 

s s eak, a ci » 2- 
os. cans, 1, 2 and 3 dozen cans to a three dozen to a carton. The 2-lb. 


size is packed in one and two dozen 
cartons. 


FIRE SHOVELS.—Retailers are well 
stocked to meet current requirements. 


carton, $4.50 per dozen. 
Hercules boiler liquid, quart cans, 
$2.25 each. 
BOLTS AND NUTS.—Sales are fairly 
good for this time of the year. Prices 
are showing stability. 





We quote from Cincinnati jobbers’ 
stocks: 
No. 80, 56c. each; No. 56 galvanized, 


We quote from Cincinnati jobbers’ 95e. each; No. 9, $1.50 each; No. 11, | 


stocks: $1.65 each. 
Cut-thread carriage and machine 
bolts, | 60 Der cent _ off list; rolled- GAME TRAPS.—There has been no | 
rea carriage anc machine r0lts, H ; + ; ; 
60 and 10 per cent: off list: stove change in this commodity, which is 
bolts, 80 per cent off list; square moving at a normal rate. 


hexagon and tap nuts, 60 per cent off 
list. We quote from manufacturers | 
stocks, f.o.b. factory: | 
Two-Trigger game trap, $5 per 
doz.; 15 doz. per barrel; Single Grip 


BUILDERS’ HARDWARE.—Business 
No. 1, $1.88 per doz., 35 doz. per bar- | 


has been excellent in the past two 
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mal. 


We quote from Cincinnati jobbers’ 
stocks: 

Wood and rubber weather strip- 
ping, No. 1, $17.25 per 1000 ft.; No. 
1144, $24 per 1000 ft.; No. 4, $34.50 per 
1000 ft.; No. 7, $41 per 1000 ft. 


Wood and felt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 71%, 
$27 per 1000 ft.; No. 75, $46.50 per 
1000 ft. 

All rubber weather stripping, No. 


9, $2.10 per 100 ft.; No. 10, $2.85 per 
100 ft.; No. 11, $3.55 per 100 ft. 


WINDOW VENTILATORS.—This is a 
| seasonal item which is moving well. 


We quote from Cincinnati jobbers’ 
stocks: 

No, 02, $4.80 per doz.; No. 2, $5.60 
per doz.; No. 3, $6.40 per doz.; No. 
4, $7.60 per doz. 
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The Test of Time 


HE severest test of a manufactured article is the 

test of time. Every now and then some inferior 

screen cloth appears on the market, but because it 

cannot successfully withstand the test of time, it inevit- 
ably disappoints and disappears. 


OPAL heavily zinc-coated-after-weaving wire screen 
cloth has successfully withstood the test of time. Lead- 
ing hardware dealers, successful merchants, who them- 
selves have successfully withstood the test of time and 
have handled OPAL for many years, prefer it because 
of its dependability, uniformity, and the permanent satis- 
faction it gives their customers. 


See that the trademark name OPAL is on the label and 
on the identity tag attached to end of each roll. 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden and antique bronze. bright copper. 
zinc-coated and black enameled screen cloth. 


342 MADISON AVE. NEW YORK Works -York.Pa. 
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Pittsburgh Jobbers Volume Up to Last 


Year's; Prices Steady and Collections Fair 


PITTSBURGH, Oct. 25.—While the 
the hardware trade still is lacking, 


(Pittsburgh office of HARDWARE AGE) 
sort of activity that is pleasing to 
most local jobbers are pretty well 


up to the volume of business they did at this time last year, and while 
monetary value is lower this is the result of the fact that hardware 


prices average lower for this year t 


han last year: 


Hardware items, seasonal to the time of year are moving fairly stead- 


ily. 


It is interesting to note that the drive to get hardware retailers to 


go in for toys for Christmas this year is making headway and it will be 


surprising if there is not a larger 
than in recent years. 
tions still are only fair. 


AUTOMOBILE ACCESS ORIES.— 
Items seasonal to this time of year are 
yet to show much activity. A cold snap 
is necessary to stimulate sales of alco- 
hol and other compounds to protect 
radiators agains low temperatures. 
There are reports that tire chain prices 
are not absolutely firm. Jobbers quote: 
Alcohol.—In barrel lots, 49c. 

per gal. 
ivo.—In $2.25 
gal.: 30-gal. 3-gal. 

$2.45. 
Chains.—Lots of 1 to 9 pairs, 
cent off list; lots of 10 to 49, 


to 57c. 


55-gal, drums, 
drums, $2.30; 


per 
cans, 


30 per 
35 per 





cent off list; lots of 50 or more, 40 
per cent off list. | 
Freezmeters. Best, 60c. each; | 
good, 45c. | 
Hydrometers. Standard makes, 
65c. each. 


BATTERIES.—Radio dry cell batleries 
still are moving steadily at unchanged 
prices, and flashlight batteries also are 





in good demand. Jobbers quote: | 
Broken Unit 
Packages Packages | 
cress 5 cste $1.05 $0.97 | 
i ee 3.33 
<n ¢ienctned aes 1.22 1.14 
i “SE saAsevobocee 1.22 1.14 
ih ee 1.40 1.30 
No. 767 2.62 2.44 
Sree. 2: 2.44 
No. ae ceshabasks as) ee 3.17 | 
PU TER BBLS As 54406 42 .39 | 
BO SBOE Meiddscessdc .40 56! 
No. 6 dry cells, ignition type unit | 
packages, 32%4c. each. 
Flashlights.—No. 935, 94 each; 
No. 950, 9%c.; No. 790, 18%4c.; No. 
705, 28¢c.; No. 750, 18'%4c.; No. 761, 25e. 
1461, $1.67; No. 1661, 


os'at* Shot.—No. 
BOLTS, NUTS AND RIVETS. 
market is more remarkable for its firm- 
ness than activity. Makers are very | 
firm in their prices and 70 per cent is 
strictly the minimum discount on bolts 
and nuts, while for small lots it is 





movement through these channels 


No important price changes are noted. Collec- 


the fact that there is less home building 


Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
3% in. x 3% in., $19; 4 in. x 4 in., 
$30. 

Hinges.—Heavy strap, 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
8 in., $3.46; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, T, 3 in., $11 per 100 
pair; 4 in., $12.60. 

Hasps. —Hinge, without screws, sin- 
gle dozen lots, 3 in., 65c. per doz.; 4% 


in this district. 


6 in., $1.85 


in., 79c.; 6 in., $1. 05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 
n., $3.10 per set. 

GAME TRAPS.—This line is now doing 

rather well, although the lack of real 


trapping weather has probably meant 


| rather moderate retail sales. Jobbers 
quote: 
ge No. 0, $1.10 per doz.; No. 1, 
$1.2 No. ity $2.44; No. 2, $3.36; 
= No. °, $1. 59; No. ie $1.83; coil 
spring, No, 1, $1. 28; Gibbs, 2-trigger, 
$5 per doz.; single grip No. 1, $1.88; 
No. 2, $3.35; No. 3, $5.50; No. 4, $6.70. 


|GUNS AND LOADED SHELLS.— 
| Shells continue to go out steadily and 


increasing interest in guns is noted. 
‘ 


| Jobbers quote: 


Shells.—..epeater or Nitro Club 12 
gage, 3 in. x 1% in., $32.22 per 1000; 
chilled, $34.17 per 1000, with other 
loads in proportion. 

Guns.— Winchester 
1912, 37 
$37.50 
$37.54. 


HEATERS.—Gas and oil heaters are 
| being prominently displayed by retail- 
ers and, judging by jobbers’ sales, the 
retail demand must be fairly good. Job- 
bers quote oil heaters, according to size 


shotgun, Model 
Model 1921, 
Model 17, 


.50 each; Savage, 
‘each; Remington, 





cheaper for the buyers to go to jobbers 
than to makers, since the latter in many 
cases quote higher than the jobbers. The 
latter quote: 
Boilts.—All styles except stove and 

tire bolts, per 100 pieces, 60 to 62% 

per cent off list; stove bolts, 75 and 

10 per cent off list; tire bolts, 50 and 

10 per cent off list. 


Nuts.—All styles, 60 to 62144 per i 
cent off list. 

Rivets.—Large, $3.50 base, per 100 
pieces; small wagon and _ tinners’ 
rivets, 60 per cent off list. 


BUILDERS’ HARDWARE.—There is a 
fairly good demand, but it is smaller 
than it was a year ago, in keeping with 
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| and style, from $3.75 to $6 each. 
| HEATING ACCESSORIES. — These 
| items are moving steadily, but in some- 


what lessened volume, since a good 
| many requirements have been satisfied. 
| Jobbers quote: 


Stove Boards.—Square, 
24 in., $12.60 per doz.; 28 
doz.; 30 in., $20 per doz.; 
per doz.; paper lined, 24 in., $7.50 per 
doz.; 28 in., $9.50 per doz.; 30 in., 
$10.80 per doz.; 35 in., $16.20 per doz. 

Stove Pipe and Elbows. — First 
quality nested stove pipe, 3 in., $2.75 
| per crate; 4 in., $2.90; 5 in., $3.11; 
6 in., $3.57; 8 in., $4.17; elbows, cor- 
rugated, 3 in., $1.01 per doz.; 4 in., 
$1.13; 5 in., $1.30; 6 in., $1.42; 7 in., 
$1.95. 


wood lined, 
in., $18 per 
36 in., $29 














Dampers and Flue Rings.—Damp- 
ers, 3 in., $1 per doz.; in., $1. 10; 
5 in., $1.20; 6 in., $1.35; 7 in., $2; flue 
rings, 3 in.; $1 per doz.; 4 in., $1.25; 
5 in., $1.90; 6 in., $2.20; 7 in., $2.75. 

Coal Hods. — Galvanized, 16 in., 
$4. = per dozen; 17 in., $4.75; 18 in., 


$5.2 
Coal Chutes.—Black, 8 ft., $6 each; 
10 ft., $7.50; 12 ft. $9. 

Fire Shovels _—Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 


round handled japanned, 60c. to 
$1.10; galvanized, $1. Never 
Break No. 10, $4.25; No. “4%, $4.60; 
No. 20, $4.80, 


Furnace Scoops.—No. 150-B, $8 per 
doz.; No. 80, $5.50; No. 81, 4.50. 

Gas Connections.—Lead, ‘12 in., 25c. 
each; 18 in., 30c.; 24 in., ‘37¢. ; 30 in., 
40c.; 36 in., 45c. Flexible steel’ tubing, 
3-ft. lengths, 12c.; 4 ft., 15c.; 5 ft., 
18c.; 6 ft., 22c. Cloth inserted tubing, 


5e. per foot. 

Register and Radiator Shields.— 
Register shields, floor, $12 per doz.; 
wall, $6 per doz.; radiator, sheet steel 
ae No. 1, $4 soe No. 2, 

4.50; No. 3, $5; No. $5; No. 5, 
$5.50 ; No. 6, $6, list, mT... to deal- 
ers discount of 33% per cent. 


HUNTING CLOTHING.—Very steady 
movement from jobbers’ stocks is noted, 
with prices firm at the recent advance. 
Jobbers quote: 

Coats, $2.25 to $6.50 each; 

$1.35 to $2.25 each; trousers, 

$4.50 per pair. 
LANTERNS. — Demand 
usual at this time of the year. 
quote: 


Monarch lanterns with white globes, 
$8 per doz.; with ruby globes, $10 per 
doz. ; Little Giant lanterns with white 
globes, $11 per doz.; with ruby globes, 
$13 per doz.; D’Lite, $13 per doz.; 
junior wagon, $17.25 per doz.; Cole- 
man gasoline, No. 327, $5.25 each; 
No. 427, $6. 
PAINTING SUPPLIES.—Prices are 
unchanged. Good demand is noted in 
connection with interior work, which, as 
usual, is active just now. 
retailers: Ready mixed 
paints, best grades, $2.60 per gallon; 
lower grades, $2; white lead, 13%c. 
per lb. in 100-Ib. lots; 10 per cent less 
in lots of 500 lb. or more and extra 4 
per cent less in lots of a ton or more; 
turpentine, 68c. per gal. in barrel 
lots; raw linseed oil, 11.9c. per Ib. 
in barrel lots. 
ROLLER SKATES.—Demand is gain- 
ing, as it ordinarily does at this time of 
the year. Jobbers quote: 
Roller Skates, — Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.55; 
Winslow line, No. 38%, $1.50; No. 38, 
$1.60; No. 38, rubber-tired, $2.50 per 
pair. 
WEATHER STRIPPING.—This item 
reflects fully the desire of householders 
to make the homes tight for winter. 
Jobbers report good sales and quote: 
Meta-Felt, ™% in., $19.50 per 1000 
ft.;: % in., $26 per 1000 ft.; cushion, 
all felt, No. 18, $2.40 per 100 ft.; No. 
19, $2.85 per 100 ft.; No. 20, $3.25 per 
100 ft. 
WINDOW VENTILATORS.—This is 
another good seller in this district. Job- 
bers quote: 
No. 01, $4.40 per doz.; No. 02, $4.80; 
No. 1, $5.20; No. 2, $5. 60: No. 3, $6.40. 


vests, 
$2.50 to 


is good, as 
Jobbers 


Prices to 
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A Hygrade window display in the store of J. Russell & Co., Inc., of Holyoke, Mass. 


A Jobber 


increases his incandescent lamp sales 
200 per cent with Hygrade Lamps 


J. Russell & Co., Inc., of Holyoke, “On the strength of only three-tenths 
Mass., distributors of hardware since of one per cent of Hygrade Lamps re- 
1848, have found Hygrade Lamps both 


; turned for replacement, we can certain! 
satisfactory and profitable. P > Y 


’ recommend them to any one. This, 

They write us as follows: “After 
being disappointed with two or three dif- 
ferent makes, we concluded that Hygrade nr rn oe oe 
must be the best of all. 


indeed, is a very low percentage. 


three sub-agents selling Hygrade Lamps 


ee ] ° H : ; 
We have been selling Hygrade since ee oa 








1923 and during those four years have ‘ A és Licensed_under 
7 that we have not a dis- || Gem, Some 
increased our business over 200 per : i Compan 
cent. satisfied agent. - 





HYGRADE_ LAMP CO 
cowmmarsorrs, C) SaLEM Mass 
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George A. Hughes Urges Jobbers To Appreciate 
Importance of Electrical Appliances 


| OF business George A. 


Hughes, president, Edison Electric Appli- 
ance Co., Inc., Chicago, Ill., commented on 
the development of better merchandising 
in retail hardware stores, which he called 
the natural meeting place for these appli- 
ances of the housewife. Addressing the 
Accessories Branch of the National Hard- 
ware Association Tuesday morning Mr. 
Hughes said in part: 

The progress of the electric appliance 
business has been much greater in the re- 
tail field than in the wholesale. Gentle- 
men, your great industry, so successful in 
other ways, has not kept pace with its own 
retail outlets in appliance business. 

Outside of the electric light and power 
companies, the hardware and _ housefur- 
nishing store today distributes most of the 
electrical appliances sold—especially the 
shelf merchandise. The retail merchant is 


more alive to the situation than the job- | 
The first step in increasing the busi- | 


ber. 
ness is for you to put yourself in a better 
position to handle this trade which already 
exists, and which lies at your door. 

The greatest handicap of the hardware 
jobber today is the inertia of conservatism, 
in some cases of ultra-conservatism, which 
has kept them from appreciating and taking 
up these newer lines, such as electric appli- 
ances. This inertia resulted in lack of in- 
terest, and lack of knowledge in the elec- 
tric appliance line. 

The only advantage which the electrical 
jobber has is that of knowledge and inter- 
est. His bread and butter depend upon his 
selling electrical goods, and hence he goes 
after the household appliance business even 
among hardware retailers. 

The hardware jobber has the distinct ad- 
vantages of entree, prestige, and influence 
with the retail hardware outlets—-in many 
cases they are already his dealers, but they 
place their electric appliance business else- 
where. 

One of the first steps, therefore, in the 
iicrease of the appliance business is a 
thorough realization of its opportunities, 
present and potential, and a determination 
on the part of the management to develop 
this business. This must be translated into 
a definite policy of going after the busi- 
ness by up to date and aggressive merchan- 
dising methods. 

In working out this policy, the manage- 
ment should consider it in three broad fac- 
tors—first, the lines of goods to be pushed 
and the manufacturer connection, second, 
the organization set-up, third, the methods 
of operating and selling. Of course, the ex- 
ecutive eye will not overlook the bearing 
of good will and profit. 

leading manufacturers today are spend 
ing millions in research, looking to the fu 
ture. Great and successful retail estab- 
lishments are not only watching for the 





| 
| 
| 


RGING hardware jobbers to real- } new developments in manufactured prod- 
ize the importance of the electrical ! ucts, but are intensively studying changes 


in living conditions and buying habits, and 
the most effective methods of serving the 
public and creating new good will and 
prestige. 








GEO. A. HUGHES 
Edison Electrical Appliance Co. 











The jobber too must be alert to all these 
trends, for he is the connecting link be- 
tween the manufacturer and the retailer— 
he cannot afford to be out of touch with 
them. 

In deciding to promote or increase the 
electric appliance business in an aggressive 
way, you must be sure that you are han- 
dling the lines that will bring you the best 
results. Remember that discount is not 
everything, or even the most important 
Volume and much 


hing. turnover are 
more important. ; 

Then the question arises of how many 
lines to handle. Let me warn you that 


you cannot develop this appliance business 
profitably if you have too many lines. I 
should limit them to two or three at the 
most; but I should make a leader of one. 
Concentration is always a key to success. 

How can you expect to profit with dupli- 
cation of inventory? How can you keep 
your stocks up, having many lines? How 
can you give your dealers the best, or 
even good service ? 
the cooperation of the manufacturer? How 


How can you expect | 








can you expect your own organization to | 


promote or really sell, a multiplicity of 
lines? Get behind a good line, and stay 
with it. 

The next step is a matter of organizing. 
Have a sales specialist or a sales manager 


| in the home office who will spend all his | 
time in developing the business, who will 
be thoroughly informed in electrical trade 


matters, and who will know the construc- 
tion and selling points of the goods, and 


| whose interest is secured and maintained 


because this branch of the business is his 


responsibility. Such a man must be a mer- 
chandiser, not a clerk or merely a buyer. 
He must be of the forward-looking, pro- 
gressive type that will keep in touch with 
electrical progress. He should know the 
value of quality merchandise, and should 
realize the obligation of selling only goods 
which are properly and safely designed. 
He should appreciate the merchandising 
aspects of turnover, so he can properly 
preach it to his trade, and give them the 
best goods to secure it. 

We know hardware jobbers, because of 
mistaken ideas of department buyers, whose 
catalogs and stocks represent the lines of 
ten or fifteen manufacturers. Their stocks, 
of course, cannot be complete on any one 
line; they cannot give their customers sat- 
isfactory service, and they cannot operate 
their departments profitably. The selec- 
tion of stock, the carrying of items for 
stock, must be based on a real knowledge 
of the dealer’s requirements, 

Another cause of failure in the appliance 
business, not only by hardware jobbers, 
but also by electrical jobbers, is their fail- 
ure to distinguish or separate it from the 
supply department. The successful sale of 
electrical appliances, either on the part of 
the retailer, or jobber, or manufacturer, 
involves a recognition that appliances must 
be sold on the principles of modern mer- 
chandising. The electrical retailer, the 
contractor-dealer, has disappointed the 


i earlier hopes of the electrical industry, be- 


cause of this fact. Most of them are con- 
tractors and suppliers in spirit as well as 
in fact, and very few understand or ap- 
preciate merchandising. There is a far 
greater development in merchandising in 
the retail hardware store, which is also the 
natural market and meeting place for the 
electric appliance and the housewife. Don’t 
overlook, gentlemen, that the housewife 
is the chief purchaser of these goods, the 
same housewife that patronizes the hard- 
ware store for kitchen ware and house 
furnishings and hardware. 

The next great obstacle to overcome is 
the inertia of the hardware jobber’s sales- 
man. It would not be making any invidi- 
ous comparison to say that, from my ob- 
servation, the average hardware salesman 
has a higher grade of personality than 
most jobber salesmen. The entree, pres- 
tige and influence of the hardware jobber 
today is largely due to the jobber salesman. 
The contact which he has established with 
the hardware retailer is invaluable. It af- 
fords a great opportunity for increasing 
your appliance business, if you can only 
find some way to interest the salesmen in 
the electrical appliance business, and to 
give them some education or training in it. 
Sales demonstration meetings, bulletins, 
traveling for a short time with the sales- 


| man by a specialist, are good methods. 


Carrying samples of different leaders is 


effective. 
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Scoop Up Business With a Money-Making Line 


The “INDIANA” Line comprises these well-known brands: 












“Ingersoll Special,” “‘American Beauty,” 
“Indiana,” “Imperial,” “Trojan,” 
“New Castle” and ‘Matchit” 










‘l shovel for every purpose in all 
standard grades. 






They hold 
their own 
on every 


job 









Our 
Shovels 
Last and 
Satisfy Users 


That’s the kind of 
Shovels your custem 
ers want— Shovels 
with Steel Blades sv 
tough they will out- 
wear the finest se 
lected ash handles we 
can use. 


Steel 
Has a Good 
Reputation 


Agricultural im p1e- 
ment manufacturers 
use the same steel that 
gives INDIANA 
X-tra Quality Shovels 
their superior quality. 
There is nothing bet- 
ter for shovel making. 


Ask your Jobber to supply you 


The Indiana Rolling Mill Co. 


Newcastle Indiana 
Affiliated with Galesburg Coulter-Disc Co., Galesburg, Illinois 
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You can certainly sell 
as many 


Lawn Trimmers 
as 


Lawn Mowers 


Mr. DEALER, when a customer buys a lawn 
mower, show him the Imperial Lawn Edge 
Trimmer—he needs both. 


This Trimmer cuts close to the edge of a walk 
and plows a clean V shaped trench, delivering 
all the overhanging grass onto the walk where 
it may be conveniently carted away. 


This tool does the work quickly and easily— 
trims an 80-ft. lawn in 20 minutes, leaving the 
surroundings neat and attractive. No other tool 
will do the work like it. Modern in price—no 
customer can afford to be without one. 


Mr. JOBBER, be stocked and ready to supply 
dealers. 


Imperial 
Lawn Edge Trimmer 














Patented 





A set of 4 chains will pull 
any auto out of mud, sand 





PAT. JAN 





Reichert’s Anti- Suk Calf or snow. Easily applied 
and Cow Weaner permits without jacks or tools. 
calf to graze, eat or drink, Sizes for all cars and 
yet prevents sucking. trucks. 


Write for prices 


Imperial Bit & Snap Co. 


Racine, Wisconsin U. S. A. 

















Sell Poultry Supplies 


LEADERS 
AKES You Need. / 


ADD to the profits of your business with a live 
line of poultry supplies such as Oakes. There’s 
a complete line of Oakes Quality Products—all 
will make money for YOU. 





No. 1 is the Oakes Best Yet No. 3 is the Oakes Furnace 
Feeder—can’t be beat for feed- Brooder—capacity up to 1500 
ing large flocks of any kind chicks; keeps all of them 
of mash; sold with or without warm all of the time; burns 
stand as shown. soft or hard coal. 

No. 2 is the “Sun-Lite”’ No. 4 is the Oakes Adjust- 
Oats Sprouter—the simplest, able Roof Saddle for coal burn- 


most economical device on the ing brooders—saves special 
market for providing fowls chimneys and fits any kind of 
with green food in winter time. roof. 


These are only four seasonable items 
from the complete Oakes line of nearly 100. 
You can sell all of them! 


Below is shown the hall-mark of quality on 
poultry supplies. The Oakes trademark means 
“the standard of the world.” For twenty years 
Oakes quality and prestige have been steadily 
increasing. Hardware dealers everywhere are 


finding this THE line to carry. 


Write today for complete illustrated Oakes 
catalog and special “new dealer’s proposition.” 


Oakes Manufacturing Co. 


347 Dearborn St. 


TIPTON INDIANA 


POULTRY SUPPLIES. 
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Game Reservation 
(Continued from page 154) 


ing almost his entire time, without any compensation, to 
the conservation of fish and the protection of our fishing 
streams. Being a man of unusual intelligence and also 
having the background of a practical business man, his 
help has been of immense value in this work. I have 
not the slightest doubt that there are hundreds of men 
all over the United States who would enthusiastically 
rally to a campaign of game conservation if a practical | 
plan were worked out and properly financed to cover the | 
conservation of game, not in this State or in that, but | 
all over the United States; in other words, a national 

program that would cover uninterrupted work for a 

period of years to come. 


* * 


Just think what this would mean in the preservation 
of our game and in the stimulation of the manly outdoor 
sport of shooting. Possibly it might pay us to send a 
delegation over to Europe to learn something from them 
in the protection and conservation of game. It would at 
least be a pleasant change if we could find on the every- 
day menu of the hotels and restaurants all over the 
country pheasant, partridge and quail, and there is no rea- 
son why this should not be true if we gave a little care | 
and thought to the propagation and protection of these 
game birds. It is all very well to protect these birds by 
laws regulating open season for shooting, but the real 
way to handle the situation is to increase the number of 
birds. Naturally, there would follow an increase in 
shooting and a quail or a pheasant or a duck, instead of 
being an almost unknown luxury on our tables might 
become almost as common as guinea hens. 


Everybody’s Business 


(Continued from page 154) 


Just for a moment consider the widespread belief that 
Friday is unlucky. Shipping returns indicate that fewer 
vessels leave port on Friday than on any other day, and 
yet the records show that in the matter of ocean acci- 
dents, it is one of the luckiest days of the week. Colum- 
bus sailed upon his first great voyage of adventure on 
Friday, discovered land on Friday, started back on Fri- | 
day and again landed in Spain on Friday. Later he | 
started his second voyage on Friday, and finally discov- 
ered the Isle of .Pines not only on Friday but on the 
thirteenth day of the month of June, 1494. The May- 
flower made the harbor of Provincetown on Friday, and 
the Pilgrims made their final landing on Plymouth Rock 
on Friday. 

It was also on a Friday that Richard Lee moved in 
Congress that the United Colonies be free and indepen- 
dent, and it was on another Friday that the first Masonic 
lodge in America was organized. The list of people born 
on Friday includes such eminent figures as Washington, 
Gladstone and Disraeli. What more evidence is needed 
to prove that being unlucky is pure bunk? How easy it 
is to put the stamp of untruth on a multitude of common 
beliefs. Mad dogs do not avoid water. Diamonds do wear 
out—when employed for cutting glass they become prac- 
tically useless in ten weeks. The ocean is not actually 
blue, but appears so because sea water absorbs blue less 











Garden Cultivators 
Standard for 35 Years 


Jobbers and dealers find Norcross Garden 
Cultivators and Weeders the fastest selling 
and most profitable line on the market. 

These popular garden tools, the standard for 
thirty-five years, are well known and well liked 
everywhere. 

Norcross Garden Cultivators are made for 
large and small vegétable and flower gardens 
in sizes and styles to meet all requirements of 
your customers. They are always of the same 
dependable quality. 

NORCROSS OUT-U-KUM Weed Pullers are 
the most practical of all tools ever invented 
for pulling weeds without injury to the soil. 


Special attention given to EXPORT trade. 


Send for Circulars and Trade Prices. 


No. 55 No. 33 No. 11 


¢.S.NORCROss & Sons 


Manufacturers 


BUSHNELL, 114.,U SA. 
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Poultry House Scraper 


IWAN 
Winter Tools 


as well as 
Summer Tools 


IWAN Tools are easy to 
sell because they are 
widely known for their 
quality and performance. 


And now come IWAN 
Winter Tools—the IWAN 
Icy Walk Cleaner and the 
IWAN Avalanche Snow 
Pusher. 


The IWAN Icy Walk 
Cleaner, besides being a 
most serviceable tool for 
icy walks, also affords a 
year ’round market with 
garages, roofers and ce- 
ment contractors. 
Strongly made in two 
sizes with blades of high- 
carbon steel securely 
riveted to the sockets. 


The IWAN _ Avalanche 
Snow Pusher is just the 
tool for residence walks, 
stores and other places 
where large surfaces 


must be cleaned of snow 


and slush. Two sizes, with 


blades of high-carbon |i 


shovel steel. 


Please order 
from your 
Jobber. 


IWAN BROS. 
South Bend, Ind. 


Mfrs. of post hole 
augers, diggers, hay 
knives, snow or barn 
scrapers, revolving 
chimney tops, wire 
conductor pipe hang- 
ers, ditching spades 
and drain cleaners. 




















IWAN 
Avalanche Snow Pusher 











freely than other colors. A red rag waved before a bull 
will not excite him any more than a rag of any other 
bright color. It is the strangeness of the moving object, 
not the redness of the rag, that bothers the bull. In actual 
experiments, the bull paid more attention to white rags 
than red ones. 

Dozens of delusions are capitalized for profit by indi- 
viduals or groups. Many Frenchmen continue to shun 
the luscious blackberry because they are the victims of 
a long-existing fallacy which says that the blackberry 
will give you fever. As a result the people of Great 


| Britain and other nearby countries get the bulk of the 


French blackberry crop, and greatly relish the savory 
jams and jellies made from this fruit. Our own ances- 


| tors, for no better reason, avoided eating the tempting 


tomato or love apple, as it was called in Colonial days. 
Widely advertised fallacies are blessed with remark- 


| able longevity. A Tory preacher who was driven out 
| of the Colonies to England was largely responsible for 


the notion that New England was cursed with blue laws. 
In his resentment, this clergyman published a long list 
of absurd enactments for the purpose of slurring the in- 
telligence and character of the American patriots. He 
even went so far in his fabrications as to say that no 
woman was even permitted to kiss her child on the 
Sabbath Day. 

The truth is that the Colonial Acts were no more 
intolerant nor bigoted than the laws of the rest of the 
Colonies and even of England and cther countries at that 
time. But the Tory preacher’s libel of early American 
customs still perpetuates the fallacy that New England 
was in a class all by itself in restricting personal liberty. 

We ridicule the methods of the medicine men of 
savage tribes, forgetting that many kinds of modern 
healing include procedures no less fantastic. Such physi- 
cal benefits as may accrue from an optimistic mental 


| posture could have been secured by early healers even if 


their methods did differ from those of modern times. 
Recently I wandered into a crowded health-and-power 
meeting. In response to the leader’s greeting, “How are 
we all tonight?” the audience chanted in unison, “Fine 
and dandy. Why shouldn’t we be?” The lecturer told 
how to obtain physical and financial success and then 
distributed circulars. 

How strange it is that practically all of the people who 
claim to be endowed with the power to obtain wisdom 
and advice from the other world never seem to be able 
to profit themselves from their superhuman ability. In- 


| variably they are diligent seekers after the dollars of 
| their clients in order to overcome the usual scantiness of 


their own financial resources. 
I might go on and present an endless array of fal- 


| lacious notions now current in the public mind. The 


common sayings about ground-hog day, a showery Eas- 
ter Sunday, a rainy St. Swithin’s Day, and a supposed 
equinoctial storm are all silly fabrications. Nine people 
out of ten are sure that all of the brain is sensitive, 
whereas important parts are as insensitive as shoe 
leather and one portion could be touched or even cut off 
without stopping the patient in a sentence he might be 
uttering. Night air does not differ from day air except 
that it contains a slightly increased percentage of carbon 
dioxide. And as for the notion that lightning never 
strikes twice in the same place, the Eiffel Tower, which 
is amply protected, was struck six times during one 
storm. 

A lot of people still hold the notion that business de- 
pressions come at definite time intervals—most of them 
say seven years. Since 1812, the intervals elapsing be- 
tween important recessions in industry, expressed in 
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years, have been as follows: 6, 7, 12, 10, 10, 16, 11, 
6, 3, 10, 4, 3, 3, 7. If anyone can find an existing re- 
lationship between these figures, he is some mathema- 
tician. 

Life is but a never-ending succession of puzzles and 
paradoxes. Our important work is to pick the facts 
from the fallacies. We have passed the age of witch- 
craft because we are able to understand and explain far 
more of life’s phenomena than could our forefathers. 
But it is time we turned the light of truth on a multi- 
tude of illogical notions that exercise an adverse effect 
upon our lives and pocketbooks. 


Rich Paint Profits Lurk in Unfinished 


Furniture Popularity 
(Continued from page 145) 


Aside from the home beautifying angle of advertising 
that the hardware dealer may employ, the gift possibili- 
ties of this lacquer finished furniture is extensive. 


the furnishings of the home into which it is going, or a 
magazine holder finished in lacquer and decorated with a 
floral or similar design, produced by stencil or decalco- 
mania. Gifts of this sort are most acceptable for Christ- 
mas, birthdays, special days like mothers’ and fathers’, 
wedding presents, shower offerings, and the like. 
Approximate costs of such gifts would help the cus- 
tomers decide upon their suitability. For instance, a 
magazine rack unpainted costs, say, $2 and a half pint 
of lacquer (it will take much less) will be around 50 


cents, with a few cents for the decoration, making a total | 


cost of less than $3 for a handsome gift. An end table 
would cost around $3.50 and would total a trifle more 
than the magazine holder. 


For a more substantial gift for one of the family or a | 


very close friend, a table for the breakfast nook might 
be purchased for as low as $10.50 and two chairs for 
$2.50 each, a quart and probably a little more of the 
lacquer, costing $1.50 or slightly more, the total expen- 
diture for a very welcome gift being between $17 


and $20. 


Women are by instinct home makers and the unpainted | 
furniture, with its decorative possibilities, has a special | 


appeal for them. And when they learn of the simplicity 
with which the brushing lacquer may be applied, the vari- | 
ous colors in which it is available or may be blended, 
the assurance of a satisfactory job for the amateur and 
the quick drying qualities, they will discover many uses 
for lacquer finished furniture in their homes. 

And the hardware dealer who educates the women in 
the use of brushing lacquer will not only make firm 
friends for himself and his store, but will insure a profit- 
able, permanent business. 


Great occasions do not make heroes or cowards; 
they simply unveil them to the eyes of men. Silently 
and imperceptibly, as we wake or sleep, we grow strong 
or we grow weak, and at last some crisis shows us what 


we have become.—Cannon Westcott. 


What | 


handsomer gift could be made than a small hanging | 
bookcase, finished in bright lacquer to harmonize with | 








3 Silent (Rubber Tired) Speed Kings 
j liave a wheel and flange construction 
that is exclusive and patented. 
Bearings run on two rows of 
hardened steel balls which cut fric- 
tion to a minimum. Each rubber 
tire which extends down to ball-cup, 
is supported by steel side walls 
which are further flanged to give ad- 
ditional strength. 


‘We Illustrate Above Our 
‘Patented Wheel Construction 


The above illustration shows the most im- 
portant part of our Silent Speed King— 
wheel and flange construction. The sup- 
porting flanged side-walls give a support to 
each tire that cannot be found elsewhere. 
The terrific side-ward strain on the rubber 
has been met by this additional strength. 
Wear is even, there is no crumbling of 
rubber. 


er 





| Order from Your Jobber— ° 


While all jobbers do not handle Speed Kings— 
many of them do. If your jobber does not—write 
us your requirements. We have had eighteen years 
of experience in the manufacture of skates and 
Speed Kings are covered by many patents, which 
means many exclusive features. 


Write for Circular and Prices 
California Representative South Eastern Representative 
Pr" Reid, Jackson & Barrett, 
16 Commercial St., 92 Fairlie St., 


kes Angeles, Calif. Atlanta, Ga, 
_ KOHLER DIE & SPECIALTY CO., De Kalb, Ill. 
=. Ke 


Oc! iA Wane 
ms 
ae 
bi of a true quality skate 
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PRODUCTS 


Bartlett No. 30 
Bench Shears 


Cut No. 12-Ga. Steel Split Large 
Sheets Easily 


Cut straight through to 
the point with minimum 
effort, due to their com- 


Blades are solid 7/32” 
crucible steel. 





No. 30 Bench Shear 
Right and Left Hand Cut 


Bartlett No. 777 
Two Hand Pruners 


Construction insures the hook remain- 
ing stationary while the blade cluses. 
Blade will not cut or dig into the 
hook. The draw cut action of these 
Pruners is superior to all others as it 
allows a straight thrust at the branch. 


They never injure branches or wound 
the bark of trees. 


BARTLETT 
Pruning Tools 
and Tree Trimmers 


Telephone men and _ tele- 
graph Linemen prefer these 
tools to all others. Styles and 
sizes for every requirement. 
The Tree Trimmer may be 
had in the insulated style 
when desired for protection 
when working around high- 
voltage lines s 


Note also the Bartlett Prun- 
ing Saw with pole 8 to 16 feet 
long. This saw may be ad- 
justed to three different angles 
to suit the operator’s position. 
Blade is ground for clear- 
ance—no binding. 


Telephone 
Type Jobbers and dealers should 
a, 3 stock these tools now. 


Tree 
Trimmer 





BARTLETT MFG. COMPANY 


Compound Lever 


These famous Snips 
pound lever action. of drop-forged cru- 
cible 
equalled for split- 
ting large sheets and 
for bench work. 








No. 10-12-14 


Snips 





steel are un- 








No. 777 


No. 77 
Two Hand Pruner 








No. 4 
Pole Pruning 
Saw 


430 E. Lafayette Avenue, Detroit, Michigan 











STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF 
CONGRESS OF AUGUST 24, 1912. 

Of HARDWARE AGE, published weekly at New York, N. Y., 
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State of New York, County of New York, ss. 


Before me a Notary in and for the State and county afore- 
said, personally appeared E. P. Beebe, who, having been duly 
sworn according to iaw, deposes and says that he is the 
Assistant Treasurer of the Iron Age Publishing Co., Publishers, 
HARDWARE AGE, and that the following is, to the best of his 
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agement (and if a daily paper, the circulation), etc., of the 
aforesaid publication for the date shown in the above caption, 
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form, to wit: 
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Llew S. Soule, 239 W. 39th St., New York City; Managing 
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per cent or more of total amount of stock. If not owned by a 
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tion, 239 W. 39th St., New York City. Stockholders: United 
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son, 220 Broadway, N. Y. C.; James Artman, 906 Ist St., Ocean 
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Montclair, N. J. A. Musselman, Merion, Pa.; A. C. Pearson, 
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Overlook Park, Montclair, N. a Charles T. Root, 2 West 67th 
St... N. Y. C.; Branklin T. Root, 32 Washington Square W., 
- 2. 3. Eugene Sly, Grove Park, Asheville, N. F. ron 
Stevens, 325 West End Ave., N. Y. W. Hz. Taylor, Gso Park 
St., Upper Mentclair. N. J. Publishers Securities Co., Stock: 
holders: Velma S. Stevens, 325 West End Ave., N. Y. 

F. C. Stevens, 325 West End Ave., N. Y. C.; Ruth S. Gaara. 
Montclair, N. J.; Dorothy S. Johnson, New York, N. Y. 

3. That the known bondholders, mortgagees, and other 
security holders owning or holding 1 per cent or more of total 
amount of bonds, mortgages, or other securities are: (If there 
are none, so state.) None. 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders and security holders as they 
appear upon the books of the company but also, in cases where 
the stockholder or security holder appears upon the books of 
the company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee is 
acting, is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and belief as 
to the circumstances and conditions under which stockholders 
and security holders who do not appear upon the books of the 
company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no 
reason to believe that any other person, association, or cor- 
poration has any interest direct or indirect in the said stock, 
bonds, or other securities than as so stated by him. 

5. That the average number of copies of each issue of this 
publiéation sold or distributed, through the mails or otherwise, 
to paid subscribers during the six months preceding the date 
shown above is - ———. (This information is required 
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E. P. BEEBE, Assistant Treasurer. 
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[Seal] Julia C. H. Allen, Notary Public, New York County. 
Form 3526—Ed. 1924. 





Salesmanship and Merchandise 


Good merchandise is the most important factor, next to 
personality in building a business. In fact, without good 
merchandise, personality fails. The best salesmanship 
cannot succeed without quality merchandise. The best 
merchandise will be “dead stock” without good sales- 
manship—the two must go together—The Howell 


Almanac. 
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Grinders & Vises 


Build Goodwill and Dealer Profits 






The Housewife 
can sharpen 
correctly on 
the Gem 








Every modern gem household sharpener is 2c- 
companied by a printed guarantee, covering ma- 
terial and workmanship, unlimited as to time. 


The modern gem sharpening wheel is exclusive 
in shepe, structure, and manner of mounting. 


An organization, recognized as leaders in the 
hand power tool sharpening industry, has developed 
in the gem wheel, a sharpening wheel, which runs 
more true and will outsharpen, end outlast wheels 
found on any similar household sharpener. 


The many exclusive features found in the mod- 
ern gem make it an immense seller. 








See your 
Jobber about 
our complete 
line of tool 
sharpeners and 
clamp  vises 
or 
write us. 





Model ‘‘B” Vise M741 


MODERN GRINDER MFG. CO. 


Milwaukee, Wisconsin 


34 No. Clinton St. 
Chicago, Ili. 


anf 


74-76 Murray St. 
New York City 


YW 

















You can’t 
blow it out 






A sixteen-inch electric fan running 
full blast will not extinguish a 


DREADNAUGHT 


This test will sell a DREADNAUGHT to any 
man who has had experience with old-stvle blow- 
torches. 


It proves correct burner design, which insures 
continuous operation in windy zero weather. 


DREADNAUGHTS are all brazed steel. They 
are safe, long-lasting, economical and built for 
service. They are also self-cleaning. They'll 
bring you greater profits and repeated sales. 

STOCK THEM NOW FOR THE 
DEMAND JUST AHEAD! 


P. WALL MFG. SUPPLY CO. 
3126-66 Preble Ave., N. S., Pittsburgh, Pa. 


“Since 1864” 





Distributors 
Write today 
for litera- 
ture on the 
Wall No. 
41 Torch. 











To Save Time, Write to Nearest Representative 


New York: E. H. Brinkman, 30 Church St., Room 446. 
Philadelphia: Wm. H. Patton & Associates, 2401 Chestnut St. 
Boston: Walter C. Gindele, 241 Purchase Street. 
Chicago: Henry Tideman, 624-630 West Adams Street 
Cincinnati: L. W. Stewart Sales Co., 327 Dixie Term‘nal 
St. Louis: Hubbell and Sharp, 1712-14 Chestnut Street 
San Francisco: W. R. Voorhees & Co., 417 Market Street 
Waynesville, N. C.: R. N. Barber & Company 
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Secretary George A. Fernley Reviews National Association Activities 


“Many members have brought to our at- 
tention the expensive and growing evil of 
free truck delivery. Our investigations re- 
vealed that in some territories free delivery 
was being made not only in the city but 
also to retailers many miles beyond the 
city limits. We have not heard of any 
member who found it possible to increase 
his selling prices in order to take care of 
this additional expense, which is estimated 
at about 2 per cent of the value of goods 
delivered. Certain members entirely dis- 
continued the practice after finding it un- 
profitable. Although they sacrificed some 
volume in doing so, they state they in- 
creased their net profit. 

“Others have expressed the opinion that 
free truck delivery should be confined to 
the city limits in which the wholesaler is 
located. We believe our investigation of 
this question was of practical value to 
members. In some sections where deliv- 
eries were made at great distances the 
practice has been curtailed or discontinued 
and our Overhead Expense Report indi- 
cates a reduction of these costs last year. 

“Investigations indicate that the elimina- 
tion of goods on which an insufficient mar- 
gin is allowed, as well as those lines for 
which there is little demand, is exceeding- 


. Nichols and L. H. Weber. 





ly helpful in cutting down overhead ex- | 
pense and enabling the wholesaler to con- | 


(Continued from page 114) 


duct his business on a more profitable 
basis. Such lines are certainly not attrac- 
tive, and many believe them unnecessary. 
They are, therefore, being eliminated where 
manufacturers refuse to increase the spread 
between cost and resale price. 

“Our Association has been represented 
on the Hardware Council by Messrs. A. H. 
Meetings of 
the Council were held in New York City 
in January and in Atlantic City just prior 
to this convention. 

“During the year the Council published 
a pamphlet entitled ‘Trade Betterment,’ 
which contains in full %s report and rec- 
ommendations. A copy of this pamphlet 
was mailed to all our members, and nu- 
merous requests for additional copies have 
been received. 

“It was the general opinion of members 
of the committee that the question of dat- 
ings should be left entirely in the hands 
of the wholesaler. Furthermore, the thought 
was expressed that future datings should 
apply only on seasonable goods, and then 
only on lines where the wholesaler re- 
ceives a similar dating from the manufac- 
turer. The replies to a letter to our mem- 
bers further brought out the fact that on 
many lines it was necessary for the whole- 
saler to extend a dating on seasonable 
goods to from 30 to 60 days beyond the 





dating allowed by the manufacturer. There- 
fore, on March 21, we issued another let- 
ter to members mentioning numerous lines 
on which the dating extended by the manu- 
facturer is not in keeping with the datings 
that wholesalers are forced to allow their 
customers. It was urged that members 
take this question up with their sources 
of supply in making future contracts. Cer- 
tain manufacturers have since expressed 
a desire to cooperate and to give this ques- 
tion the careful consideration it deserves. 

“Some wholesalers have expressed the 
opinion that the small order is sometimes 
less difficult to handle than the ‘small item.’ 
Orders for numerous individual items usu- 
ally include articles of various size, shape 
and weight. This materially adds to the 
packing cost as compared with orders which 
cover reasonable quantities of various items. 

“We have just completed a special Re- 
search Report on the ‘Compensation of 
Salesmen,’ and will. distribute copies at 
this convention. The opinion has often 
been expressed by members that so long 
as the salesman’s compensation is not de- 
termined by the profit he earns for his 
employer, he is inclined to meet demands 
for concessions. It has, therefore, been 
suggested that the question of compensa- 
tion be again brought to the attention of 
our members. 
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superiority in every way of the 


TURNER MASTER No. 45 
BLOTORCH 


Stand it on the counter beside any other torch, 
and its dominant leadership is instantly noted. 
The Master No. 45 looks the part—it has no equals. 


That’s the reason it is a better seller wherever 
Don’t just take our word for it 
jobber---or send for a sample. 


By Comparison- 


That’s the way to prove the unquestioned 





ask your 
It’s well worth 
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Turner Master No. 45 
has more exclusive advantages than any 
competitor. 
400° Greater Heat— 
Perfect Safety— 
Absolute Heat Control. 





For the Jobber 
You will find that the Turner Master 
Line of Blotorches are the best money 
stock—a stock that stays sold. Write 
for stock discounts. 









































Business and Its Future “Depends on Us,’ 


justed to accommodate them. If they are 
unsound economically, they must go, as 
the unsound in business always must go. 
Unfortunately, though the tests through 
which the fact of soundness or unsound- 
ness must be determined will require time 
and patience and work, and almost cer- 
tainly a measure of loss along the way. 
And hence much of our present worry. 

“And the well-developed scientific trend 
of these times also has played an im- 
portant part in the creation of this com- 
petitive tendency which we are disposed 
to take so seriously. Indeed, it might not 
be too much to say that the entire high 
pressure meachandising movement of the 
times is an. expression of the development 
of science within modern business. 

“With our newly developed wonders in 
transportation and communication, in mass 
production, in the utilization of by-prod- 
ucts, in the consolidation of institutions 
and interests, is it strange that the old, 
rigid lines of demarcation between the 
functions of different kinds of business 
should disappear or at least become in- 
dictinct ? 

“Ts it strange that particular lines of 
goods should overrun their former limits 
and intrude upon the privileges and ter- 
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States G. A. O'Reilly 


(Continued from page 110) 


ritories traditionally conceded 
lines? And is it unreasonable to assume 
that as this competition has sharpened the 
means of meeting it have been brought 
into existence by the same scientific trend 
which has made the competition so keen? 

“In all probability the entire question 
will be settled in time upon a basis in 
which considerations of good business and 


bad business will control, instead of what | 


you or I or any of us might wish. While 
hardware can be sold profitably in drug 
stores, it will continue to be sold there, 
unless, in response to considerations above 
those of immediate profit, the parties at 
interest agree to have it sold otherwise. 

“And while the sale of goods upon the 
installment plan continues to be profitable 
and popular and consistent with proper 
credit considerations, the installment meth- 
od will be recognized as good business 
and will continue to assert its importance 
in the field of merchandising. 

“And as between chain stores and other 
kinds of stores, the question is one of the 
survival of the fittest. And the test will 
be a thorough one and the conclusion 
finally reached will have proper reference 
to safety and profit and the convenience of 
the public. 


to other : 


b 


“You see, my friends, the plain fact is 
| that the goods must be sold, and if there 
are better ways of selling them than 
| through these modern high-pressure meth- 
|ods, the fact will claim controlling im- 
| Portance in the long run, and then we'll 
| Baer some other new methods to worry 
! about. 

“And as I have said before it is up to 
us, and please realize that in this state- 
ment I include bankers as well as those 
who sell merchandise. For we too know 
something about high-pressure selling and 
keen competition and the narrowing mar- 
gin of profit and a public, the directing 
of whose favorable attention to the merits 
of our situation is not the easiest thing 
in the world. I suppose that as a class 
we're doing about as well as the rest of 
you, but I doubt whether any of us are 
doing well enough to meet the require- 
ments of the case. 

“We still suffer somewhat from the 
‘ancient and honorable’ in business meth- 
ods; indeed, these probably are responsible 
for most of our present worries. But 
they, in common with other unprofitable 
fictions, must yield to the influence of this 
scientific dispensation which has been so 
definitely established in our American life. 
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“BERRY” 
Lawn 
Edger 

and 
Maintainer 


Order a_ single 
tool for your own 
home 


| 
| 




















Before Using a “BERRY” 
This tool cuts and maintains a clean, “Avi 


smooth grass edge, and zlso scoops a 
neat, narrow drainage groove right up 


to the curbing or sidewalk. Just PULL 
The Berry Lawn Edger is in use at many State it—that’s ye rss 
Capitol grounds as well as the government Il Ser? 
grounds at Washington. a ak 
: It is having a wonderful sale. Good profit. 
Jobbers supplied direct, dealers through 


jobbers. 






After Using a “BERRY” 







468 First National Bank Building 
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Every tool sold on 
a Money-back Guar- 
‘ antee. 


Retails et $2.50 











The Berry Lawn Edger Company 


Chicago, Iil. 
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District Percentages in Cost of Doing Business 


warehouse expense in these two districts. 


The selling expense in the New York to | 


Delaware district is very high, $5.84, and 
fixed charges are high also. The turn- 
over of stock in both of these districts is 


very good, but operating expenses appar- | 


ently eat into the net profit materially. 
As a part of this report there is a chart 
showing all of these figures for each of 


the ten districts, and many of the members | 
may be very much interested to compare | 
the adjacent districts, such as one district | 


including Ohio, West Virginia, Indiana 


and Michigan with the district including | 


Illinois, Iowa, Wisconsin and Minnesota. 

This question of operating expenses is 
the most grievous with which merchants 
have to do. The problem of keeping down 
expenses and at the same time maintain- 


ing an efficient, active plant brings into | 
play all the ingenuity and cleverness of | 


the entire executive staff of a company. 
There is no new idea or method or ma- 
chine which anyone can afford to dismiss 


without a thorough investigation, to be sure | 
that it contains nothing which can be used | 


to the benefit of the company. There may 
be some portion of an idea, or some adap- 
tation of a method which may save a small 
amount of money if put into use, and if it 
can save anything, it is worth adopting. 

In order that the committee may con- 


(Continued from page 123) 


tinue with its work, and that the members 
may get the advantages of these percent- 
ages, we wish to renew once more our plea 


for a larger participation in this activity. | 
When the blanks come around for the year ; 


1927, please be sure to fill them in, or to 
see that somebody in your establishment 
does fill them in and forwards them to the 
secretary's office so that they may be used 
for the benefit of all. 


NATIONAL HARDWARE ASSOCIATION 
DISTRICT PERCENTAGES OF EXPENSES TO SALES 


FOR 1926 


to Del. 





Fla. to La. & Tenn. 


FOR 


(Gross Sales Less Returned Merchandise 


: 8 
Ps va io 
Zz vA a 
Administrative ji = 
ee eee 6.34 5.97 4.73 4.53 
Warehouse expense. 5.11 4.54 3.11 3.39 
Selling expense...... 5.11 5.84 5.21 5.25 
Fixed charges, etc... 3.15 3.00 2.43 2.26 
Loss from had debts. . .38 57 99 94 
20.09 19.92 16.47 16.37 
Interest on borrowed 
money and on capi 
tal and surplus at 
6 9er Gi. sss 3.01 2.57 3.17 2.98 
Total expense 23.10 22.49 19.64 19.35 
CC. ee Pree 3.07 3.68 3.40 3.42 
Returned merchandise 2.20 2.65 2.44 2.60 
Number reporting... . 12 27 13 10 


131 MEMBERS 


-100) 
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4.87 4.90 5.06 4.67 5.44 5.07 5.23 
2.79 341 3:53 3.15 3.40. 403 .3.276 
4.53 5.43 5.57 5.99 4.48 5.16 5.41 
197. 2:29 2.31 194° °2)4. 221% 245 
1.00 .60 38 42 ol 45 .60 
15.16 16.53 16.85 16.17 16.47 16.92 17.45 
3.39 2.79 2.78 3.11 3.25 2.99 2.92 
18.55 19.32 19.63 19.28 19.72 19.91 20.37 
2.90 3.68 3.01 2.97 3.59 2.86 3.33 
2:33 253. 2.44 267 2.76 2.53 2.51 
7 21 11 14 5 11 131 
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A.H. Nichols Makes Appeal for Cooperation in Hardware Field 


the United States alone. There are travel- 
ing each day over the Boston Post Road 
from twenty to thirty thousand motor 
driven vehicles. The United States is by 
far the greatest producer of automobiles 
in the world. In 1926 there were over four 
million motor vehicles produced in this 
country. 

The automobile also reigns third greatest 
in our items of export. The American 
made car is used in every country where 
automobiles are used. In New Zealand in 
spite of a duty of 35 per cent on American 
cars as against 10 per cent on British cars, 
over 77 per cent of the cars used in New 
Zealand are American made cars. In 


South Africa 89 per cent of all cars in 


use there are American made cars. In 
Finland nearly 80 per cent. 

“Another great factor in causing the 
many changes is this great electrical age. 
Electricity is a great factor in the in- 


(Continued from page 115) 


| dustrial plant—shortens labor in  mer- 
| chandising and has changed the home life. 


! 
| 
| 


| Today we not only cook by electricity but | 


| we wash the dishes, the clothes, we iron 
| them, we clean the house, make our ice, 
| and the ladies curl their hair by electricity. 
Electricity has been the means of our dis- 
| covering that sound continues to travel and 
can be transmitted wherever it finds an 
instrument in harmony with it. The radio, 
although almost a necessity is only in its 
infancy. Government _ statistics claim 
there are six million five hundred thousand 
radios in operation in the United States; 
| that there are twenty million eight hun- 


| 
| 
| 
| 
| 
} 
| 
| 
| 
} 
| 


buy radios today and when we take into 
consideration that at the low average the 
| annual depreciation would be 15 per cent 
we can have some conception of the pos- 
sibilities in the radio business. This gives 


| dred thousand homes that could afford to | 1938 the world’s population will increase 


| ness interests of the world. 


the hardware dealer has had to increase 
his business. Electricity and the motor 
driven vehicles have created a tremendous 
demand for articles that always have and 
always will be found in the hardware store. 

“Let us remember that the young men 
and young women of today know but little 
of the older or less modern methods, yet 
they will in a short time be the rulers 
of the land and the managers of the busi- 
Let us take 


| into consideration the fact that the popula- 
| tion of the world is increasing at the rate 


of 20 per cent each year and those who 


| made such things a study predict that by 


| you a slight idea of the great opportunity | 





at the rate of 40 per cent per year. Do 
you not think there are plenty of oppor- 
tunities ? 

“In conclusion 
things come as a result of cooperation. 


may I say—all great 


Four Members of N. H. A. Have Passed On 


At the Wednesday morning session of 
the National Hardware Association, secre- 
tary-treasurer George A. Fernley read the 
names of four members who have died 
since the 1926 convention. The audience 


| Underwood, 


| stood with bowed heads while Mr. Fernley 


read the following names: W. S. Wright, 
Wright & Wilhelmy Co., Omaha, Neb.; 
| J. Harry Underwood, Babcock, Hinds & 

Inc., Binghamton, 





Wilder D. Stevens, Foster-Stevens Co., 
Grand Rapids, Mich.; Richard N. Reilly, 
Reilly Bros. & Raub, Inc., Lancaster, Pa. 

At the close of the reading, Chas. H. 


N. Y.; | Ireland gave an invocation. 





Says: “HERE’S A 


RUGG MFG. CO., 








Everyone who has seen our 
New Galvanized Snow Scoop, 


Send for a Sample 


WINNER!” 


Greenfield, Mass. 


Be Ready for 


Business when 


SNOW FLIES 


Galvanized Snow Scoops with 
your orders for 


Wood or 


Snow Shovels. 


Include 







Steel 


Pat. 
Pending 
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Missouri Jobbers 


year in which the wholesalers are taking 
an active part. A group of representative 
wholesalers recently met with the Execu- 
tive Committee of the Western Retail 
Hardware and Implement Dealers Asso- 
ciation and have agreed to group our dis- 
plays under one roof and to invite manu- 
facturers to joitr us in this hardware show. 
It is our intention to give the show wide 
publicity and to call it The Western Hard- 
ware Show, to be held the week of Jan. 
15—Convention days Jan. 16, 17 and 18. 
An advertised campaign is under advise- 
ment. 

“In my opinion the retailers are begin- 
ning to realize the fallacy of direct buy- 
ing. They are educated since war days to 
purchase, using the hand-to-mouth system. 
It is impossible to believe that hardware 
manufacturers would even entertain the 
thought of handling business on the basis 
as accepted by the jobber. 

“We assemble between sixty and eighty 
thousand items from several hundred fac- 
tories and mills, placing ourselves in a po- 
sition to fill orders for dealers the same 
day as received. Should the wholesale 
hardware house disappear from the picture 
and the retailers were forced to purchase 
direct, the number of connections necessary 
to maintain a properly balanced stock of 
hardware would involve so much bookkeep- 
ing, clerical work, and interviewing factory 
salesmen, that the overhead for the re- 





Working Together Toward Common Goal 


(Continued from page 136) 


tailer would increase in leaps and bounds, 
making the ultimate cost to the consumer, 
if the retailers were successful in business, 
a much higher rate than merchandise is 
sold for under the present system. I want 
to state that any person making the state- 
ment that hardware wholesale houses have 
no business in our business life has failed 
to make a proper study of hardware stocks 
and the functioning of the wholesaler. 


“IT observe that a number of manufac- 


turers are so firmly convinced that distri- 
bution of their products through the job- 
ber to the retailer is correct that they are 
coming out with open statements in differ- 
ent magazines advocating a continuance of 
the tried and proved system, which has op- 
erated so successfully throughout the his- 
tory of our country. The manufacturers who 
will spend their money for advertising of 
this nature are entitled to a vote of thanks. 

“For all manufacturers to sell direct is 
impractical with our present system of fill- 
ing orders. Retailers buying in very small 
quantities would necessitate that the manu- 
facturer build or lease, if the wholesaler 
did not exist, great warehouses for storage 
purposes. These warehouses would not be 
properly located and each manufacturer 
would have to have his own warehouse. 
Isn't it plain to any clear thinking business 
man the present system of distribution 
through wholesale houses spells real 
economy ? 














AIR 
SPACE 


making a perfectly tight seal at 


or cold, moisture or dampness. 


after year. 


white colors. 


The Lakewood Rubber 
6927 Carnegie Ave. 





LAKEWOOD 


Air-tight Moisture-proof 


WEATHERSTRIP 


See that Rubber Cushion! 


When a door or window is shut tight, the pressure 
against the air sealing space, (see cut), causes the 
flexible rubber tubing to act as a cushion, thus 


other weatherstrip has this feature. 


Lakewood Weatherstrip is made of specially pre- 
pared weather-resisting rubber, unaffected by heat 
Will not freeze, 


harden, or crack—stays spongy and springy year 


Easily applied. Low priced. Made in maroon and 
Packed in cartons of 100 ft. and on 
attractive steel display reels complete with stand 
of 500 ft. Sold at any length, at 7c. 


Send for Samples and Prices. 


Products Co. 
Cleveland, Ohio 


all times. No 


per foot. 
























FAST SELLING 


highly efficient shear for trim- 
ming grass. Has none of the faults 
of the old sheep shear pattern. 
The NATURAL GRIP fits the 
hand and makes the shears a pleasure to use. 

Special spring washer and catch. 

Best of materials and highest grade finishes. Popular prices. 


Sevmove Smit = PRUNING SHEARS 





Vineyard Pattern 


signed for satisfaction. 
NOW IS THE TI 
ORDERS AND INQUIRIES. 


SEYMOUR SMITH & SON, INC. 


“To tell the story from the beginning of 
the great work that the wholesale houses 
have accomplished in the past would mean 
only a repetition of what has been said 
orally and published in the trade press. 
Therefore, I have refrained from going 
into detail. But,.in conclusion and for the 
benefit of any who may read this talk in 
print, I ask that the following things be 
not overlooked: 

“We wholesalers have financed thou- 
sands of retail hardware stores. We act 
not only as a supply or service station for 
the retailers, but as bankers for many of 
them. 

“On the other hand, the manufacturer 
sells in large quantities to the wholesaler, 
obtains orders far in advance of delivery, 
and in this way continues his machinery 
turning every working day of the year. 

“The wholesale hardware houses, uni- 
versally speaking, have a reputation of dis- 
counting purchases from the manufacturers. 
We take our discounts in our buying and 
carry many dealers in our selling, which 
ties up an immense amount of capital. 

“In our sales promotion work we expect 
to render all assistance possible to the in- 


dependent retail dealer. Our attitude 
toward our customers is for a closer re- 
lationship. 


“We are sure every retailer in the coun- 
try will benefit by maintaining his whole- 
sale connection.” 











Two Lively Spring Numbers- 
HANDY GRASS SHEARS 


Length 18 in. 
Blades 6 in. 
No. 117 






A complete high 
grade line of tree 
pruners, lopping 
shears, pruning shears, 


etc. Attractive fin- 
ishes, durable and 
efficient cutters. De- 


Our catalogue “C” covers this line. 
ME TO RDER—SEND US YOUR 


OAKVILLE, CONN. 


SALES REPRESENTATIVES 
JOHN H. GRAHAM & CO. 
113 Chambers St., New York. 


268 Market St., San Francisco. 
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Sixty-Day Requirement Buying Desirable, Says 
Builders’ Hardware Group 


of ultimate service which the materials 
will render to the consumer. 

“A cause of this lies in excess zeal for 
volume, to the neglect of proper consid- 
eration for quality. One means to correc- 
tion is in reeducation of distributors to a 


correct appreciation for quality.” 


Need of cooperative advertising in the 
builders’ hardware industry. 


“All those desirable things talked about 
in the preceding discussions of the session 
can be put over only by cooperative adver- 
tising,” said W. R. Hill. “Sales are mere- 
ly opportunities to realize finally upon all 
the work and planning that has gone be- 
fore. 

“Advertising is a fixed investment to 
keep up sales. The entire establishment 
must be synchronized with the advertising. 

“Intercommodity and interindustrial com- 
petition as witnessed today throughout 
business is promoted by cooperative adver- 
tising within respective industries and com- 
modity groups. Illustrations: Cotton vs. 
silk and rayon, steel vs. concrete, coal vs. 
oil and gas, leather vs. leather substitutes, 
the piano vs. the radio vs. the phonograph. 

“The continued progress of any business 





This is the 
time to line- 
up with 
Velo-King! 


Model No. 2 shown here 
is, of course, only one of 
the line. But you 
can lay your money 
on the entire 
Velo-King team at 
any time and par- 
ticularly during the 
liday season / 
















For particulars 
address Dept. HA. 


The A. MECKY CO. 


Philadelphia, Pa. 
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| must depend upon its penetration of new 


markets. An illustration of the effective- 
ness of cooperative advertising is had in 
the experience of the paint industry; by 
means of the Save the Surface campaign 
the year 1923 showed a gain of 63 per 
cent over 1921. Cooperative advertising 
does not deprive the individual manufac- 
turer of opportunities to promote his own 
product. More than 130 industries are now 
advertising cooperatively. If wood, ce- 
ment, glass, coffee and endless other prod- 
ucts can be so promoted, would it not be 
equally advantageous to advertise cooper- 
atively, say, ‘American-made Hardware.’ ” 

Mr. Hill recommended and moved that 
a committee of three be appointed to in- 
vestigate the desirableness of cooperative- 
ly advertising builders’ hardware, and re- 
port to the proper organization officials. 
The motion was carried. 

Speaking of quality, W. A. Scott, Mc- 
Kinney Manufacturing Co., said: ‘The 
task is to educate the consumer to appre- 
ciate hardware quality. The insulating of 
homes, for example, has been sold to the 
public in recent years by advertising. Peo- 
ple want better goods if they know what 
are better goods and how to get them, and 


- 





they have the money for what they want. 
Witness in many homes trinkets placed 
about fireplaces and mantels that perhaps 
cost more than all the hardware used in 
the house. When people, particularly wom- 
en, want a thing badly enough they will 
deny themselves of other things in order to 
get it.” 

Mr. Hill said: “The consumer takes an 
individual’s advertising with a grain of 
salt. When an industry advertises, the 
consumer accords it greater recognition.” 

Mr. McKinney said: “People have not 
been made hardware conscious. They see 
everything else in a house, but never see 
the hardware. Make them conscious and 
you will get a greater portion of the con- 
sumer’s dollar.” 

Mr. Black said: ‘“Acquaint people with 
the knowledge that will enable them to 
buy hardware intelligently.” 

Officers elected by Builders’ Hardware 
Group for the coming year were: Chair- 
man, Isaac Black, Russell & Erwin Manu- 
facturing Co.; vice-chairman, W. R. Hill, 
Sargent & Greenleaf, Inc.; Program Com- 
mittee, J. P. McKinney, McKinney Manu- 
facturing Co.; W. S. Mace, Lockwood 
Manufacturing Co, and Gustav Bommer, 
Bommer Spring Hinge Company. 
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Height 6% inches 
Weight 16 ounces 





DOOR HOLDER 


No door too heavy. 
No floor too slippery. 


JOHN STEINMETZ SONS 
717 Little Bldg. 


INMETZ 


Ratchet 


TS UNUSUAL MERIT 

has caused it to be 
stalled in the most important 
public buildings in this coun- 
try and including 
the Capitol at Washington, 
forty-seven State Capitols, 
the City Halls of many large 
cities, as well as in a great 
number of Hotels, Theatres, 
Banks, other 


in- 


abroad, 


Churches and 


private and — semi - public 
buildings. 
No cut is made in the 


door, and the operation of 
the holder does not mar the 
finest inlaying or marble. It 
holds on floor 


always any 


until purposely released. 
Made of Solid Cast 
Bronze, and cannot rust. 


Boston, Mass. 
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Accessories Branch Gives Intensive Study to 
Public Utilities Selling Merchandise 


actual sale, so long as a standard appliance | 
was placed in the hands of the housewife. | 

Mr. Pemberton stated that he knew that 
he voiced the sentiment of the light and 
power industry when he extended a most 
hearty appreciation of the efforts of the 
hardware jobbers to interest their dealers 
throughout the country in appliances and | 
to assure the jobbers that it was far from | 
the intent of the light and power com- | 
panies to do anything that would disturb | 
the market. 

R. J. Atkinson, Brooklyn, N. Y., presi- 
dent of the National Retail Hardware As- 
sociation, was asked to say something on 
behalf of the retailers. He responded by 
asking the manufacturers of appliances to 
be more careful in descriptive direction 
tags and to insure a better understanding 
of appliances, so that the hardware dealer 
who had been supplying women with me- 
chanical contrivances for their homes for 
generations might pass along this informa- 
tion. He also said that in his slight con- | 
tact | 





with the electrical people since his | 
election as president, he had been cordially | 
received by them and assured of the best 
of feeling toward the hardware merchant. 

He stated that in this contact, he had 
learned that the “electrical industry did 
not know any more about merchandising | 





(Continued from page 124) 


than we do,” and he read from an address | 


by W. E. Sprackling, president of the 
Tubular Woven Fabric Co., before the Na- 
tional Electric Manufacturers Association, 
the following: 
and acting in terms of our own particular 
business. We know little of the other fel- 
low’s problems and care less—little think- 
ing that each branch is equally important 
unto the industry as a whole. We have 
each been playing our own tune on our own 
fiddle in our independent way so that the 
result has been one grand discord. What 
we want is rhythm, team work, coordina- 
tion so that our individual efforts will har- 
monize with the whole.” 

Chairman Nichols then recognized S. Z. 
Moore, of the Steinman Hardware Co., 
Lancaster, Pa. Mr. Moore read 
advertisements clipped from the Lancaster 
papers and received by him with his elec- 
tric light bill. One of these offered six 
pounds of flour free with a $9.99 waffle 
iron; 99 cents down and $1 a month. Also 
several other similar offers as to payments 
and premiums. 


“We have been thinking ! 





several | 


“For two years,” said Mr. Moore, “we | 
| by saying to Mr. Atkinson that the elec- 


have been listening to promises from the 
light and power people and I am beginning 
to think that it is time for action. 


I favor | 


that at some time in the near future, un- | 


less we hear something more than prom- 
ises, referring this question to our legal 
department to find out what right these 
companies, franchised to sell current as a 
monopoly, have of merchandising. 

“Regarding the situation in Lancaster, 
I wrote to Mr. Watts and followed his 
suggestion as to procedure. At his sug- 
gestion, I wrote to the head of the holding 
company that controls the Lancaster plant 
and have received no reply. If I remem- 
ber correctly, Mr. Watts said that he had 
seen some of these officials and the situa- 
tion would be changed.” As Mr. Moore 
closed, Chairman Nichols remarked on the 
extent of the applause that followed his 
talk. 

Arthur C. Lamson, Marlboro, Mass., 
vice-president, Nationa! Retail Hardware 
Association, criticised the policy of public 
utility companies for antagonizing retailers, 
and advocated a general adherence to estab- 
lished resale prices on electrical appliances. 
The degree of applause also showed that 
those present sympathized with Mr. 
Lamson. 

Mr. Watts responded to this discussion 


trical industry did not know as much as 
the hardware merchants about merchandis- 
ing and then that Mr. Moore was correct 



































Soldering Products TRADE 
SELL Because They’re 
NEEDED IN YOUR TERRITORY 
SELLING 
Plumbers, _tinners, THEHUDSON NE 
and all professional 
users of soldering : a 
iron need Speco 61 
Solid Sal Ammoni- 
ac. Many of them MODELS 
already use it—their 
preference for 
Speco will convert 
many others to its 
use. 
Speco Soldering Paste and 
Soldering Fluid are also 
popular —they are made 
with the same regard for 
quality that has made 
Speco Solid Sal Ammoniac 
a favorite everywhere. 
Guaranteed non-corrosive. 
, Perfection 
May we send you prices? 
Special Chemicals Co. MANUFACTURING CO. 
Waukegan, Illinois MINNEAPOLIS, MINN. 
Omaha Chicago, Ill. New York City Oshkosh 
Neb. McCormick Bldg. 106 Reade St. Wis. 
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about his negotiations with the Lancaster 
officials. He expressed surprise that the 
conditions still continued. 

“How long since these advertisements 
appeared?” he asked Mr. Moore. 

“This morning’s newspaper,’ was the 
reply. 

Discussions on ways and means of re- 
ducing sales expenses brought out a va- 
riety of opinions. FE. R. Masback, presi- 





dent, Masback Hardware Co., New York | 
City, stated that his firm has been able to 
bring about a material reduction this year | 
by reducing its sales force, enlarging the | 
territory of its salesmen and having them 
call less frequently on the trade. This has | 
also lessened the amount of paper work, | 
he said. The total reduction in expense as | 
a result of this change Mr. Masback said 
was three-quarters of one per cent. 
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In a general discussion on the question: 
“Is it desirable for manufacturers to offer 
prizes to the salesmen of wholesalers and 
retailers?” the conseusus of opinion was 
opposed to the proposition. 

The tire situation was discussed briefly. 
Emphasis was laid on objections to manu- 
facturers selling seconds without branding 
Tire sales this year 
slightly better. 


their tires as such. 


were said to have been 


Says Hardware Wholesaler Is the Logical Outlet 
for Auto Accessories and Electrical Appliances 


RELIMINARY to the opening of the | 


Accessories Branch of the National 

Hardware Association, President Wal- 
ter H. Donlevy offered the following sig- 
nificant statement regarding the distribution 
of auto accessories and electrical appli- 
ances through hardware jobbers: 

“T think it is generally conceded today 
that the hardware wholesaler is the natu- 
ral and logical outlet for the distribution 
of auto accessories and many electrical 
appliances. With their thousands of sales- 
men covering every nook and corner of 
the country they are in a position to give 
the widest distribution of your products. 
A number of our members have reported 
annual accessory sales running into seven 
figures, and I believe with the proper ef- 
fort many more members could report 








similar results. The astonishing  state- 
ment has been made that there are more 
autos than telephones in the country. The 
tremendous potent replacement demand 
that this statement represents should be 


largely transmitted in the orders 


‘Household Supplies 


for | 


your products through our members. 

“The progressive retail hardware store 
today is becoming more and more depart- 
mentized, and many of them have very at- 
tractive departments for handling acces- 
sories and electrical appliances.” 


and Cutlery Group 


Hold Interesting Session Wednesday 


Group four, identified as the Household | 
Supplies and Cutlery group of the Ameri- | 


can Hardware Manufacturers’ Association, 


. . . . | 
held a very interesting session to discuss | 
distribution problems peculiar to its mem- | 


bers. M. J. Lacey, Pyrex Sales Division, 


Corning Glass Works, Corning, N. Y., was 
chairman. Chas. P. Catlin, New Haven 
| Clock Co., New Haven, Conn., was. chair- 
man of the program committee, assisted by 
C. L. Gairoard, J. Wiss & Sons Co., and 
| G. H. Jantz, Lovell Mig. Co. 
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“Seeing Is Buying” 


It is hard for a dealer to buy 
Fly Screen Cloth from 
photograph or illustration—a 
retouching works 


We prefer to send you sam- 
ples cut from regular stock 
—then you can see and judge 


for yourself why SPARGO 


orders keep us busy the entire 


SPARGO WIRE CO. 
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New Spring 
Oiler 


The constant 


a 


leaks. 


The old style 
have a steel 


not 
provements 
new type. 


MALLEABLE 
FITTINGS 





MN, ¥. 








LL 





tom on ordinary oilers loosens the soldered bot- 
tom and leakage results. 


| 

| ; 

In the new improved Hammer and Company 
| Malleable Iron Oilers we form a seating groove 
in the body and force the down turned flange of 
the brass bottom into this groove. 

a wide bearing, which, when soldered, holds se- 
curely in spite of constant pressure and never 


They are unbreakable and undentable. 


in the bottom, but 
the latest 


of 


Send for Prices 


Branford, Conn. 


Made 
LEAK- 
Proof 





Improved 
Bottom 


Pat. 


“working” of the brass spring-bot- 


This gives it 


oilers 
spring 


im- 


the 


IRON 
co. 





Old Style Spring 
Oiler 


Spring 


Patent 
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Twenty New Members Added to 
Manufacturers’ Ass’n 


Secretary-treasurer Charles F. Rockwell 
announced in his annual report to the 
American Hardware Manufacturers’ Asso- 
ciation that twenty new members had been 
added to the rolls during the past year. 
Mr. Rockwell has done very intensive work 
in the discharge of his association duties, 
has visited many members and brought in 
the twenty reported. The new members 
are: Animal Trap Co. of America, Lititz, 





Pa.; Burgess Battery Co., Chicago, IIl.; 
Catalogue Department, Brooklyn Daily 
Eagle, Brooklyn, N. Y.; Challenge Re- 
frigerator Co., Grand Haven, Mich.; Du- 
luth Show Case Co., Duluth, Minn.; The 
Edwin H. Fitler Co., Philadelphia, Pa.; 
Good Hardware Magazine, New York 
City; Imperial Knife Co., Providence, R. 
I.; King Stove & Range Co., Sheffield, 
Ala.; Master Lock Co., Milwaukee, Wis. ; 





Magazine Repeating Razor Co., New York 
City; New Haven Clock Co., New Haven, 
Conn.; New York Knife Co., New York 
City; Peerless Electric Co., Warren, Ohio ; 
Peoria Cordage Co., Peoria, Ill.; Peters 
Cartridge Co., Cincinnati, Ohio; Peyton 
Wood Products Co., Chicago, Ill.; Rock 
Island Mfg. Co., Rock Island, Ill.; Sam- 
son Cutlery Co., Rochester, N. Y.; Utica 
Cutlery Co., Utica, N. Y. 





Convention Guests Introduced at 
Joint Opening Session 


Prominent guests of the joint convention 
of the American Hardware Manufacturers’ 
Association and the National Hardware 
Association at Atlantic City, N. J., Oct. 
17 to 20, were introduced at the joint ses- 
sion by Chairman Walter H. Donlevy, 


kinson, president, 


Association, Stratton-Warren 
Co., Memphis, Tenn.; John 
secretary, Southern Hardware 
Association, The W. S. Donnan 
Richmond, Va.; R. J. At- 
National Retail Hard- 


Jobbers’ 

Hardware 
Donnan, 
Jobbers’ 
Hardware Co., 





Chas. F. Rockwell, 
American Hardware 
Manufacturers’ Association, New York 
City; Col. Robert Starke, president, 
Canadian Wholesale Hardware Associa- 
tion; Henry Duncan, president, N. E. 
Hardware Dealers’ Association, Boston, 
Mass.; George A. Fiel, secretary, N. E. 
Hardware Dealers’ Association, Boston 


Indianapolis, Ind. ; 
secretary-treasurer, 





president, National Hardware Association. | ware Association, Indianapolis, Ind. ; 

Among those introduced were: L. M.| Herbert P. Sheets, secretary-treasurer, 

Stratton, president, Southern Hardware | National Retail Hardware Association, 
ADJUSTABLE 






size registers. Floor Shield 
retails at $1.50; Wall Shield 
“at 75c. 


“GEM” 
~~ REGISTER 
SHIELDS 


These adjustable 
register shields are 
in big demand, be- 
cause they keep dust, dirt and soot from pass- 
ing out of the registers into the room. Fit all 


140 BROADWAY. NEW YORK,NY 


BUY FROM YOUR JOBBER 


JOBBERS 
























We appreciate the ever increasing busi- 

ness you are giving us and pledge our 

protection in quality, price and delivery. 

Many of the biggest hardware jobbers 

have taken on the METALCRAFT 

LINE, of which we are mighty proud. 
Last Call for Holiday Orders 


METALCRAFT CORPORATION 


4215-4225 Clayton Ave., ST. LOUIS, MO. 

















6925 Colfax Rd., 





ALL-STEEL 


COASTERS 


Sturdy and 
Beautifully Finished 


Send for Catalogue 


The Pressed Metal Products Co. 


Dept. G 


air out of pie. 


friends. 
Thousands 


Cleveland, O. 
















Vaughan’ s Pie Trimmer and Sealer 
VERY housewife wants this handy device. 
—keeps juices from running out of pies—and trims them 


neatly and efficiently. 
Once a housewife uses Aunt Evelyn’s Pie Trimmer, 
she will never make pies without it—and she'll boost it to her 


now in use. 
Free sample and prices sent on request to rated firms. 


VAUGHAN NOVELTY MFG. CO. 


3211-25 Carroll Ave., 


A BIG SELLER 
and MONEY-MAKER 





Tested end Approved by Good 
Housekeeping, Priscilla and Farm 
and Home Institutes. 


It seals the edges 


Also makes holes in top of crust to let 


A big seller everywhere. 





Chicago, U. S. A. 
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Cost of Missionary Work, Direct Shipments and 
Special Salesmen in Sport Goods Group 


H. J. Strugnell, Remington Arms Co., 
Inc., agreed entirely with Mr. Drew, and 
F. L. Clark, Iver Johnson Arms & Cycle 
Works, Fitchburg, Mass., also agreed with 
both Mr. Norvell and Mr. Drew, adding a 
few comments on the practice of blanketing 
orders instead of giving the manufacturer 
a more definite idea of the jobber’s re- 
quirements. Blanket orders usually lead to 
request for rush shipments at a time when 
they are most difficult to handle. 

Traveling factory men with the jobbers’ 
salesmen is a needless expense, J. G. Heath, 
vice-president, Remington Arms Co., Inc., 
said. Instead of doing this, factory men 
should help educate the jobbers’ selling 
force to sell any particular line, he said. 

T. L. Hopkins, Savage Arms Co., said 
his company never employed missionary 
men but have had regular salesmen, in off 
seasons, work on a dealer education plan. 
He said he found the larger jobbers were 
not interested in missionary men, and 
doubts if this practice is appreciated by the 
majority of jobbers. 

J. M. Olin, Western Cartridge Co., said 


(Continued from page 116) 








W. GLENN PEARCE 
Field Secretary, P.A.S.H.A. 














he believed manufacturers had been dila- 
tory in studying costs, did not give proper 





attention to game preservation campaigns 
and spent too much money trying to get 
some of each other’s business. 

E. O. Estwing, Estwing Mfg. Co., said 
outdoor goods when displayed properly al- 
ways attract considerable attention. Every- 
body is interested in such merchandise, and 
that dealers should be encouraged to give 
more display attention to these lines. He 
also suggested that all sporting goods 
manufacturers should unite in promoting 
greater interest in target shooting and other 
sports which required the use of. their 
goods. 

S. M. Stone, Colt’s Patent Firearms 
Co., Hartford, Conn., a member of the 
National Crime Commission, spoke on some 
of the activities of that organization. 

Gen. E. C. Dill, U. S. Cartridge Co., was 
chosen as chairman of the group, with 
T. W. Cahill, Marlin Firearms Co., as vice- 
chairman; M. C. Treadway, Horton Mfg. 
Co., S. M. Stone, Colt’s Patent Firearms 
Co., and H. J. Strugnell, Remington Arms 
Co., Inc., will serve on the committee for 
future programs. 








Reg. U. 8S. Pat. Off. 


Berfion 


Trade Mark 


UNDERHILL BROS. 


Beston, Mass. 


St. Paul 
St. Louis 








Regular 


FLAT HEAD Chicago 


UNDERHILL | 


The first hatchets for the especial use 
of Lathers were made in our shop in 
Boston under the Underhill Star Boston 
trade mark. The Lathers know these 
hatchets as the genuine Underhill. 


WINTER HILL STATION 


California 
Montana 


Tools. 











Osborne High Grade Punches 





Belt Punches 
Spring Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 





Arch Punches 
Revolving Punches 


Write for Catalog 























A REAL FUEL SAVER 
ECONOMY SHOVEL ASH SIFTER 


DIRT. The Draft takes care of the Dust, the fine 
ashes fall through the sieve and the unburned coal 
remains in the Shovel ready to bank the fire. 


J. F. RITTENHOUSE MFG. CO., Akron, Ind. 








Operates right 
in the Ash- 
Pit of the Fur- 
nace or Heat- 
ing Plant. NO 
DUST, NO 


types and sizes. 











ANCHOR 
All Steel 


TRUCKS 


Your customers will welcome an intro- 
duction to this truck. Made in all 


Ask your jobber for complete informa- 
tion or write to us for Catalog 102. 


Anchor Post Fence Co. 
9 E. 38th St., New York, N. Y. 
Branch Offices in Principal Cities 

STRONG as steel 

LIGHT as wood 
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The 
~ WORTHINGTON LINE 


for 1928 


“Mowers That Wear” For Hand Service, Horse or Tractor 


Ball Bearing, Roller Bearing, Bronze Bearing 
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We have an unusually Attractive and Complete line that you 
surely ought to see before you decide on your next season’s order. 
No matter what type you have a call for, we have it. 


We are especially strong on the standard types, which you retail 
at about $10.00 to $20.00. Have them in High and Low Wheel, 
Plain and Ball Bearing, Solid or Open Wheel, with 3, 4, 5, 6 or 7 
cutting knives, all very attractively finished. 





We are now arranging territories for next season and would be 
glad to have your invitation to call and talk over the subject. 


The GEO. WORTHINGTON CO. 


CLEVELAND OHIO 


ESTABLISHED 1829 
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HE head is the business end of every bit. 
Skilled workmen know this and know that they 
can always rely on Snell quality in wood boring 


tools. 





The RED ROVER—A new electrician’s bit of superior 
quality, forged from special analysis steel. 


The SNELL SOLID CENTER BIT is forged of fine 
special analysis steel and every possible care is taken by 
the Snell craftsmen to make this bit the best on the 
market. 


Every bit is tested in wood before it is packed for ship- 
ment. Snell bits “pull” as their keen edges bite into the 
wood. You simply turn the handle of the brace—the bit 
does the rest. 








— SNELL MANUFACTURING COMPANY 


Established 1790 
Fiskdale, Mass., U. S. A. 


Sales Representatives: John H. Graham & Company, 113 Chambers Street, 
New York City 
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BULL @ FRO 


WHEELBARROWS 


When He Looks at This Barrow 
He Knows Why It’s Good 


The man who comes into your store looking for a 
real wheelbarrow will know he has found it when 
he sees this Bull Frog No. 42. Specification details 
alone prove the outstanding superiority of this 
model—the easy-running “never-break” wheel—the 
shaped handles—the seamless tray with rolled rim— 
the angle iron noseguard—the malleable iron re- 
placeable shoes—the angle iron legs, extending 
along and reenforcing the frame—these and other 
features make this the lifetime barrow for any pur- 
pose. And it is light, easy to handle, and perfectly 
balanced. Your jobber can supply you. 


























THE TOLEDO WHEELBARROW COMPANY 
Toledo, Ohio 


Branch Offices and Waesehouste: 
Philadelphia: 233 North 12th Street Chicago: 69 E. Wacker Drive 







Write for the Bull Frog catalog of 
barrows, carts, and scrapers for 
every mine, mill, industrial, con- 
struction, home garden and farm 
use. 
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CLEAN-UP TIME 
—IS HERE 











True Temper 
Fallowing Tools 


oS uct fae 





True Temper 
Grubbing Tools 
Branded on the 


handle of every 
genuine tool. 





TRUE [TEMPER 


“ep—__ branded on the handle of every genuine tool 
we Fg | 
Cat. No. D-B-3 An attractive line of True Temper grub- 


bing and fallowing tools will swell your 
sales for November. 

Mattocks, mattock hoes, manure forks, 
and spading forks will be in demand by 
farmers and gardeners to clear the 
ground and prepare the way for next 
year’s crops. 

You can make your store known as the 
True Temper headquarters by an attrac- 





(Square Bye. tive display of the tools shown on this 
Cat. No, G-E-3-0 page. Tool Tags, the silent salesman, ° 


which we will gladly furnish on request, 
can be attached to each tool. 


If you haven’t already done so, write to- 
day for the True Temper Plan for in- 
creasing steel goods sales, as shown in 
our booklet, “Profits Every Month in 
the Year.” It’s free! 





Branded on 
the handle of 
every genuine 















Italian Grape or e . 
Grading. Ioe The American Fork and Hoe Company 
os aoe General Offices, Cleveland, Ohio TRUE 
TEMPER 


Makers of Farm and Garden Tools for Over 100 Years 


RUE |EMPE, 


tool 


OLS 


FARM AND 
GARDEN 








English Digging 
Fork 
Cat. No. E-D-4 


J Regular Four Tine 
Manure Fork 
Cat. No. 044% 
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Service 


UST as nothing 

succeeds like suc- 
cess—so nothing satis- 
fies like service. The 
product that is long on 
service is not long on 
the hardware mer- 
chant’s shelves. Hence 
our message to you~ 


Keep Quikwerks—= 
They Keep Customers 


THE WARREN TOOL 
& FORGE COMPANY 
240 Griswold St., 
Warren, Ohio 


Haha taal 


FORGED TOOLS . 


Mattocks Hammers Wedges 
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Above is pictured the sturdy, 20-inch, 12-wheel locomotive of the ‘‘President’s Special”, crack 
6%-foot American Flyer electric train modeled after the famous 20th Century Limited. 
This handsome train heads the finest line of electric trains ever offered to the trade! 


The Dealers Have Spoken 

















Triple Action Remote Control 


—an exclusive American Flyer fea- 
ture. The control can be set to per- 
form: any one of three actions—at 
will—anywhere along the track: (1) 
stop a forward-moving train, and 
when the tfain again starts cause it 
to back up; (2) stop a forward-mov- 
ing train, and allow it to continue 
going forward when again started; 
(3) stop a train that is backing up, 
and allow it to continue backing up 
when started again. 


ELECTRIC TRAINS 
$5.75 to $55 


MECHANICAL TRAINS 
$1.25 to $5 





The dealers of America have spoken. Spoken in unmistakable 
terms of our 1927, 20th Anniversary American Flyer Rainbow 
Line. They have ordered from their jobbers, and their jobbers 
have ordered from us, until already we are working our factory 
overtime and increasing our shipping facilities. 

We tell you of this to avoid your later disappointment. We 
cannot too strongly urge you to ORDER NOW. There is only 
one American Flyer 20th Anniversary Line — only one “rainbow” 
line with each train in a different, brilliant color—only one line em- 
bodying all the features and advantages offered by American Flyer. 
Take advantage of the opportunity. Then there will be no ques- 
tion about your getting American Flyer equipment —all of it you 
will need. 

In addition to its outstanding features of construction — and 
in addition to its powerful national advertising — American Flyer 
offers another advantage that bears directly on your profit. The 
1927 “rainbow” line has been “boiled down”. It is complete — yet 
has no “slow movers”. You can carry a full stock without over- 
investing. You can enjoy an unequaled rate of turnover and profit. 

Order your American Flyer trains and accessories from your 
jobber—NOW. Ask him for our new 1927 full-color catalog—or 
write us for a copy. 


“Over Six Million Satisfied Owners” 


AMERICAN FLYER MFG. CO. 
2219-39 South Halsted Street, Chicago, Ill. 


Visit our permanent New York display, “Toy Center” 
200 Fifth Avenue 


General Distributors for Structo Toys 


Sfnecican Hyes 


y Transformers Electric Trains Mechanical 4/ Trains 








| 


* 
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The Evolution of a Perfect 
Night Latch 


Mechanical perfection is of prime importance in any 
successful lock. The Ilco night latch is constructed 
with a positive lever cam action. There are no 
wearing parts, the action is smooth and rapid. 
We are pleased to announce the final step 
in improvement of a night latch that com- 
pares second to none in quality. Against 
the lustrous black japan finish we have 
now placed the most harmonious 
color match possible—a beautiful 
golden bronze knob and slide 
button. The ensemble of cyl- 
inder and latch present a 
most attractive and pleas- 
ing appearance, and al- 
though the cost of 
this change is con- 
siderable there 
will be no ad- 
vance in 
price of 
our night 
latch. 


Enjoy Greater 
Profits By 
Handling Our 
Glass Knob 
Set No. 250-B 


This Mortise 
set is sturdily 
constructed and 
presents a neat, at- 
tractive appearance. 
Each working part is so 
constructed that the bolts 
may respond easily and 
smoothly. The face is firmly 
riveted and rust proof. All glass 
knobs are beautifully designed, 
ground and polished with a special 
silver backing which gives a high mir- 
ror finished lustre—in short, a real buy. 


@INDEPENDENTIOCKCO,@® 


72-80 Winter St., Fitchburg, Mass., U. S. A. 




















BRANCHES 
183 West Lake Street 23 Warren Street 2109 Cass Ave. 
Ohicago, Ill. New York City Detroit, Mich. 
523 Commerce Street 121 2nd Street 406 Wall Street 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys, Hardware 
Specialties, Key Cutting Machines, Etc. 
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Again, Wheeling Hardened Steel Cut Nails 
emphasize their superiority for hardwood 
flooring application. This unretouched photo- 
graph shows Wheeling Cut Nails driven 
through heavy cold metal plate without 
bending. 


Say to Your Trade: 
“You Can Drive Them Home 


Every Time!” 


Wheeling Hardened Steel Cut Flooring Nails have 
made good with the carpenter because the carpenter 
makes good with nails that go straight to their 
mark and hold—nails that can stand the hard 
blows without bending; no waste, no delays. 

“From Mine to Market,” Wheeling Cut Nails 
are the product of one organization which is in 
complete control of the quality at every. stage of 
manufacture. There are styles and sizes for every 
purpose. 

Your jobber will supply them,—also Bright Wire 
Nails, Cement Coated and Galvanized Wire Nails. 


WHEELING STEEL CORPORATION, WHEELING, W. VA. 


WHEELING 
CUT NAILS | 
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PRIEST’S CLIPPERS 

































s POPULAR PRICES 
FOR CONTINUAL SALES 








Bobbed hair has ceased to be a fad—IT IS 
NOW A CUSTOM that will put profits into 
your pocket. Hair clippers are more in de- 
mand than ever before, and popular priced 
clippers lead in sales. 


PRIEST’S CLIPPERS are popular priced 
for continual sales. They are light, keen, and 
attractive. Expert, Comfort, and La Mode 
styles have IVORY HANDLES that con- 
trast with their highly polished bodies and 
appeal to every woman. 





Remember Priest quality and Priest service 


are back of every clipper! 

















AMERICAN SHEARER MEG. Co. 


NASHUA, N. H. 
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THE STEVENS HOTEL 
CHICAGO 


Holabird & Roche, Architects 








A Tribute to Leadership 


Chicago Spring Hinges have long been recog- 
nized for quality, durability and efficiency. 


Many leading hotels and public buildings have 
installed these well known hinges and are 
pleased with the service they give. 


Note the list—these are only a few :— 


Federal Reserve Bank, New York 

Pershing Square Building, New York 
Commodore Hotel, New York Blackstone Hotel, Chicago 
Ritz-Carlton Hotel, New York Drake Hotel, Chicago 
Biltmore Hotel, New York Union League Club, Chicago 

Palace Hotel, San Francisco 
Michigan Central Station, Detroit 
Union Station, Chicago 





Triplex Type Hinge Simplex Type Hinge 


What a tribute to leadership! 


Send for Catalog K42 








~~(CHICAGO)-~ Chicago Spring Hinge Company, ~-(CHICAGO)— 
SPRING HINGES a ae SPRING HINGES 


Look for the Trade Mark 





























| Look for the Trade Mark 
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DEXTER 


TUBULAR LOCKS 
and LATCHES 


Possess 


| Advantages 
An Interior Latch 


With Locking Rose That Make 


A rather new but already mighty popular mem- 
ber of the fastest selling line of locks and latches 
in America. This latch literally sells itself to 


« 
every progressive builder who inspects it. E U e Y y Tr | rel I 


Every one he installs nets him a substantial sav- 
ing—the cost of a lock and in addition the saving 
of about 4/5 the cost of installing the ordinary 


mortise latch. All Dexter Latches are installed 
by simply boring two holes and slipping in the NY oe | tea y 
parts. 


The locking rose offers perfect security and con- 
venience, Just a finger touch locks the door and 


there are no keys to lose. Like all Dexter Latches p : b | 
it is procurable in any finish of brass, with brass, — ae) fi 1 t re | e 
plain glass, or diamond cut glass knobs, or any 


combination of knobs. It will grace any interior 
and work perfectly for a life time. 


DEXTER Locks and Latches are made in a Customer 
a 


variety of models appropriate for every door in 
the house—jincluding screen doors — cupboard 
doors and French windows—all positive in action, 
practically indestructible. 


It will pay you handsomely to stock Appropriate Models for 
this line. Investigate at once! Every Door in the House 


NATIONAL BRASS COQ. Including Cupboard Doors 


1611-19 Madison Ave., Grand Repids, Mich. Screen Doors and French 


Windows. 


Locking ie P Rose 
Pending 


All Installed 
Without Mortising 














Simply 
Bore 2 Holes 
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Extra quality sells Myers Pumps—“sells more of them at better profits 
the entire year through,” so says one of our dealers in a recent letter to us. 
And what they are doing for him and for hundreds of other dealers they 
will do for you. 


Distinctive lines, long characteristic of Myers Pumps! !! numerous 
time and labor saving features! ! ! pleasing color finish combinations! ! ! 
long lasting, trouble free service!!! supported by the name MYERS, 
a quality mark of “Honor-Bilt” Pumps, appeals to all classes of pump 
buyers. 


If you are not already a Myers dealer it will pay you to investigate the 
complete line of Myers Hand and Power Pumps for Every Pur- 
pose. Remember—Myers Pumps are making friends and money for 
hundreds and hundreds of Myers dealers. The same opportunity awaits 
you if you act today. Write or wire. 








Take a 
The 
MYERS 
PUMPS 


“WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 











TH F.EIMYERS & BRO.¢o. 


ASHLAND, OHIO. 

Manufacturers for over ‘Years of MYERS HONOR-BILT PUMPS for Every 

WATER SYSTEMS-HAY GRAIN UNLOADING TOOLS ~ BARN,FACTORY end 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. 














The 


MYERS 


| SUBMERGED 


CYLINDER 
PUMP for 
DRILLED 
or CASED 
WELLS 
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HARDWARE AGE CATALOG 


1927-1928 EDITION 
The Source of Hardware Information 


Hardware Jobbers and Retailers all over will find this their greatest buying help 
as usual. 


6,000 additional listings and corrections make it more valuable than ever before. 
It represents our contribution to the greater progress of the hardware trade. 


Hardware Age, 239 W. 39th Street, New York 
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Note these 
exclusive 
features — 






LEG SHOES 









RIVETED 
CHANNEL 
LEGS 


They mean 


Profits to 
You- 












10 SPOKE © 
WHEEL — 


L SELF LUBRICATING 
BEARINGS 


Sales efforts are greatly reduced by the appearance 
and definite quality of the product you sell. 
When you sell Sterling Wheelbarrows you sell a 
product far superior to any other on the market. 
You can safely say there is no better wheelbarrow 
made. 

Many exclusive improvements in both construction 
and design give you positive selling arguments 
which save sales efforts—more sales—more profit. 


. The Sterling line 

One Sterling includes” a soheel 
. ° arrow or ever! 

Sale Creates There is a Sterling stock near you to assure coun: ree 
prompt delivery on your rush requirements. now for our hand- 

some catalog and 

Another STERLING WAREHOUSES: a 


Chicago New York Detroit Cleveland St. Louis Philadelphia 


ie & | 
ORE THAN STE 
v v 





STERLING SGambny evecwenen i ee mere | Wi scons in 
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“Burning the 
Midnight Oil” 











When the modern dealer runs out of merchan- 
dising ideas, he no longer “burns the mid- 
night oil” to think up something new. He 
looks over his file of HARDWARE AGE and 
finds, in the stories of what other progressive 
dealers are doing, many ideas that can be 
adapted to his own needs. 


Let your sales people look over HARDWARE 
AGE when there’s a lull between customers. 
Doing this will keep you and your whole 
(pay (pay pay sales force plentifully supplied with sound 
merchandising ideas—ideas that will move 
Wise Dealers merchandise. 
Read and Follow 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 
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What 


another 
jobber 
thinks of 
PYRENE 
OFF’N’ON 
Tire Chains 






- ow 
o rr) 
qvi 4 a cnei™ 
ru C) 


“We feel that the quality of your chains, together 
with the close co-operation of your salesmen 
with our sales force, have aided us in receiving 
the majority of the tire chain business in the 
territory which we serve.” 


PYRENE /( } 
TIRE CHAINS 


Positive Lock—Slip-On Link 














Makes Safety Certain 
Pyrene Manufacturing Co. Newark, N. J. 
ATLANTA CHICAGO Bran ANSAS CITY SAN FRANCISCO 


Makers of all types of Hand Fire Extinguishers and Chromine Radiator Freeze-Proof 
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Metal Weatherstrip 


Why not cash in on cold weather? Now is the time 
when your customers begin to feel the chill, shiver in the drafts, 
complain about cold rooms, and need Weatherstripping. 










You ought to push this timely spe- 
ciality as hard now as you push lawn- 
mowers in April and turkey roasting 
pans in November. For now’s the 
time to sell it. 

Here's a high-grade, low-priced, metal 
Weatherstrip like none you ever saw 
before. It does the work; keeps warm 
air in, shuts cold air out. It lasts and 
it satishes. “Tac-Ezy™ is its name and 
the name describes it. 


























Made of real spring bronze, stout and 
sturdy. Hemmed on both edges for 
added strength. Tack-holes punched 
clear through. Special bronze tacks 
and full directions furnished. 


This is a better Weatherstrip at a price 
everybody can pay. Your profit is 
100%. Comes in 400-foot coils or in 
ready-cut lengths, Send the coupon 
for our special introductory offer. 




















ao ee ew aw oe ee ee ee ew oe oe « -_— oe oe oe oe oe oe oe oe on 


Tac-‘Ezy Metal WeatheistripCo. 
4026 Penrose St., St. Louis, Mo. 


Send samples and prices on Tac-Ezy Metal Weatherstrip to 
ee 
Address... . 














WS.75A Dish Drainer 


Retails from 50c to 75c 


More housewives are using dish drainers each year. You should 
sell several gross of dish drainers in February, March, April 
and May, during the housefurnishing months. 

Get lined up right on the most popular dish drainer number. 


WS-115 
a Dish Drainer 




















a 


Retails from 35c to 60c 


r WS-119 
Dish Drainer 









agen — oe 
ae ey 














. 


Retails from 25c to 35c 
Your Jobbers can supply Union Dish Drainers. 
Send for New Catalog No. 427 


Union 


Steel Products Co. 


Albion Dept. 70 Mich. 
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American Steel & Wire 
Company 





American, 
Royal 
Anthony, 
U. S., 
National, 
Monitor 
and 
Prairie 
Fences, 
Steel Gates 
and 
Steel Posts 


These products are nationally adver- 
tised—made in the most up-to-date 
plants—are the result of more than a 
quarter of a century experience and 
are backed with the strongest possible 
guarantee, You insure having satisfied 
customers and steady patronage when 
you sell any of the above brands. 

















Dealers Wanted Everywhere 


American Steel & Wire 


ompany 
: Chicago, New York, Boston, Cleveland, 
Worcester, Philadelphia, Pittsburgh, Buffalo, 
troit, Ci ti,Baltimore;' arre,St. Louis, 
Kansas City, Minneapolis, St. Paul, Oklahoma City, 
Birmingham, Atlanta, Memphis, 8, ver, 
Salt Lake City, U. S. Steel Products Co., San 
rancisco, Los Angeles, Portland, Seattle. 











Mr. Jobber— 


Are you satisfied with your sales 
on Ash and Garbage Cans and 
Pails? If not, we have a propo- 
sition that will be of more than 
usual interest. 


With Witt Cans for your better 
class of trade and the Brighton 
Line for those who prefer a good 
can at a low price, you tie-up with 
our national advertising and can 
get your share of this profitable 
business. 


An opportunity to tell you the whole 
story will not obligate you—yet it will 
probably result in our working to- 
gether for increased sales and profits. 
To whom shall we send it? 


The Witt Cornice Company 
2111 Winchell Ave. 


Cincinnati, Ohio 


Manufacturers of 





S| 


CANS and PAILS»: 
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Heavy Gage, Copper Bearing, 
Rust-Resisting Steel ana Expert 
Mechanics under Rigid Inspec- 
tion, assure a product of great 
durability that satisfies the 
consumer. 


QUALITY — QUALITY — QUALITY 


OF THE HIGHEST DEGREE IS EMBODIED IN ALL 


‘Norwood’ Products 


ORNAMENTAL WIRE LAWN FENCE 
TREE and FLOWER GUARDS 


CONSUMERS 


difti. FACTORY FENCE jm, 
ee. TRELLIS & * 


GATES 


By means of Regular Adver- 

tising and Dealers’ Helps we 

are creating a demand that 

secures a very profitable 

business for both the Dealer 
and Jobber. 


. 
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Our Proposition to the Jobber and Dealer Is Very Interesting 


H. L. BROWN FENCE & MFG. CO. 
CINCINNATI, OHIO 
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Allith 


“11-80” 


Garage Door Hangers 


with Allith original round track, on which roll 
the machined cast hanger wheels, forms a free 
running, quiet combination that has no side 
friction whatever. The “11-80” cannot balk, 
or jam, or stick, and it won’t jump the track. 












~ Swivel type; reversible; vertical adjustment; 
hardened steel axle; lubricated roller bearings. 
11-80” is for 3, 4, 5 or 6 door openings. It 
costs no more than the ordinary flat track type 
—and costs less to install. 


Write for catalog No. 95. 


Allith-Prouty Company 
Danville, Illinois 


Garage Door Hardware Spring Hinges 
Fire Door Hardware Overhead Carriers 
Rolling Ladders—Door Hangers 
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wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized or hot 
galvanized. Also 
stove bolts, sink 





bolts, hanger bol | * e 
and specialties. Everlasting Steel Shelving 
Miltions s of product Is a Better Investment 
Ftc cals. than Wood 
B80 omy - the ong a a = 
| REED & PRINCE MFG.CO. BF Blech = 
¥ WORCESTER, MASS..U.S.A. wood shelving. 








5 ASTIN BRAID) GRC) 1h NORTH EERO. Your investment in GF Shelving is not 
subject to the rapid depreciation that 
makes wood shelving poor business. In one 
or a thousand installations or re-installations, 
the same value is there. The same rugged 
strength —the same clean-cut appearance. 
The baked-on olive enamel never chips or 
cracks—the structure never sags or totters. 


The space-saving steel construction in- 
creases storage capacity 10 to 20 per cent. 
Check the coupon below for the services 
of an experienced layout engineer to assist 
you in your storage problems. Send for 
the book “Saving with Shelving.” 

THE GENERAL FIREPROOFING COMPANY 

Youngstown, Ohio; Canadian Plant: Toronto 


Branches and dealers in all principal cities 
The GF Allsteel Line: Safes + Filing Cabinets + Sectional 


Of Giree « Desks + Tables + Shelving + Tranter FO 
Cases + Storage Cabinets - D t Files « Supplies JI 


Inventories are easier with 





















SHELVING 


Attach this coupon to your firm letterhead 
THE GENERAL FIREPROOFING CO., Youngstown, Ohio 






O Please have an experienced layout engineer call. 
D Please send book “Saving with Shelving.” 









Address 
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For Carpenters 


No. 660 is one of the 
best selling pencils on the 
market to carpenters and 
builders. 

Its mark is easily read 
and its red finish makes 
it easy to find among the 
tools in a crowded chest. 

Keep stocked on this 
pencil that marks up 
profits and satisfied cus- 
tomers. 


For Lumbermen 


No. 1151 is a popular 
seller to lumber yards, 
railroad workers,  sur- 
veyors, steel mills, ship- 
ping clerks and many 
others whose jobs require 
a weatherproof and water- 
proof pencil that is just 
right for their work. 
Obtainable in nine colors 
listed below. 








For Hardware Stores 


No. 792 is made for 
YOU, Mr. Dealer. It’s 
the plainest marker you 
ever used to mark prices 
and other information on 
pots, pans, glassware, 
tinware, aluminum and 
all polished surfaces. Try 
one, 








° PENCIL COMPANY 
fone ha 

















----—--- Blue 






Ne 1151 - 





Special Black 





No. 1151 
Nine Colors 


Pee SES Se Se ee FE FS FF FF Fe FF | 


‘HIT THE TRAIL HOLIDAY’ 


It’s a far cry from the mushers of ’49 to our present- 
day tourist. The glamour of “Gold” has long since 
gone but still an endless stream of wanderers flow 
through the beauty-spots of our country, drawn on by a 
greater lure. 






































And while some prefer to frequent hotels and farm- 
houses, still a great portion prefer to “rough it,” in 
emulation of “those who have gone before.” There 
is a no more rabid body of hobbyists than these 


campers. 


You don’t have to search them out in your locality 
to sell them. A well-arranged window display of camp- 
axes, cots, camp furniture, hunting knives, tents, fishing 
tackle and other things dear to the heart of 
the lover of the “out-doors” will draw them 
to your store. 
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For the HOLIDAY Trade 























No. X447—9 Piece 
Carver and Steak Set 


ever>tain 


Gifts that give a “Cutting” Satisfaction 





No. G4550 
Kitchen Set 


No. G3500 
Kitchen Set 


Get them through your Jobber. 


THE ONTARIO KNIFE COMPANY — FRANKLINVILLE, NEW YORK 








Y) 
(Use in a Gillette Type Holder ) 


Radium Blades Are Sales Builders 
—Keep Your Stock Complete 


Shavers who use Radium Blades once always use them. 
That wonderfully long lasting intensely keen wide beveled 


Wh Ee 1 Pe edge gives a clean smooth perfect shave. This blade is 
y Ae 72) ge made from Swedish razor steel tempered, ground and 
RA 3 U honed by experts. Its growth in volume of sales in 
> hardware stores is phenomenal. 
18. Mr. Jobber—There’s a good profit for you in handling 
Radium Blades. It’s greater if your stock is always full Pi 
ready to fill your dealers orders. Let us cooperate with fe 


you by furnishing Window Signs, Counter Displays ¥. 
and other selling helps. LZ, Ce 











OTTO ROTH, Inc., The Radium Cutlers 7 o * : 
Newark, N. J. xD oe sa 
She. - 

are Better Blades Wiebusch & Hilger, Ltd., SIP ooo 


" 106-110 Lafayette St. s iB: 9 ae 
Because they give more satisfy- New York of or Pr 
i er shave. Yi rn 

— shaves - less cost P General Selling Agents for U.S.A. e 2 > 
One blade has been known to To whom all communications aS j ; 
give 50 clean, smooth, satisfying should be addressed. ye XS ¢ 


shaves. 





% 
Zn, 

> 
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Vivot Bearing 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 





SHARK BRAND CHISELS 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
ESKILSTUNA, SWEDEN 


BEAR THIS TRADE MARK 


Mark 





SHARK BRAND CHISELS, made 
from the finest Swedish charcoal 
steel, are sturdy and well made and 
craftsmen and lovers of good tools 
appreciate their quality. 


Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to 
you. 


Butt Beveled Edge, Regu- 
lar Beveled Edge, Socket 
Chisels. 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 
SCANDINAVIAN 
WESTERN IMPORTING CO., Ltd. 
116 Broad St., New York, N. Y. 


Minneapolis, Seattle, Montreal, 
Minn, Wash. Can. 








—_. ws 








CHRADE ()AFETY 
Push Button Knife 


No Breaking of 
Singer na wi 


. — Safet 
Lock 


Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE- LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARE 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden N. Y.—Middletown, N. Y. 














Paint, 

Like 
Advertising, 
Works 
Wonders 


MILLION dollars a letter is the value placed on a slogan 
used to advertise Paint and Varnish. 


What made the “Save the Surface” slogan so popular— 
good advertising and the thought it contained: To save 
property as well as improve its appearance. 

Now Paint, like advertising, can be made to work wonders. 


But don’t expect dealers to spread your paint story and 
consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 
medium. 

That medium is the “Monthly Paint Section” of Hard- 
ware Age. 
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Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 














of 


- WE might as well be out of Saws, 
as out of your Sets,” writes a 
That’s the way a 


prominent retailer. 
great many dealers feel about our 
goods, and it is our constant effort to 
merit their approval. 


Our Sawsets, Bench Stops, Nail Pull- 
ers, Punches, Seal Presses and Liquid 
Soap Dispensers are made as good as 
money can buy. They are profitable 
for the dealer, and a joy to the user. 


CHAS. MORRILL, Inc. 
102 LaFayette St., New York City 





Hn nnn 


Seas 








LAWN MOWERS 
for 1928 





Stearns Lawn Mowers have given the 
highest satisfaction for more than a quarter 
of a century. Their superior construction 
coupled with past performance makes 
them easy to sell. 


The new Stearns line 


comprises many attractive models at prices 
which enable you to meet the requirements 
of every customer. 


In addition to our popular Ball Bearing 
Models we are now bringing out a New 
Model No. 35 Stearns furnished with the 


well known : 


HYATT Roller Bearings 


Jobbers and dealers should send for Literature and 
Discounts on the complete Stearns line. 


Manufactured by 


E. C. STEARNS & CO., INC., Syracuse, N. Y. 
Makers of good hardware since 1864. 


Lawn Mowers, Lock Fast Gates, Saw Vises, Clamps, Floor Scrapers, etc. 


Sales Representatives 
W. R. Voorhees & Co., 417 Market Street, San Francisco. 
Thomas A. Troy, 150-152 Chambers Street, New York. 
Deveney & Palmour, 707 Fourth National Bank Bldg., Atlanta, Ga. 


Canadian Representative 
George J. B. Ramsden, St. Thomas, Ontario. 
A TNA RITE ESCA RRR ANE 


WUT PUEEUETETETE EEE 
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OPPE’S will help you keep them moving if given a chance. 
Display it in your gun window, with price cards. The 
hunters know Hoppe’s—need it—will come in for a bottle, a 

can or a tube. 
Glad of an excuse to spend a little small change and talk 
hunting—they’re ready-made prospects for gun salesmanship. us. 
FRANK A. HOPPE, Inc., 2314-H N. 


Small Sales Often Baa 
Lead to Big Ones 


Helps Sell Your Guns 


And that small change mounts up too—a good profit for you. 
Hoppe’s Nitro Powder Solvent No. 9 for cleaning bores of all 
firearms like new and preventing RUST. Long recommended 
by the U. S. War Dept. 
Gun Grease. Order from your Jobber. If he delays, please write 





A customer for a 
bottle, a can or a tube 
of Hoppe’s is a pros- 
pect for much more. 


Hoppe’s Lubricating Oil and Hoppe’s 


Cleaning Guides for your customers FREE. 


8th Street, Philadelphia, Pa. 
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Find Taplin 
Egg Beaters 
Best Sellers 


One dealer wrote us: 
“We think you have 
the best egg beater on 
the market and sell at 
least three to five of 
yours to one of all other 
makes.” 


Your customers will 
especially like the Tap- 
lin double dasher, cen- 
ter drive egg beater. 
This beater runs like 
lightning, beats and 
whips perfectly and 
doesn’t blind or get out 
of order. 


It is very attractive and 
strongly made. The 
iron frame, gear and 
Pinions are accurately 
cast and hold their 
shape permanently. It 
has thirty years’ experi- 
ence back of it. 


Write for Literature 
and Prices. 


THE TAPLIN 
MFG. CO. 


New Britain, Conn. 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 

Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

: Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oi] and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 

Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. very sales manager should 
bave one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current Kighth Edition. 


Hardware Wholesalers find Verified List of great value in 
' “checking” their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











UFKIN “RED END’ RULES 


STRIKE PLATES SPRING JOINTS 
A NEW AND BETTER RULE, OF SUPERIOR QUALITY, FINISH AND 
APPEARANCE 


Snow White and Cream Enamel Finishes, Beautiful and Durable. 
Working, Rust Proof. Brass Strike Plates, Preventing Wear in opening and closing. 
as well as without Folding Hook. Gloss Red Ends dress up and distinguish these rules. 


THE [UFKIN fpULe £0. 


SAGINAW, MICHIGAN 
NEW YORK WINDSOR, CAN. 


TAPES—RULES—TOOLS 


Spring Joints of Solid Brass, Firm, Smooth- 
Rules furnished with 
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For Making Signs and Show Cards 





Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, 


The VALUE of DISPLAY 


The dealer who makes a snappy display of certain goods 
and uses attractive, neatly lettered Signs, Show Cards 
and Price Tickets to direct attention to their features and 
prices is merchandising along profitable lines. 

For making attention compelling Signs 
Cards, nothing equals the STENCILOR. 
use it and it doesn’t cost much. 


and Show 
Anybody can 


Send for Folder and Samples of Work. 





DISPLAY MATERIAL COMPANY 

774 Grand Ave., ST. PAUL, MINNESOTA 

DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 


Eastern Agents: 


Ont. 

















For the Life of a Lawn— 
The New 


SHERMAN DIAMOND 
HOSE NOZZLE 


A perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in less 
time. It throws more water 
farther —thus shortening the 
important hours of lawn and 
garden sprinkling. A larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off. 





%” Size 
; Only 


Order a dozen Diamond Nozzles 
in display carton featuring ‘‘Per- 
fect ay” from your Jobber. 
Individually wrapped in tarnish- 
proof paper. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 








NY 
FOR 
‘EVERY HOME 
Sells on Sight 


and the 


O y ° MW 


ACARDED ASSORTMENT OF Oval” 
SHEARS. A STANDARD NUMBER 


i 
THE ACME SHEAR CO. 


Bridgeport, Conn. 
Famous Since 1874 





























an 






SEE THAT YOU|| , 
GET IT fl-p 


IMITATIONS 









.'*% REMOVABLE STEEL CLOTHES POSTS 


If your Jobber can’t supply you, write for folder describ- 
ing Banks (Patented) Removable, Green Enameled, Orna- 
mental Clothes Posts, Pulley Poles and Flag Poles. 

Made of the highest grade Carbon Steel Tubing obtain- 
able. The “Ace of Clubs Top,” our Trade Mark, identifies. 4 | 
Prices within the reach of every home owner. Cost less 4 
than wooden posts and will last as long as the house. ! 

We also have a Patented Parkerized Process, absolutely 
ov Rust Proof clothes post. Not subject to weather or age and { 
on retaining its bright gray or green finish. Write for prices. ...f.. 


Banks Steel Post Co., 128 Wakeman Ave., (North) Newark, N. J. S er 


BANKS 


FOR WASH DAY 














FINE QUAL/TY ANO FINISH 
MADE /N POPULAR S/ZES 

















230 HARDWARE AGE for OCTOBER 27, 1927 














It’s Put Up in Tin Containers 


If Rubyfluid Soldering and Tinning Flux cor- 
roded metals we wouldn’t continue to put it up 
in tin containers. 
Not only is Rubyfluid non-corrosive, but non- 
explosive. It’s safe to sell, because safe to use. 
Send for Free Samples and Trade-prices. 


RUBY CHEMICAL CO. 
68 McDowell Street, Columbus, Ohio 















DIAMOND 
' WRENCHES 
are Drop Forged Steel 


Scientifically hardened 
and drawn in _ oil. 
Jaws like a cold chisel. 
For heavy constant 
garage and shop use. 
The most complete 
line of adjustable 
wrenches made. 


DROP FORGED 
STEEL CLEVISES 


Sizes 3% and 4%. For Wag- 

ons, Implements, Tractors or 

Trailers. Drop forged from 

special analysis steel and 

heat treated to insure great 

strength and long wear. 
Write for catalog. 


. 4622 Grand Ave., 
Diamond Calk Horseshoe Co. pica Mine, 


Drop Forged 








Detroit, Michiga: 
- = = 45 Warren St. 
Bish Bidg., San Francisco 





New York Office, B. S. Alder Co. - 
William P. Horn Co. - *  # 
C.F. Gallager - 


O.C. Andersen - + - 
Grant-Chater Co. - - 











The Improved BR K hal Door Closer 
7 e e 


REG. U. 8. PAT. OFF. 
MEANS GREATER PROFITS TO YOU 


These scientifically constructed hydraulic door 
closers are made in six sizes. FIT and operate 
all doors. Strong, handsome in appear- 







We Guarantee 
You 100% 
Service 

and Our 
Prices 

Will Appeal 
to Your 
Customers 


The Most ‘Powerful Door Closer 
on the Market, Size for Size 


Send your trial order TO-DAY and request our 
catalog No. 30 for other money-making items. 


Several choice territories open to live representatives. 


UNITED HARDWARE & TOOL CORP. 
78 Reade St. New York City 


eee JEFFERY’S 


[SS 


Marine 


Glues 


Hand Out the Cans—Ring Up the Sales 
Save time and selling costs. Customers show no 
indecision in choosing marine glues—Jeffery’s has 
been the standard over 50 years. Ev boat and 
canoe-owner needs _ it. rite for ls—and 
profits! 


i LW. Ferdinand €Co.¢"y 


Boston, 


ve 8 152 hneeland Sireet 


























Geo. W. Diener Mfg. Co. 
400 N. Monticello Ave., Chicago, lil. 


























HarDWARE AGE for OCTOBER 27, 1927 4 231 











Just Off 
the Press! 


Being a wide awake 
dealer you will be in- 
tercsted in knowing the 
many styles of Mur- 
or? Stay Sharp 

nives—sure sellers 
that will pay you well. 
This complete catalog 
fully illustrates and de- 
scribes the complete 
line of Stay Sharp 
Knives. Your copy is 
ready to ualbnel for 
it today! 


R..MURPHY’S 
<STAY SHARP> 


TRAOE MARK 











Shoe Knives Stencil Knives 

Oyster Knives Manual Training Knives 
Skiving Knives Furriers’ Knives 
Rubber Knives Cigar Knives 

Collar and Cuff Knives Pruning Knives 

Kitchen Knives Roofing Knives 

Paper Hangers’ Knives Oil Cloth Knives 


and other special knives for special purposes are made well and look the 
part. The secret of their lasting keen edge is in the specia] tempering 
process perfected and used by us since 1850. Build good will and greater 
sales through Murphy’s Stay Sharp Knives. Don’t fail to send for your 
copy of our book which illustrates both our complete line and the special 
display cartons! 


ROBERT MURPHY’S SONS COMPANY 


AYER, MASS. 





WINSE 


WORK GLOVES 723°. Or TIME 






















TIME —A period by 
which the usefulness, 
serviceability and sat- 
isfaction of wor 
gloves can be definite- 
ly measured by your 
customers. 


It is this Time-Test 
that has made TWIN 
SEAM Work Gloves 
popular sellers every- 
where. 


Order From 
Your Jobber 











No. 444 KS (Illustrated) 
Guaranteed wear. Guaranteed qual- 
ity. Guaranteed Value. Made from 
heavy Striped Flannel and genuine 
Horsehide leather. Leather finger 
tips, continuous leather thumb, leath- 
er knuckle strap and wrist protector. 
Extra large Duplex Gauntlet Cuff. 


U. 8S. GLOVE CO., Manufacturers, Marion, Ind. 














LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 
1927 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 

















No. 10 Ball-Bearing 
No. 110 Cone Bearing 
(2-inch wheel) 
2 popular numbers from a complete line of Ball 
Bearing, Cone Bearing and Axle Bearing pulleys. 






GRAND RAPIDS 


OM PANY 


ALL - STEEL 


SASH PULLEYS 


s 
Grand Rapids Hardware Co. Pg 













558 Eleventh St. e** 
Grand Rapids, ° 

Michigan es 

U.S.A. go POO se 





oe 
ete a 


oo” 
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Stone Splitting 
Wedges and Shims 


Complete catalog of 
Stone Working Tools 
and Supplies on request. 


Trow & Holden Co. 


Barre, Vermont 











We make a line of moderate priced serviceable 
teal> and specialties which enjoy a large sale 
~ farmers and householders. 


They include hammers, pliers, hatchets, house 
axes, pitching horseshoes, malleable iron washers, 
tool kit assortments, auto wrenches, etc. 


Send for Catalog. 


Craftsman Tool Company 





Champaign, Illinois 








Attractive Stores and 
quicker sales are made 
possible with GREEN’S 


Cabinets 


and 


Stock Boxes 


for the convenient han- 
dling of shelf hardware 
and all small parts. 





PRICE 89.00 


For this 25 drawer cabinet complete 
un osk finish, Size 25”%x21”x11". 
Other sizes and assortments at pro- 
portionate prices. 


Write for new illustrated 
price list. 
The Green Co., Inc., 250 W. 57th St., N. Y. 








YY. 


i Satisfied 
% Customers 


Profitable | 
Sales 


Lf 


Bea Russell Jennings Mfg.Co. 





We are in position to make 


IMMEDIATE DELIVERIES 


on Stove Pipe 
Stove Pipe Elbows 
Sheet Iron Heaters 
and Other Specialties 


JACKES-EVANS MFG. CO. 
1944 N. MAIN ST. ST. LOUIS, MO. 











Chester, Conn. 21-132 
Since 1880 
Uniform Quality 

Hair Clippers 

Horse Clippers 

Electric Animal Clippers 

'  Jobbers Desired for a Few 
Territories 


COATES CLIPPER & MFG. CO. 


Worcester, Mass., U. S. A. 








Fastest Selling Clothes Closet Hook 


Home owners, builders and everyone wants 
DACOR six in one clothes hooks. Holds six 
coat hangers without crowding or slipping. 
finished in lacquered brass. Sells in sets 
of 3 or 12, complete with screws. 


SEND TODAY for display box 
of one dozen DACOR hooks if 
they are not in your stock now. 
Watch how fast they sell. 


DAVIS TOOL & ENG. CO. 
6481 Epworth Blvd., Detroit 










Speed Up the Wheels 
of Industry 


Write to your jobber today for any 
of the merchandise advertised in 
Don’t wait for the 


jobber’s salesman. You may forget. 


these pages. 
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IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Cata 


logue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 
Chicago: 108 W. Lake St. 
: 717 Market St. 


New York: 151 Chambers St. 
San Francisco 





This Handsome Metal Display Cabinet 
Free with Every Premax Order 


There’s no time like the 
present to cash in on 
house numbers. Write us 
for full details on this 
modern sales method and 
its complete assortment 
of Premax House Num- 
bers, including the popu- 
lar Hy-Caste and De- 
Luxe Models. 


PREMAX PRODUCTS 
NIAGARA METAL STAMPING 
CORP. 


Dept. HA-6 
Niagara Falls, New York 























It pays to feature 


EVEREADy 


COLU 


MBIA 


Dry Batteries 


- they sell faster 


Manufactured and guaranteed by 


NATIONAL Carson Company, Inc., New York, San Francisco 
Kansas City 


Atlanta Chica 





Canadian National Carbon Co., Limited, Toronto, Ontario 


Zo 


in enn 
a 








al 











Signs Do It 


Usually before’ sales 
are made goods mast 
be seen. Nothing 
attracts attention to 
merchandise so quick- 
ly as neatly lettered 
signs and price cards. 


Any clerk 
can make 
them with a 
National 
Card 
out- 


Show 
Writer 
fit. 
Send for 
Folder. 
NATIONAL SIGN STENCIL COMPANY 
Manufacturers of the NATIONAL SHOW CARD WRITER 
1602 University Avenue Saint Paul, Minneseta 

















Will pa 
short time by enabling you 
to wait on more 


tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


ing a large num 
suitable for all 
shelving. 


MILBRADT 
LADDERS 


for themselves in a 
» save 


Write for catalogue show- 
ber of styles 
kinds of 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 















Style “G’ 


Counter 
Display 






Your 
Customers 
Expect the 
Original 


Moore 





ne SN ae 















Push-Pins 


(Glass Heads-Steel Points) 


24 pkts. each No. 1 & No. 2 
48-10c. pkts. Dealers $3.20 
Nationally Advertised for 27 Years 
“| Used in Homes Everywhere 
Send for illustrated folder 
and Price List showing 
other attractive Counter 
Displays. 
Moore Push-Pin Co. 
(Wayne Junction), 
Philadelphia, Pa. 
Samples of White 
Enamel Cup 
‘ooks on 
Cards sent on 
Request. 












10¢e. 
















































































Ara ERS cision rine 
cri teas) £ JADDERS 
Fy === Q MODERNIZE 
A Se i} STORE METHODS 

WSS To provide adequate storage facilities for 
~S—- shelf stock—to make it accessible and con 


venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole- 

sale or retail trade — install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a 
of ample strength for safety, convenience and 
efficiency One style only—neat of design— 
attractively finished—any height — 























|S pent Hand Pumpsinclude 
a complete line of Pitcher 
Spout and Cistern Lift Pumps for 
shallow wells and cisterns; House 
Force Pumps for hand use in do- 
mestic water supply; Set Length 
LiftandForcePumpsfor handand 
windmill use; and many other 
>eeedl Top types. Send for Complete Catalog. Fig. 616. “Bue 

— The Deming Co., Est.1880, Salem, O. Bpecial — 


HAND AND POWER PUMPS 
























gear aaa 
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Classified Opportunities 





© 


Classified Advertising Rates 





Set Solid, Minimum of 5 lines... . .$3.00 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 

Opportunity Exchange Section BD tach oceccccccccccccccccccs + SOO 


Each additional inch............ 4.00 Address your advertisements and replies to 


Positions Wanted Advertisements 
50% off rates quoted 





Hardware Age, Classified Oppor- 





Each additional line........... .60 


Average 10 words to a line 
Allow One Line for Keyed Address 








All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional line........... 80 4 insertions, 10% off; 8 insertions, 15% 


tunities, 239 West 39th St., New 








Harpware Ace is published each Thursday 
Forms close Nine Days previous to date of 





Remittance Must Accompany Order publication 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to bo 





B 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





ENGLISH MANUFACTURER of improved Patented Belt Fastener 
which can be used with all existing Belt Lacing Tools, is open to ap- 
point buying agents for U.S.A.; superiority of article unassailable. First- 
rate proposition. Only those with thorough selling organization and able 
to conduct large business need apply. Box 22, Osborne-Peacock Co., Ltd., 
11 Piccadilly, Manchester, England. 





Store for Rent—Excellent opportunity for Hardware Store in Port 
ervis, ‘ + a city of 14,000. Store occupied for past 53 years by 
eading merchant. On principal business street adjoining theater. No 
other hardware stores within four blocks. Address DR. G. O. POBE, 


Port Jervis, N. Y. 





FOR SALE, LARGEST FURNACE AND STOVE BUSINESS IN 
WESTERN NEW YORK. 275 GAS RANGES SOLD IN LAST 12 
MONTHS. BUSINESS CAN BE BOUGHT RIGHT. OWNER LEAV- 
ING CITY. Address Box H-708, care of HArpware AcE, New York. 





Executive and Buyer with over 15 years’ experience in buying 
hardware for export, seeks a new connection. He has a successful 
background of business experience and is capable of organizing and 
managing a department and intelligently directing the work of others, 
assuming full responsibility. He has purchased ali. types and varied 
quantities of hardware and has been in charge of a department of 
100 persons in an old and respected house. Compensation should be 
in keeping with the responsibility and the future. Address Box 
H-700, care of Hardware Age, New York. 








be 








HIGH-GRADE HARDWARE SALESMAN experienced in selling 
uality tools available at once. Well acquainted with the trade throughout 
the Eastern Atlantic States. Missionary experience and qualified to de- 
velop new territory. Not adverse to location or other lines. Age 28 
married and well educated. A-1 references. Address Box H-709, care of 
Harpware Ace, New York. 





HELP WANTED 








r WANTED 


An experienced retail hardware store department manager. An 
unusual opportunity for a man 30 to 35 years of age who has had 
successful experience in retail hardware merchandising. Must be 
able to supervise the hardware departments of a number of stores, 
know how to display and sell hardware lines, and have the ability 
to teach others. To the right man the starting salary will be about 
$3500 a year with an opportunity to double his income at an early 
date. Address Rox 7241-A. care of Harpware Aas. Chicago. 











§ = 
Wanted — Experienced Hardware Men 
Men ef proven ability—Salesimen, Managers, Quotation Men, Esti- 

Stock Order Clerks, . Packers 


ators Clerks, Shipping Olerks. 
Genera workers and al! office help. 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 
113 W. 42nd Street 


Bryant 7374-5-6 














Wanted a Builders’ Hardware man who will take charge of buying and 
selling Builders’ Hardware and its associated lines in a city of 100,000. 
Figure Architects’ plans, read specifications, call on planing mills and 
lumber yards. Also sell this merchandise. Address Box H-706, care of 
Harpware Ace, New York City. 





Experienced man wanted to sell hardware and tools. Territory—Long 
Island and part of New York State. Give references. Address Box 
H-714, care of Harpware Ace, New York 





POSITIONS WANTED 








HELP SPECIALISTS 
FOR THE HARDWARE INDUSTRY 
MALE AND FEMALE 
EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES YHE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


Remington Building 
113 W. 42nd Street Bryant 7374-5-6 

















Hardware man thoroughly experienced in general Hardware for the 
past twenty years, competent to take charge of buying, able to manage 
and handle men, 41 years of age, married with family. Can furnish ex- 
cellent references. Student of “Modern Merchandising’ through The 
Alexander Hamilton Institute. Address Box H-707, care of Harpware 
Ace, New York. 





Manufacturers contemplating opening warehouse or distributing connec- 
tion either in fast growing cities of Atlanta or Jacksonville can secure a 
manager of long hardware experience and executive ability to manage 
either for them. Thoroughly familiar with Southern conditions. Address 
Box H-717, care of Harpware AcE, New York. 





Young man 23 years old, with four years’ experience in wholesale 
and retail hardware desires a position as traveling salesman covering 


‘ Southern territory. Address Box H-716, care of Harpware Ace, New 


York 





SALES ACCOUNTS WANTED 





Manufacturers, Notice. Two aggressive salesmen desire a few good 
lines, Hardware, Housefurnishings, Sporting Goods and Cutlery for Pacific 
Coast and Mountain States. e are open for correspondence now, and 
will be in Chicago and New York for a few days early in December. 
Address Box H-715, care of HarpwarE AGE, New York. 





Salesman following Hardware, Housefurnishing and Automotive trades, 
New York, New Jersey, Connecticut. Travel car, regular or side line 
producer. Address Box H-713, care of Harpware Ace, New York City. 





LINES WANTED for New York State. Have thorough knowledge of 
both wholesale and retail Hardware Stores and Department Stores. Have 
called in this trade a number of years. Can furnish the best of references. 
Address Box H-702, care of Harpware Acz, New York. 





Large Cutlery and Hardware company with national sales organization 
and branch offices has room right now for one more attractive line. Address 
Box H-705, care of Harpware AcE, New York. 





SALES REPRESENTATIVES WANTED 


MANUFACTURERS representative and Salesmen wanted by one of the 
strongest, most popular priced manufacturers of Towel Bar and Bathroom 
Accessories for United States and Canada. Good O unity. Write, 
Sales Manager, Consolidated Manufacturers Corp., 200 ‘5th Ave., Rm. 
505, New York City. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





WANTED—District salesmen for good side line. Responsible _manu- 
factiirer of flashlight and dry cell radio batteries has attractive side line 
to offer. Good commission to salesmen calling on retail hardware trade. 
Good opportunity for right man. THE COMET COMPANY, 1137 West 
6th St., Cleveland, Ohio. 





COMMISSION SALESMAN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of HArpware Acz, New York. 








WE HAVE OPEN TERRITORY for high class sales representatives 
to call on the retail and wholesale hardware and sporting goods trade, 
for the following states: Oregon, Washington, Idaho, Montana, Wyoming, 
Nevada, Utah, Colorado, Arizona, New Mexico, North and South Dakota, 
New York State, Metropolitan New. York, Pennsylvania and New Jersey. 
Low priced, well-made combination fishing tackle and home t case. 
Commission basis, no drawing account. Full protection. Write applica- 
tion, giving age, ‘number years’ experience retail and wholesale hardware, 
retail and wholesale sporting goods. Names of three references. Address 
Box H-712, care of Harpware Ace, New York. 








ware Age. 


HARDWARE AGE, 


Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 
or Salesman with some responsible Hardware company. 

And right now some one may be looking for you. 

The best meeting place is in the Classified Opportunities Section of Hard- 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 
Classified Opportunities Dept. 
239 W. 39th St., New York 














Send Welding Compound is best by every 

for @ STERLING test. Makes welding of any steel as 
ee x easy as Iron. Stock it and increase 

Samples Sterling Hack Saw Blades sell. your sales. 

and Write for Catalog and Prices. Sold ‘wo Jobbers. Made only by 

Test Diamond Saw & Stamping Works ANTI-Borax ComPpounp Co. 

Them Buffalo, N. Y Fort Wayne, Ind. 














Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





ARMSTRONG BROS. 


Chain Pipe Vises 


Universally known for their lasting qualities 
on stiff jobs. Write for free Catalog show- 
ing the Complete Line of Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 











Makers of Every Kind 
of Screw, Nut and Bolt 





The Corbin Screw Corporation 
The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 








Western Factory: Dayton, Ohio 





314 N. Francisco Ave., Chicago, U.S. A. 
Plain or enameled 


STRATTON ** ice 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 





HACK “ELE NOX” saws 
Scae D oscrn 


“The Tools in Lhe Puaid Bae” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS 


HACK SAWS - GAND SAWS =— SCREW ORIVERS - GLASS 


UNIFORMITY 








Robertson “Horseshoe Magnet” Hammers 


Permanent magnet which holds + 
the tack in position for driv- | in: =z 
ing. Awarded the Silver Medal 
(the highest offered) at the Panama-Pacific Exposition. 
Good Profit. 

Name and design trade marks registered U. 8S. 


ARTHUR R. ROBERTSON 94 Portland St., 





Pat. Off. 


Boston, Mass. 
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| INDEX TO ADVERTISERS | 
! 
} 
THE ADVERTISERS INDEX Is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 
A | Bowen Products Co........... PP t Ce Pe tes oxe de aens SSRs Gate BEES: be oki vacsuesvas 92 
| Breach Mig. Co., L. S..... — | Detroit Torch & Mfg. Co...... 230 | Grigsby-Grunow-Hinds Co. .... — 
Srainerd Mfg. Co........ 46 | Detroit White Lead Works.... - | Griswold Mfg. Co............ 86 
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THE ADVERTISERS INDEX is published as & convenience and not as a part of the advertising contract. 


No allowances will be made for errors or failure to insert. 
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He’s Satisfied With His Profits 


([HERE'S always a smile of satisfac- 
tion when a merchant totals his 


sales for the year and finds his busi- 
ness on a good, sound, profit paying 
basis. 





He keeps abreast of the times and watches what other 
merchants are doing. He pays strict attention to his 
window displays and makes frequent changes to keep 
customers interested. 


He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are suc- 
cessful because they study and adopt the ideas and 
suggestions that have built success for others. 





These merchants are usually readers of 


Hardware Age 


-239 West 39th Street, New York, N. Y. 
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\ You can make money 
| all the year’round 


—QOn Chain 


HERE is always a demand for coil chain which you 

should be able to meet—and a small stock makes many 
profitable sales for you. Chain can’t rot or fray — is safer 
and lasts longer — and has a thousand different everyday 
uses in town and on the farm. Look over your stocks — 
fill in the gaps —let Hodell chains make money for you. 
For specialties and coil chains — order through your jobber. 


faz SHAN) PRODUCTS SO 
3934 Cooper Ave. Cleveland, Ohio 
Established 1886 





Coil Chain 
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THE SATURDAY EVENING POST 


Acain 
Wooster 
Scores in 
National 
Advertising 





THE WoosTER Brus ; 


Since 1851—One Family-- 
One Idea--Better Brushes 


WOOSTE. 


HEN you order 
\\) a stock of paint 
brushes, choose 
the brushes that people 
know and readily buy— 
get Woosters. You not 
only get first class 
brushes with exclusive, 
patented improvements, 
but you pay no more 
for nationally advertised 
Wooster Brushes than 
for unknown, inferior 
brands. Wooster 
Brushes with bristles 
that stay in build both 
brush and paint busi- 
ness for you. 


(a 


Ted the Tester 
188 pounds on a 


Wooster Brush— 
An Actual Test. 


Co 





WOOSTERBRUSHES 


FOR PAINTING—VARNISHING — ENAMELING — LACQUERING — KALSOMINING 














